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Confidence Is ‘Stronger’ 
Spector Agency 
Folds; Rebirth as 


Bishop Unit Seen 


Adman-Cosmetics Maker 
Blames Ill Fortune on 
NBC, Faulty Distribution 


By Lawrence Bernard 

New York, Feb. 28—Raymond 
Spector, who recently revealed 
plans to sell his advertising agency, 
Raymond Spector Co., to Hazel 
Bishop Inc. (AA, Jan. 14), has 
changed his mind and now has de- 
cided to liquidate the agency. 

In its place will rise a new agen- 
cy, to be called Raymond Spector 
Co. or something similar, which 
will be a wholly-owned subsidiary 
of Hazel Bishop Inc., cosmetic com- 


pany, of which Mr. Spector is 
board chairman. 
Mr. Spector announced _ this 


change in plans today before the 
annual stockholders meeting of 
Hazel Bishop Inc. He also told the 
stockholders of this company, 
which has gone from a profit posi- 
tion of more than $1,000,000 in 
1954 to losses aggregating more 
than $1,000,000 in the succeeding 
two years, that: 


e “I have drawn no salary for the 
past two years. I draw no expenses. 
I think this is a record without 
parallel in corporate management.” 


e “From now on, I personally will 
be directing the marketing activi- 
ties of our company.” 


e “This year we will do more 

business on hair spray alone than 

our entire business last year.” 

e “Beat the Clock,” seen on CBS 
(Continued on Page 100) 
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2 Midwest Stations 
to Show Luther Film 
WGN-TV Canceled 


Cuicaco, March 1—Two mid- 
west stations have stepped into the 
controversy over WGN-TV’s can- 
celing the Martin Luther movie 
last December. 

Both WBKB, Chicago, and 
WISN-TV, Milwaukee, have an- 
nounced they will screen the film. 
The WBKB showing is slated for 
April 23, at 10 p.m., with Com- 
munity Builders, the original spon- 
sor for the scheduled WGN-TV 
showing, picking up the tab. 
WISN-TV will telecast the movie 
on March 8. Towne Commercial 
Sales Inc. will be the sponsor. 

Sterling (Red) Quinlan, head of 
WBKB, an ABC station, told AA 
the film would be canceled “over 
my dead body.” Community Build- 
ers said it hasn’t decided yet 
whether there would be any com- 
mercials during the film. 

WGN-TV’s cancelation of the 
film because of “emotional reac- 
tion” to plans to show the movie 
brought a stormy reaction from 
Protestant groups (AA, Jan. 17).A 
special committee has filed a for- 
mal protest with the FCC against 
WGN-TV’s move. 


s John B. Soell, WISN-TV direc- 
tor, declared that the movie is be- 
ing scheduled “in the same fashion 
as any other motion picture on the 
station. 

“On the basis of its reception in 
commercial motion picture the- 
aters, churches and schools 
throughout the world, we feel the 
movie will be interesting television 
fare. 

“We do not expect every televi- 
sion viewer in the area to approve 
the plot any more than we expect 
all viewers to approve of any other 
motion picture shown on WISN- 
TV. We do not find the film moral- 
ly objectionable or technically in- 
adequate.” 7 


World Trade Can Reach Record Height in 
Decade if U.S. Plays Part, Conference Told 


CuHIcaco, March 1—Record ac- 
tivity in world trade is possible 
for most of the globe within a 
decade. This depends on the U. S. 
playing its important trade and 
eapitalization role shrewdly. And 
American international trade can 
stabilize, guide and give meaning 
to U. S. foreign policy. 

This theme dominated the 20th 
Chicago World Trade Conference 
this week. The conference, jointly 
sponsored by the Chicago Assn. of 
Commerce and Industry and the 
Export Managers Club of Chicago, 
was held to stimulate world trade 
activity by Chicago area compa- 
nies. About 1,000 people attended. 

The St. Lawrence seaway proj- 
ect, a popular cause with import- 
ers and exporters in this area, 
slipped into the background at the 
meeting. Major attention was fo- 
cused on marketing conditions and 
opportunities in Latin America, 
Europe, Africa and the Near and 
Far East. 


s Latin America will be a major 
factor in the future of U. S. for- 
eign trade, according to Charles 
A. Meyer, vp for Latin American 


operations, Sears, Roebuck & Co. | 


Mr. Meyer told the conference 
that in the last decade U. S. im- 
ports, which had had free reign 
in this market, have been re- 
stricted and local industry has 
grown at an extraordinary pace. 

This isn’t really a setback for 
American exporters, Mr. Meyer 
emphasized. The growth of local 
industry there simply means that 
instead of shipping them what 
they now make for themselves, we 
will be sending tools, components, 
technical skill and capital. “The 
net result is still a plus for the 
U. S.,” he noted. 


® Europe is changing radically as 
a market, according to an analysis 
by William O. Beers, vp for for- 
eign operations of Kraft Foods Co. 
Two post World War II develop- 
ments that make all the differ- 
ence, he said, are (1) a more 
vigorous pursuit of higher living 
standards by the average worker 
and (2) more housewives going to 
work to help out. 

This means, Mr. Beers pointed 
out, that Europe is now able to 
| produce most of its requirements. 
| It is no longer much of an export 
(Continued on Page 97) 


whan the pint quarts appre ! 


Commissioners Mack, 
Doerfer Consistently 
Oppose AIl-UHF Plan 


WASHINGTON, Feb. 27—A badly 
divided Federal Communications 
Commission took the first faltering 
steps toward partial de-intermix- 
ture of tv channel assignments by 
voting today to create six all-uhf 
markets and to bring more vhf 


No-deposit glass quarts Kap ber cor! 93% lenger | 


Oe ews huassen 


Despite Protests, FCC 
Okays Greenspan 
Buy of TV Station 


WASHINGTON, Feb. 28—The Fed- 
eral Communications Commission 
today let newspaper publisher 
Herman M. Greenspan buy 
KLAS-TV, Las Vegas, despite a 
dissent by Commissioner John 
Doerfer, who said that the deci- 
sion fixes such a low standard of 
character for tv operators that “it 
is difficult for me to envision any 
character defects which would 
deny anybody a license.” 

Commissioner Doerfer cited the 
fact that Mr. Greenspan had 
pleaded guilty of violating the 
Neutrality Act in 1950 by shipping 
a load of arms from California to 
Mexico for ultimate delivery to 
Israel. Noting that he had been 
fined $10,000 and deprived of his 
civil rights, including the rights to 
vote, hold public office and serve 
on a jury, Mr. Doerfer complained, 
“This commission has not been 
designated as an agency to pro- 
vide for rehabilitation of con- 

(Continued on Page 97) 


NO RETURN—This color page, to ap- 
pear in Life and Look, is the first 
of a new series by Owens-Illinois 
Glass Co. to promote beer in no- 
deposit bottles. J. Walter Thomp- 
son Co., New York, is the agency. 


NOAB Reports 
Outdoor Billing 
12% Ahead of 56 


Howcott, Morey, 
Wulfeck Are New 
NOAB Board Members 


New York, Feb. 28—National 
Outdoor Advertising Bureau today 
elected three new board members: 
Harley B. Howcott, vp, Fitzgerald | 
Advertising Agency; Sylvester M. | 
Morey, president, Morey, Humm & 
Warwick, and Dr. Wallace H. Wul- 
feck, chairman of the executive 
committee, William Esty Co. 
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Split Votes Mark FCC’s Moves in 
De-Intermixing VHF, VHF by Areas 


service into four others which cur- 
rently are predominantly vhf. 

Under the commission’s formula, 
Albany, Elmira, Evansville, 
Springfield, Ill., Peoria, and Fres- 
no-Santa Barbara would be all- 
uhf communities. St. Louis, New 
Orleans, Louisville and Rock Is- 
land would get more vhf service. 
Hartford and Madison would re- 
main predominantly uhf, with one 
vhf commercial assignment. 

The de-intermixture proposals 
were first initiated by the com- 
mission last June in an effort to 
create “islands” where uhf chan- 
nels could be operated effectively 
without undue competition from 
the more powerful vhf stations. At 
the time, the commission said it 
regarded selective de-intermixture 
as a transitional step, to keep uhf 
alive pending further study of the 
problems that would be involved 
in shifting all television to the uhf 
band. 


® Most of today’s actions, other 
than the decision to retain a vhf 
service in Hartford and Madison, 
were in line with the plan pro- 
posed by the FCC in June. In sev- 
eral instances, today’s action is 
expected to be contested in court 
by stations which would be re- 
quired to accept uhf assignments 
in place of vhf frequencies which 
previously were granted to them. 

All the actions announced today, 
other than shifts in the New Or- 
leans area, represent final deci- 
sions on the part of the commis- 
sion: 


e The decision to retain vhf Chan- 
nel 4 in New Orleans and to add 
(Continued on Page 100) 


J. H. S. Ellis, president of Kud- 
ner Agency, was re-elected board 
chairman; Norman H. Strouse, 
~— of J. Walter Thompson | 7 ‘ 

0., Was re-named chairman of | 
NOABS exscutive commitce ant Aiggio from Use of 
J. J. Hartigan, senior vp of Camp- | 
bell-Ewald Co., continues as sec- | 


New York, March 1—American 
retary-treasurer. 


Tobacco Co., maker of Pall Mall 
At its 4lst annual meeting, | cigarets, this week brought suit in 
NOAB, which is cooperatively | supreme court here seeking to en- 
(Continued on Page 100) |join Riggio Tobacco Corp. from 


Last Minute News Flashes 


FC&B Gets Savarin Coffee from Gumbinner 


New York, March 1—S. A. Schonbrunn & Co. has appointed Foote, 
Cone & Belding to handie advertising for its Savarin coffee, effective 
April 1. Savarin, which bills about $1,000,000 annually, currently is 
handled by Lawrence C. Gumbinner Advertising. MacManus, John & 
Adams continues as the agency for Medaglia D’Oro coffee, another 
Schonbrunn product. 


Portland Cement Moves from Roche, Williams to ]WT 
Cuicaco, March 1—The Portland Cement Assn. has named J. Walter 
Thompson Co. to handle its advertising, effective today. The change- 
over from Roche, Williams & Cleary, which will take place gradually, 
reportedly was made because the association sought an agency with 
numerous branch offices. The account bills about $1,000,000 yearly. 


Whitman Sets Mother's Day, Easter Spot TV Drives 

PHILADELPHIA, March 1—Stephen F. Whitman & Son, candy maker, 
will break a tv spot campaign in 58 major markets preceding Mother's 
Day and Easter. Ten-second announcements will be scheduled in 
choice nighttime periods, aimed at the male audience. The Easter 
drive begins the week of April 14 and the Mother’s Day campaign 
about May 1. Whitman spends approximately $425,000 annually on 
radio and tv through N. W. Ayer & Son. 


(Additional News Flashes on Page 101) 


American Tobacco Suit Seeks to Bar 
‘Pall Mall’ in Ads 


using the words “Pall Mall” in its 
advertising and promotion for its 
Regent cigarets. 

American Tobacco charged Rig- 
gio with “unfair competition in 
the sale of its cigarets by holding 
them out as the products of the 
plaintiff.” 

Riggio claimed the right to use 
the words “Pall Mall” in its adver- 
tising because of its affiliation 
with Rothmans of Pall Mall, Lon- 
don, otherwise known as Roth- 
mans Ltd. 

American maintained that the 
rightful name of Rothmans is 
Rothmans Ltd. and that “its cor- 
porate name is not and has never 
been Rothmans of Pall Mall.” 

American also asserted that Re- 
gent cigarets have never been 
manufactured by Rothmans but 
only by Riggio Tobacco and that 
the cigarets originate not in Eng- 
land, but in New York. 


® Riggio does not use the words 
“Pall Mall” on its present pack- 
aging for Regent cigarets, but 
American alleged in its complaint 
that Riggio has been selling Re- 
gents in a red package, a shade 
(Continued on Page 97) 
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6-Page Nescafe 
Ad in ‘Life’ Is 
Coffee Treatise 


Recipes, History, Art 
Are Ingredients of 
$250,000 Selling Unit 


New York, March 1—Nestle Co. 
will run a six-page centerfold for 
Nescafe in the March 18 Life. 

Said to be the largest magazine 
advertisement ever placed in the 
coffee industry, it will cost Nestle 
$250,000. Bryan Houston Inc. is the 
agency. 

Nestle describes the ad as “a 
television spectacular on the print- 
ed page.” 

Titled “The Coffee Hunger of 
Man,” the four-color ad traces in 
text and pictures the history of 
coffee. Leading off with an institu- 
tional pitch for coffee in general, 
the ad does not get down to pro- 
moting Nescafe itself until the last 
two pages. 

The next-to-last page features 
recipes for some exotic coffee 
drinks. Example: Nescafe and 
Cointreau. The final page is the 
familiar coffee bean ad which Nes- 
cafe has been using extensively in 
print. 

Nescafe is given credit in the 
copy for being the first soluble 
coffee to taste like regular coffee. 


® Illustrating the copy are seven 
specially-commissioned paintings 
by Robert Riggs, an artist whose 
work has appeared frequently in 
Life. The most spectacular of these 
is an 18th century coffee house 
scene. Depicted in this scene are 
famous writers and artists who 
supposedly frequented the English 
coffee houses. 

An unusual 
feature of the 
ad is that it car- 
ries a copywrit- 
er’s byline — 
namely, Roger 
Purdon’s. Mr. 
Purdon, how- 
ever, is no long- 
er with the 
Houston agen- 
cy. He moved 

Roger Purdon last month 
to McCann- 
Erickson, where he is vp and head 
of the Chrysler account group in 
New York (AA, Feb. 11). Mr. Pur- 
don was copy director at Houston 
when the ad was prepared. 
The Nestle press releases an- 


nouncing the six-page splash do/| 
not mention Mr. Purdon’s name. | 


Bryan Houston, head of the agency 
bearing his name, is credited with 
originally suggesting the idea for 
the ad. 


Nestle is merchandising the ad | 
trade. 
Stores are being offered a seven- | 


heavily to the grocery 


foot pole display, an easel display 


card and a shelf marker with tear-| Promotion of the new Easy unit | 


(Continued on Page 102) 


ante LIFER 
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MERCHANDISING—Don Cady (right), vp of advertising and merchan- 
dising of Nestle Co., shows Paul S. Willis, president of the Grocery 
Manufacturers of America, the largest of three point of purchase 


pieces based on the six- 


page Nescafe ad in Life. 


From ‘12 to ‘55: No Deficits... 


Small Hike in Postal Rates Helps 
Keep Britain's Service in Black 


Use of Mechanical Aids, 
Research Helps Insure 
Cheap, Speedy Mails 


By Mark Random 


Lonpon, Feb. 28—A London 
woman went out to do her shop- 
ping recently and suddenly re- 
membered it was her husband’s 
birthday. Before she did anything 
else, she bought him a birthday 
card and mailed it. Then she went 
on with her shopping. 

Several hours later, her shopping 
completed, the woman returned 
home. And there, waiting for her, 
was the birthday card she had 
mailed when she started out. 

The woman was so pleased with 
he service that she wrote to a 


newspaper about it. But Britain's 
General Post Office was very mod- 
est about it. They took the view 
that there was nothing special 
about it—just the usual service. 

It’s a fact that if you mail a 
letter before 9 a.m. in most of the 
main postal areas of London, it 
will be delivered by midday in the 
same area and on the afternoon de- 
livery elsewhere in London. For 
delivery the same day in the local 
area you can, in fact, mail up to 
1 p.m. in most main districts. 


s Such swift handling of mail is 
an integral part of the British 
postal system. As a result of care- 
fully planned collection times, in- 
terlocking with starting times of 


(Continued on Page 20) 


‘27-Inch Width’ Is Easy’s Sling Against 
Goliaths in Combination Washer-Dryer Field 


Cuicaco, Feb. 26—The 
laundry appliance division of 
Murray Corp. of America next 
month will signal its entry into the 
washer-dryer field with its first 
consumer drive. 

Its position will be somewhat 
like David facing an array of 


Easy 


ing. 

Probably the most dramatic 
use of this angle will be a three- 
way gatefold in four colors in the 
May Better Homes & Gardens. 
Across the top will appear a full- 
scale picture of a 27” ruler. The 


When Flood of Color 
TV Starts Rolling, It'll 
Roll Fast, He Asserts 


Omana, Feb. 26—The head of 
the country’s third largest adver- 
tising agency today labeled cost as 
probably the biggest, and certainly 
the most discussed, problem in 
television. 

Sigurd S. Larmon, president of 
Young & Rubicam, touched on this 
subject in an address before the 
Omaha Advertising Club. His 
speech followed the dedication 


Brewers Will Boost 
Radio Ad Allotments 
25% in 1957: Taylor 


Sr. Louis, Feb. 26—Sherril Tay- 
‘lor, vp and director of promotion 
for Radio Advertising Bureau, yes- 
erday predicted that the brewing 
peer will spend 25% more on 
radio advertising this year than it 
did in 1956. 

He made the optimistic forecast 
at the annual national sales con- 
vention of the Carling Brewing Co. 
He based his estimate on studies of 
market trends, reports received at 
RAB headquarters from national 
and regional brewers and their 
agencies, and a review of the radio 
success all producers of food prod- 
ucts enjoyed last year. 

“Radio’s almost-complete pene- 
tration (96.3% of the population 
are regular listeners), its ability to 
reach millions at any hour of the 
broadcast day, its economy and its 
adaptability to serve the needs of 
all sizes of advertisers are the basic 
reasons for its economic rebirth,” 
Mr. Taylor said, after pointing out 
that radio’s billings in 1956 jumped 
30% over 1955. 


® “There is an interesting parallel 
between your industry and mine; 
we both prosper for the same rea- 
son—the public likes us and uses 
us,” he added. 

He directed attention to the 
“bonus” audience available to ad- 
vertisers through automobile radio. 
There are 37,000,000 auto sets in 
use today, he said, and 86% of all 


head reads: “This 27” yardstick 


new cars being made are radio 


Goliaths. To date the market has| can take washing and drying out | equipped. And about 40% of all 


been shared by such giants as 
Bendix, General Electric and 
Whirlpool-Seeger. 


of your life!” 


|# The housewife can use the gate-| 


auto radios are in use daily during 
the 6 a.m.-6 p.m. period, he said. e 


The new Easy unit is the only| fold rule to see where the Easy VanSant Issues PR Booklet 


one made by an independent in the 
field. And as David used the all 
important sling to hold his ground 
against the giants, Easy will use 
a special promotional angle to gain 
and hold a share of the market— 
the new unit’s width. 

Easy and its ad agency, Earle 
Ludgin & Co., will promote the 27” 
width as the narrowest in the field. 


will bear heavily on this point in 
both advertising and merchandis- 


This 27 inch yardstick’ can take washing and drying out of your life! 
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LET'S MEASURE—An accurate 27-inch ruler will be featured in a gate- 

fold ad to be run by Easy laundry appliance division of the Murray 

Corp. of America in the May Better Homes & Gardens. Idea is that 

housewives can use ruler to see where an Easy combination washer- 
dryer unit will fit. 


unit can fit. The same idea will be | 
used by retailers. They will give 
prospective buyers heavy paper 
rulers that unfold to 27”. 

An earlier Easy ad with the 
“ruler” theme will be a two-color 
spread in the March Parents’ Mag- 
azine. The “ruler” in this case will | 
| require cutting out and pasting to-| 
|gether at two joints. 

Easy will also run a heavy mag- 
azine and in-store promotion this 
spring on its new Regent washer. 
A four-color spread in the April 
Better Homes & Gardens, a four- 
color page in the April McCall’s 
and a four-color inside cover of 
the May Good Housekeeping have 
already been scheduled. 

The big talking point for the 
Regent will be its five different 
washing temperatures. 


Meeker Heads AANR Unit 
Herbert Meeker, Scolaro, Meek- 
er & Scott, has been named acting 
president of the New York chapter 
of the American Assn. of News- 
paper Representatives. William 
Metz, Scripps-Howard Newspap- 
ers, served as president until his 
recent transfer to the San Francis- 
co News, where he is business 
manager (AA, Feb. 25). 


VanSant, Dugdale & Co., 15 E. 
Fayette St., Baltimore, has issued 
a booklet which describes the 
services of its newest division— 
public relations. Copies are avail- 
able on request. 


PAUL LOUIS, formerly vp of D’Arcy 
Advertising Co., New York, has 
joined Leo Burnett Co., Chicago. 
Although no title has been as- 
signed, his specialty is broadcast- 
|ing activities, which he has been 
| handling for Coca-Cola, Budweiser 
| and General Tire, among others, 


| while at D’Arcy. 


Advertising Age, March 4, 1957 


Larmon Calls for Leveling Off of 
‘Astronomically’ Rising Cost of TV 


and cornerstone laying of the new 
‘home of KETV, which will be 
| ready for occupancy late this sum- 
| mer. 

| Mr. Larmon’s comments on tele- 
| vision started with a reference to 
color tv, which he said “has been 
moving, though it hasn’t come 
along as fast as a lot of people 
thought it would.” He attributed 
color’s slow growth to the price of 
color receivers. 

“No man really knows when the 
log jam will break, but it is in the 
cards that it will break,” the agen- 
cy president said. “The flood of 
color tv will start to roll. And 
when it does, it will roll fast. 


® “Color isn’t the only problem 
facing tv today,” Mr. Larmon said. 
“As tv has grown in every respect, 
its costs have grown too. The ad- 
vertiser who a few years ago spent 
$55,000 to $60.000 for a half-hour 
show today is spending $75,000 or 
more, and price tags of $90,000 or 
$100,000 are not unheard of. 

“*Mayerling,’ the 90-minute 
show which was presented earlier 
this month, is reputed to have 
cost some $600,000—or $200,000 
per half-hour—and that is a lot of 
money in anyone’s budget. 

“As an agency that has been in- 
volved in television since its in- 
ception, and as a business that has 
invested hundreds of thousands of 
dollars in learning all we can 
about television and television ad- 
vertising for our clients, we are 
justifiably concerned about these 
rising costs and their effect on 
advertising. 


s “Let us look at just one aspect 
of the problem—the difficulty of 
maintaining advertising continu- 
ity. The value of continuity at to- 
day’s tv prices presents a real 
problem to many advertisers,” he 
said. 

“And what will happen as color 

(Continued on Page 6) 


Philip Morris’ 
‘57 Spending to 
Hit $20,000,000 


McComas Outlines Ad 
Program as Company 
Reports Sales Up 15% 


New York, Feb. 26—Philip 
| Morris Inc., maker of Philip Mor- 
\ris, Marlboro, Parliament, Spud 
and Benson & Hedges cigarets, has 
\“embarked on the strongest ad- 
vertising program in the compa- 
ny’s history.” 

This was announced today by O. 
Parker McComas, president of the 
company, in a letter to stockhold- 
ers accompanying the 1956 annual 
report. 

The company’s advertising in 
1957, Mr. McComas says, will in- 
clude “aggressive programs in 
newspapers, Sunday supplements, 
outdoor posters, magazines, and 
spot radio and network television 
—each campaign tailored to the 
needs of our individual brands.” 

Beginning in April, the compa- 
jny will co-sponsor “Baseball 
Game of the Week” (CBS-TV), 
Saturday afternoons in 170 mar- 
kets. Professional football tele- 

casts, co-sponsored by Marlboro 
during the fall of 1956, will be 
resumed next season and will 
reach approximately 200 markets, 
many heretofore unreached by 
Marlboro advertising. This brand 


(Continued on Page 54) 
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Landis 


MANAGERS—The new executive committee of Russel 
M. Seeds Co. is shown here with Harry M. Maus, 


Seeds Creates 2 
Executive Units 


Cuicaco, Feb. 27—Russel M. 
Seeds Co., in a reorganizational 
move, has appointed an executive 
committee and management coun- 
cil “designed to permit more key 
personnel to participate in direct 
management responsibilities.” 

The new executive committee, 
charged directly with administra- 
tive duties, consists of Harry B. 
Goldsmith Jr., who becomes senior 
vp; Dan Foster, vp in charge of 
administration, and Dean Landis, 
vp in charge of client relations. 

In addition to the executive com- 
mittee, a group 
of eight execu- 
tives were named 
members of 
the management 
council. The 
eight are Harry 
H. Maus, exec 
vp, who becomes 
vice-chairman of 
the board of di- 


rectors; James 
Witherell; Jesse Freeman Keyes 
Livermore; Dale 


Mehrhoff; Fred Willson; Lee Mar- 
shall, Don Reed and Russ Young. 

Freeman Keyes is president and 
board chairman of the agency. e 


Dr. Pepper Sets 
Record $2,000,000 
Budget for ‘57 


DALLas, March 1—The Dr. Pep- 
per Co. next week will announce 
that it will invest more than $2,- 
000,000 in advertising this year—a 
company record and 10% larger 
than last year’s budget. 

The principal media will be tel- 
evision, outdoor and radio. Spot tv 
announcements have been sched- 
uled on 70 stations. Outdoor, news- 
papers and radio will be used as 
supplementary media in tv mar- 
kets, and as prime media in non-tv 
markets. 

An additional national magazine 
schedule is planned with a series 
of color ads in Life. In addition, 
Dr. Pepper bottlers will use special 
premium and sale promotions, and 
theater film trailers in the co-op 
program, which is larger this year. 
Greater emphasis also will 
placed on point of sale materials. 


Goldsmith 


Maus 


vice-chairman of the board. They are E. Dean 
Landis, Harry Goldsmith Jr. and Daniel Foster. 


| 
| 


Foster 


Advertisers More Prone to Make False 
Claims Than Agencies, Says Test Lab Exec 


New York, Feb. 27—Clients are 
prone to exaggerate much more 
than their advertising agencies. 

So says Martin Aaron, director 
of the American Standards Test- 
ing Bureau. As head of an inde- 
pendent testing laboratory, Mr. 
Aaron has dealt with both. 

“Ad copy is rarely guilty of any- 
thing more serious than using too 
many adjectives and superlatives,” 
he declares. “Naturally most man- 
ufacturers think their product is 
best, but claiming physical proper- 
ties established by false standards 
is the worst kind of fraudulence.” 

Copywriters understand, in Mr. 
Aaron’s view, that often the “best” 
product is the one that is adver- 
tised the most, while many ‘manu- 
facturers seek blanket approval 
from independent testing agen- 
cies for claims that are not quite 
true. 

Commercial standards as listed 
by the Federal Trade Commission 
often are misleading to consumers, 
he continued, because these stand- 
ards are usually specifications that 
have been found mutually agree- 
able to manufacturers. 


# Commercial standard specifica- 
tions for a “shockproof” watch, 
for example, demand only that the 
pivot of the main spring remain 
undamaged when the watch is 
dropped from a three-foot level, 
Mr. Aaron said. “Shockproof” 
watches tested in his laboratories 
have met the commercial stand- 


ards for “shockproof” but would 
have been entirely unsatisfactory 
to consumers, he said. 

Among samples tested in the 
laboratories of American Stand- 
ards Testing Bureau, “shockproof” 
watches were found with broken 
cases, smashed crystals and some 
that started running backwards. 

“The only protection for the 
public,” Mr. Aaron said, “is that 
a handful of manufacturers are 
willing to go beyond specifications 
and produce a watch that will be 
a credit to their companies.” 

Mr. Aaron also bristles when he 
hears the phrase, “Independent 
laboratory tests show. . .” 

“Familiarity and the lack of spe- 
cific definition,’ he says, “breed 
a lack of credulity on the part of 
consumers. They’re beginning to 
wonder whether the so-caled ‘in- 
dependent laboratory’ is the com- 
pany workshop or a _ complete 
blind.” * 


Budd Returns to Import 
William E. Budd has returned to 
Import Publications Inc., New 
York, as assistant to the publisher, 
John F. Budd, his father. Mr. Budd 
has been serving as an officer with 
the U.S. Marine Corps. One of his 
duties will be director of advertis- 
ing for the company’s two air cargo 
magazines, Air Transportation and 
Air Shippers’ Manual. In this func- 
tion he succeeds Frank R. Brine, 
who has resigned to join Harry W. 


| 


Graff Inc. 


\ 30 Doctors in the House... 


McAdams Specialty Is 


Just What Doc Ordered 


Originally Package Goods | P!oyment to more than 300 per- 


Agency, W. D. McAdams 
Went All-Medical in ‘39 


By Milton Moskowitz 


New York, Feb. 26—There is 
an advertising agency in New 
York which violates with impunity 
—and with more than a fair 
amount of success—the dictum 
that agencies must not take com- 
petitive accounts. 

It is an agency with a relatively 
light client turnover—an average 
of two account losses every 10 
years. Yet it probably has the 
heaviest product turnover in the 
agency business. 

This agency belongs to the 
American Assn. of Advertising 
Agencies, bills approximately $12,- 
500,000 annually and gives em- 


Durgin Rejoins 
Kintner at NBC 


New York, Feb. 28—Another 
Kintner man is moving over to the 
National Broadcasting Co. to join 
his former boss. 

Don Durgin this week resigned 
as vp in charge of ABC Radio to 
become vp and director of sales 
planning at NBC-TV. He begins 
his new job March 11. His replace- 
ment at ABC is not expected to be 
named for a couple of weeks. 

Mr. Durgin is the fourth ABC 
executive to switch to the NBC 
colors since Robert E. Kintner, 
former ABC head, became an exec 
vp of NBC. 

Others previously treading the 
now well-worn path from W. 66th 
St. to 30 Rockefeller Plaza have 
been Robert Lewine, vp in charge 
of nighttime tv programs; James 
A. Stabile, manager of talent ne- 
gotiations, and Charles Abry, east- 
ern tv sales manager. One other 
ABC graduate may join this NBC 
group later. He is Ernest Lee 
Jahncke Jr., who was vp and as- 
sistant to Mr. Kintner when he was 
president of ABC. e 


Tele-Sell, ‘World's Largest Sales Meeting,’ Staged in 34 Cities, 
Also Is ‘First Closed Circuit TV Show for Non-Captive Audience’ 


New York, Feb. 27—Some 40,- 
000 salesmen gathered last night 
in 34 cities to see the “world’s 
largest sales meeting’—the Tele- 
Sell—carried on closed circuit tel- 
evision. Arthur H. (Red) Motley, 
president of Parade, hosted a team 
of seven of the nation’s top sales- 


}men, who explained techniques 


of salesmanship. 

Judging by the New York recep- 
tion—the audience of 3,000 with 
few exceptions stayed to see the 
complete performance at Manhat- 
tan Center—it had the earmarks 
of a success. But the final test will 
come March 5, when the second 
section of the two-part series is 
given. (Cost of two sessions: $10.) 

Mr. Motley served as moderator 


be | of the show, which originated at 


the American Broadcasting Co. 
studios in New York. A barrage of 


® The basic theme of the compa-|some of the country’s top selling 
ny’s advertising is “the friendly | talent—Judson Sayre, president of 
ithe Norge division of Borg-War- 


‘Pepper-upper’ that never lets you 
down.” However, a_ secondary 
theme, “Frosty, Man, Frosty,” will 
be given additional prominence in 
all media. 

Dr, Pepper is marketed in 44 
states and four foreign countries 


| 


ner Corp.; Harry Abram, salesman, 
Dexter Chevrolet Co., Detroit; By- 
ron J. Nichols, general manager of 
group marketing, Chrysler Corp.; 
H. Bruce Palmer, president, Mu- 
tual Benefit Life Insurance Co.; 


through fountain outlets, vending Herman C. Nolen, president, Mc- 
machines and independent bottlers.| Kesson & Robbins; Alfred C. Ful- 
Grant Advertising is the agency.|ler, chairman, Fuller Brush Co., 


and Philip M. Talbott, senior vp, | 
Woodward & Lothrop department 
store—discussed effective tech- 
niques of modern selling. 


® Dramatizations were used to il- 
lustrate the sales techniques enu- 
merated by each of the men, 
pointing up two themes—how the | 
salesman should handle himself | 
and how he should handle his 
customer. With the exception of a 


Learn from 


Prospects’ Gripes, 
Fuller Advises 


New York, Feb. 27—Salesmen 
should listen carefully to the ob- 
jections people raise to a product 
or service when they think they 
don’t want to buy—that way the 
objections can help make a sale. 
“For, as the buyer states his ob- 
jections, he is telling you what it 
is he really wants.” 

That’s the view of Alfred C. 
Fuller, founder and chairman of 


(Continued on Page 99) 


few of the dramatizations, most of 
the show was live. Vice-President 
Nixon, whose introductory remarks 
were filmed, described the role of 
America’s salesman as being 
“enormously important.” 

“You are vitally important to 
your country .. . both domestically 
and in the sensitive field of inter- 
national relations,” he said. He 
added that the “Kremlin hopes 
desperately to see a depression in 
America,” and that the nation’s 
salesmen can be a bulwark of 
economic stability. 

The 90-minute show cost an esti- 
mated $235,000, according to Mr. 
Motley, one of the show’s two fi- 
nancial backers. Morris Pickus 
president of the Personnel Insti- 
tute. New York, was the other. 


s Mr. Motley said today that re- 
actions to the show have been 
pouring in from all over the coun- 
try. The general attitude, he said, 
was that the show was good, but 
“that it didn’t move fast enough 
in spots, especially in the historical 
sequences where Benjamin Frank- 
lin’s sales principles were drama- 
tized. 

“But they liked the idea of see- 
ing a big shot talk of peddling cor- 

(Continued on Page 99) 


sons. 

Yet, it is an agency which is far 
less widely known than, say, 
Dowd, Redfield & Johnstone, an 
agency of comparable billing size, 
or William Esty Co., an agency of 
comparable employe strength. 

The seemingly unobtrusive agen- 
cy being talked about here is 
William Douglas McAdams Inc., 
now in its 3lst year of operation. 


® McAdams is anything but un- 
obtrusive in the ethical pharma- 
ceutical world. Although it started 
out in 1926 as a Chicago package 


Dr. Arthur Sackler 


Dr. DeForest Ely 


goods agency (Van Camp beans, 
Mother’s Oats, Squibb cod liver 
oil), since 1939 it hasn’t handled 
any other business but profession- 
al drugs or products with a health 
aspect. 

It is indisputably the largest 
agency of its kind, and its some- 


(Continued on Page 62) 


Senate Unit to 
Hear FCC Before 
Toll TV Action 


Committee Delays 
Okay of Investigators’ 
Report Proposing Tests 


WASHINGTON, Feb. 27—-Members 
of the Senate commerce committee 
balked today at approving a plan 
for a large-scale test of toll tv. 
Instead they decided to have a talk 
with members of the Federal Com- 
munications Commission before 
making up their minds. 

The proposal for full-scale ex- 
periments with toll tv had been 
spelled out in the draft of.a report 
circulated to committee members 
by the special investigating staff 
which has been conducting the 
committee’s investigations into 
various problems of the tv indus- 
try. 

Copies of the draft were leaked 
out 10 days ago, together with a 
prediction that the committee 
would endorse the idea when it 
held its regular meeting today. 

Instead, the committee decided 
to hold up a vote on the report 
until after the appearance next 
week of members of the FCC, who 
are slated to brief the committee 
on FCC’s activities since the ad- 
journment of Congress last sum- 
mer. Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
said some committee members 
contended they have not had time 
to study the report. 


® Although the staff document 
has been widely circulated, Sen. 
Magnuson insisted it is still re- 
garded as confidential. While the 
report does not flatly instruct FCC 
to authorize a toll tv test, it scolds 
the commission for taking so long 
(Continued on Page 102) 
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FTC Loses Again 
in Effort to Fix 
Tire Discount Limit 


WASHINGTON, Feb. 28—Efforts 
of the Federal Trade Commission 
to fix a limit on the maximum 
discounts which can be allowed to 
big buyers of automobile tires 


were struck down for the second | 


time in the court of appeals here 
today. 

Today’s defeat was the latest 
development in a proceeding that 
goes back nine years, to Feb. 5, 
1948, when the commission set out 
to determine whether mail order 
houses and big chains have been 
able to earn such large discounts 
that smaller tire dealers are un- 
able to compete effectively. 


® On the basis of its study of the 
records of leading tire manufac- 
turers, the commission on Jan. 4, 
1952, reported that 63 out of a 
total of 48,200 dealers were get- 
ting discounts of from 26% to 
30.5% on their purchases of re- 


placement tubes, and cornering 
48% of the market. 

In an effort to improve the 
competitive position of the small- 
er dealers the commission ordered 
that no discount rate be allowed 
in excess of the rate for a single 
carload. 


s FTC’s action in the tire indus- 
try represented the first effort on 
the commission’s part to enforce 
the quantity discount clause of the 
Robinson-Patman Act of 1936. 
FTC began its study after tire 
dealers told the House small busi- 
ness committee that mail order 
houses, auto supply chains and big 
oil company outlets are forcing in- 
dependent operators out of busi- 
ness. 

While the order was issued in 
1952, it has never been enforced. 
In an earlier decision the court 
of appeals gave FTC a temporary 
victory by setting aside a district 
court decision which held that the 
commission lacked authority to 
adopt the rule. 


® Subsequently the district court 


again struck down the order on 
the grounds that FTC’s decision 
failed to establish the need for the 
carload limit. In today’s action 
the court of appeals agreed that 
FTC’s decision failed to justify 
the commission’s action in adopt- 
ing the rule. 

FTC’s 1952 decision was by a 
4-1 vote, with Commissioner Lo- 
well Mason dissenting. All five of 
the commissioners who partici- 
pated in the case have been re- 
placed since 1952. 7 


Grant Names Three PR VPs 
Grant Advertising has appointed 
Tom Johnston, J. R. Conroy and 
George Sampson vps and directors 
of the agency’s public relations 
division. Mr. Johnston, in New 
York, will supervise a staff cover- 
ing the East Coast and South. Mr. 
Conroy, located in Detroit, heads 
the group serving the Midwest 
and Southwest, and Mr. Sampson, 
in Hollywood, supervises West 
Coast activity. All are former 


Grant public relations account ex- 
ecutives in their respective cities. 


: H 


IN THE BIG 
SEATTLE 20-COUNTY MARKET 


AS KEPT PACE 


WITH POPULATION GROWTH! 


chart shows percentage of field gain, 1940-1956 


1940 1.307.863 
Population : 
1956 1,997,800 
SEATTLE NEWSPAPERS’ FIELD 
1940 102,806 
Morning 
1956 190,789 5 
*Times and Star. 
Times bought Ster 
1940" 174,765 circulation In 1947, 
Evening : 
1956 208,224 i 
In this great $2 billion market, 


Greatest Morning and Sunday 
Circulation in Washington State 


Sunday: 258,780 


lowing: 


47% 
Daily: 190,789 37% 


the morning Seattle Post. 
Intelligencer delivers the fol- 


DAILY COVERAGE: 


in the Seattle-ABC 
City Zone. 


of urban families in 
the Seattle-20-County 
market. 


Te SEATTLE 


‘POST-INTELLIGENCER 


Brewing industry will spend 25% more on 
radio in °57 Page 2 


Philip Morris will spend $20,000,000 for 
ads in ‘57 Page 2 


Easy enters washer-dryer field with 27” 
unit Page 2 


Six-page Nescafe ad in Life will be trea- 


RRR CUR COEBCD oncecccccccecececserserscssoesesenss Page 2 
Sigurd Larmon, Y&R head, calls for low- 
ld UK ee Page 2 


Britain hikes postal rates a wee bit, keeps 
service in black 


Senate committee will hear FCC before 
taking any action on toll tv 


Closed-circuit sales meeting—Tele-Sell— 
is Page 3 


Dr. Pepper sets $2,000,000 top ad budget 
for 1957 .... Page 3 


Salesman should listen to prospect gripes 
to learn what he wants, says Ful- 
ler .... Page 3 


Advertisers are more prone to make false 


claims than agencies, test lab exec 
ee Page 3 
Den Durgin rejoins Robert Kintner at 
DE iepdrniccenininenninnciness Page 3 


Russel Seeds creates two new ev ->'tiv 
units within agency 


Newspapers’ chief problem is to 
crease employes’ productivity, 
says 


Buffalo merchants warned to clothe man- 


Advertising Age, March 4, 1957 


Highlights of This Week's Issue 


Procter & Gamble is best managed com- 
pany in U. S., American Institute of 
Management says Page 48 


Standard-Triumph revs up big U. S. ad 
drive for sports car Page 50 


British GM unwraps new smal! car—the 


Vauxhall Victor Page 
Author Priestley says ads, pr stifle 
individuality; Gallup says they 
gg Page 58 


Sperry & Hutchinson says Tennessee anti- 
stamp law is “discriminatory” ...Page 60 
Australian tv billed $60,000,000 in ‘56, 
world-traveling agency man re- 
a Page 64 
New test drive in Japan to try to boost 
cigaret consumption Page 70 


Newspaper campaign will feature how 
Tropicana orange juice is shipped 
North by tanker .. Page 90 


New beok sums up techniques for writ- 


ing reports, presentations Page #1 
MCA-TV seeks to lure department 
store ads from newspapers to tele- 
EO crectasttintaciensivees . Page %4 


FTC proposes code for jewelers to police 
illustration of diamonds in ads Page 94 


Japanese translation of J. W. Young 
boo! for producing ideas draws 
praise ......... se Page 95 


Auto association shifts ground, favors 
federal ban on outdoor signs on high- 
ways ‘ dentaiiacahial Page %6 


ikins Voluntafily ............ccseeee Page 16 


Bank advertising will reach $100,000,000 in 
1957, bank group says ............. Page 22 


Liebmann Breweries is using lithographed 
cutouts for its outdoor posters ....Page 32 | 


NBC Radio's Culligan says his net's sales 
will double this year ................. Page M4 


Treasury asks broadcasters to help bol- | 
ster sales of savings bonds 


Decters get their product news from 
medical journals, not direct mail, panel | 
says Page 42 


New York agencies get 47% of all U. S. 
agency income 


16 new tv stations bloomed durine 1957. 
“Television Factbook” says ........ Page 44 


New P 
dailies in Britain 


Clothing, fabrics makers accounted for 
the most advertising in French publi- 
eee Page 46 


bhileh h al 


| 


Jerrold Electronics named in civil anti- 


trust suit . Page 96 
REGULAR FEATURES 
Advertising Market Place ............... ys 
| Along Media Path ....... enn 61 
Coming Conventions 6 
| Creative Man's Corner ........ 2 
Department Store Sales ................ . 36 
Drawthinks ............ sienaiemnines as 
Editorials ........ ar a , iba 
Employe Communications ™ Bx 
Getting Personal sesempeunens — 
| Just Lea 88 
| Looking at Radio and TV eonees 6 
Looking at Retail Ads . 6 
| Obituaries ......... —— 
| On the International Scene eal 7 
On the Merchandising Front | 
| Photographic Review ........ rel 
| Production Tips . eniatedocesdiibniiatinanestioneinil BS 
| Reugh Proofs ..... — 
This Week in Washington sapuinitone 
Voice of the Advertiser . —— 
What They're Saying 12 


Westinghouse Boosts Moe 
Verle C. Moe has been named 
advertising supervisor of water 
heaters and kitchen utilities of 
Westinghouse Electric Corp. With 
the company since 1948, he most 
recently has been national sales 
representative of water heaters 
and kitchen utilities 
field, O. 


in Mans- | 


| TPA Gets ‘Lone Ranger’ 
Television Programs of America 
has been appointed worldwide 
distributor of “The Lone Ranger.” 
U.S., Canadian and British rights 
are excluded, however, as the pro- 
gram already is running in these 
countries. TPA plans to dub the 
film series in Spanish, French, 
|German, Italian and Japanese. 
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Se aeemiindammnl 


TRUE men 


make the BIG 


buying decisions 
While the little woman pins up a party dress the TRUE man 
provides for the cap and gown with life insurance. 
Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of ‘em... and still growing). Selling 
to men? Then TRUE goes to the top of your list. 


Amare’ largest tng men's mogesine “MER Mes 
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month after month... 


151% million* men and women‘live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


— 


ae ee. eed 


% 


People who “live by the book” do things and buy things they 

see in BH&G. Of the 15% million readers of an average issue, 
3 over 2,550,000 readers reported trying almost 4% million ideas 
. suggested in articles or ads. And 1,800,000 readers reported 
* making 2,550,000 purchases of things they saw in Better Homes 
di and Gardens. 15,500,000 people read an average issue of BH&G. 
F One third of the 123,800,000 people in the U.S. 10 years of age 
i or older read one or more of every twelve issues. That’s 44,150,- 

000 Better Homes and Gardens readers—and over 40% of them 
are men! Meredith Publishing Company, Des Moines 3, Iowa. 


during the year... 


of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Larmon Calls for Leveling Off of 
‘Astronomically’ Rising Cost of TV 


(Continued from Page 2) 
television comes on? Will astro- 
nomical cost be piled on astronom- 
ical cost? And who can afford 
them if they are? What can be 
done isn’t easy to decide, but it is 
pretty clear that in the future 
somehow the rise in television’s 
costs must be halted or, better 
still, worked down, or real trouble 
could be in the making. 

“So far it seems we have been 
talking mostly about national tele- 
vision. But this does not mean that 
people in New York—or that 
agencies everywhere—are not ful- 
ly aware of the value of local tele- 
vision—as for example, Omaha 
television. 

“Let me assure you that we are 
aware of the power and potential 
of non-network tv. As evidence, I 
ean tell you that in 1956, of all the 


tv expenditures Young & Rubicam 
made for its clients, about $1 out 
of every $4 went to local tv spot 
advertisements . . . 
t 

= “We are aware too of the unique 
values of local shows, with their 
specific interest to specific audi- 
ences, and of the services that tele- 
vision can perform in local com- 
munities. In that last thought—in 
the idea of services—lies the real 
answer to television’s future,” Mr. 
Larmon said. 7 


Jantzen Boosts Ad Budget 

for Men's, Women’s Wear 
Jantzen Ine., Portland, Ore., 

will hike its 1957 women’s national 

advertising budget by 18% over 

last year. National magazines on 

the schedule include Charm, Glam- 


our, Harper’s Bazaar and Vogue. 


An accelerated campaign in trade 


publications also has been sched-| 


uled. In addition, six promotions 
have been organized for the fall 
sweater season directed at back to 
school, working women, high fash- 
ion, ~coordinating sweaters and 
specially designed sweater bras in- 
troduced by Jantzen’s foundation 
division, a fifth for southern wear, 
and the Christmas promotion. 

Jantzen’s men’s ad budget will 
be hiked 25% over last year, ac- 
cording to Bruce Sturm, director 
of advertising. The men’s cam- 
paign will feature well-known 
sportsmen and will run in Esquire, 
The New Yorker, Sports Illustrat- 
ed and True. Botsford, Constan- 
tine & Gardner, Portland, is the 
agency. 


WNR Adds Eight Papers 


Weekly Newspaper Representa- | 


tives, New York, has been appoint- 
ed national representative for 
eight weekly newspapers. They are 
the Review, Marlow, Okla.; The 
Home Paper, Waelder, Tex.; Moni- 


ALDEN JAMES, who resigned as vp 
| and ad director of P. Lorillard Co. 
‘last June, has rejoined This Week 
| Magazine, New York, in an exec- 
|utive capacity. He had handled 
Lorillard advertising since 1947. 
| 


| 

tor, Boulder, Mont.; Tribune, Fort- 
| ville, Ind.; South Phoenix Round- 
|Up, Phoenix, Ariz.; Press, Fox 
| Lake, Ill.; Times, Westbury, N.Y., 
and the Record, Reading, O. 


Enthusiastic 


users: Advertising agencies, advertisers, public relations counselors, 


publishers, libraries, government agencies, schools, colleges, universities, market analysts 


MORE FACTS FASTER 


with the bigger-than-ever 


1957 AYER 
DIRECTORY 


89th Annual Edition 


1550 pages... 


700,000 “live” facts condensed, 


classified and cross-indexed for easy, instant use! 


NEW! Facts about 400 
1956 edition 


new publications not in 


Advertising Age, March 4, 1957 


‘Newspapers Must 


Increase Employes’ 


‘Productivity: Cowles 


St. Paut, Feb. 27—The biggest 
problem newspapers face is that of 
increasing employes’ productivity, 
John Cowles Jr. said this week. 
| Mr. Cowles, executive assistant 
| and a director of the Minneapolis 
| Star & Tribune, spoke before the 
|1957 Northwest Mechanical Con- 
ference here. 

Mr. Cowles defined what he 
meant by productivity in this case. 
He said it is “the amount or value 
of product a man or woman turns 
out compared against the salary or 
wages he or she is paid.” 

He listed the kinds of “products” 
newspaper employes turn out. 
These are readers and revenue; 
page forms; useful information 
from the accountant; customer 
trust and good will from the sales- 
man; public usefulness of informa- 
tion in news stories; wisdom pro- 
duced by an editorial, and an 
improved community due to the 
paper’s joining in civic affairs. 


® He pointed out that higher costs 
can not be covered by raising ad 
rates and prices. The newspaper 
can’t price itself out of a market 
in which many media compete for 
the advertiser’s dollar. 

Mr. Cowles quoted a few figures 
to show that while employes’ 
wages have gone up 17% between 
1947 and 1954, after allowing for 
the rise in cost of living, newsprint 
production per employe-has risen 
only 8%. This has not been true in 
other industries, he said. There, 
when wages went up, product out- 
put rose about equally. 

Mr. Cowles suggested three steps 
needed to increase the amount of 
product per employe. These are 
(1) new kinds of machinery and 
equipment, (2) upgrading of the 
skill and training required of em- 
ployes and (3) better supervisors. 


Campbell-Ewald Elects 
Officers: Names Georgi 
Campbell-Ewald Co., Detroit, 
has elected Joseph J. Hartigan 
vice-chairman of the board and 
reelected him senior vp. Lawrence 
R. Nelson, formerly secretary, 
treasurer, and senior vp, was 
elected chairman of the executive 


NEW! Thousands of changes in existing publications 


NEW! Comprehensive airline maps of U. S. and 
Canada 


NEW! Preliminary Census Reports for Canada 
(first since 1951!) 


NEW! Tabulations reset for easier reading. 


In no other volume can you find up-to-date in- 
formation about 


21,000 newspapers and periodicals in 9300 cities 
and towns of the United States and its territories, 
Canada, Panama, Bermuda and the Philippines. 
Names, addresses, subscription rates, sizes, circu- 
lation figures, names of editors and publishers. 


Plus essential information concerning railroads 
and airlines; farm incomes, values, acreages; motor 
vehicle registrations; TV, radio set ownerships; 
telephone installations, etc. 


Weekly newspapers, listed by exact locations, 
with information about population, circulation, 
ownership. 


Publications that reach groups with special in- 
terests, hobbies, religions, etc. 


Reserve your copy now. This invaluable one- 
volume reference library saves hours of research. 
Published as a service to those who need extensive, 
accurate, reliable information on periodicals, etc. 


Edition limited—$30 (postpaid within U. S.). 
Order from N. W. AYER & SON, INC., Dept. A, 
West Washington Square, Philadelphia 6, Pa. 


A word of appreciation to those who ordered 
the 1956 edition; our regrets to those whose orders 
came too late to fill. Last year’s edition was sold out 
earlier than usual, despite the largest printing in his- 
tory. So please order your 1957 copy as soon as possible. 


lawrence Nelson Joseph Hartigan 


| committee and reelected senior vp. 
|Colin Campbell, a vp, has been 
lelected senior vp. Harmon P. 
Cook, formerly comptroller, was 
named treasurer, and Stoffer J. 
Rozema, director of personnel, was 
elected secretary. All other offi- 
cers were reelected. 

The agency also has appointed 


Colin Campbell Carl Georgi Jr. 


Carl Georgi Jr., formerly vp of 
media and research of D. P. Broth- 
er & Co., vp and director of media 
(AA, Feb. 18). Thomas A. Tucker 
has been promoted from coordin- 
ator of the Campbell-Ewald field 
| staff to account administrator, and 
| Donald Mullen has been named a 
group account supervisor. 
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The Saturday Evening Post | 
announces a new rate base: 


00,000 


A circulation base increase of 
350,000 effective Oct. 5,1957 


The Post means performance! And 
here’s one aspect of this performance — 
circulation. Right now, today, the Post is 
delivering an undiluted bonus of over a 
quarter of a million copies to advertisers. 
This is happening issue after issue. 

The new circulation rate base of 5,- 
200,000 for October is the result of this 
performance. At the newsstand, the Post 
leads, selling 60% more copies week after 


The Saturday Evening 


A CURTIS MAGAZINE 


week than the next general weekly. 
And, of equal interest and importance, 
the Post’s full-rate subscriptions (81% 
of total subscriptions) are by far the 
highest in the field. 

The Post continues to grow through its 
own natural strength as America’s 
best-read, best-liked general weekly 
magazine. America reads and believes 
in the Post. 


| exe America buys the Post 
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Stamps’ Future? High Court Must Rule, Says 
‘Economist’; It's Up to Wives, Says ‘Life’ 


New York, Feb. 28—Trading 
stamps have hit the big-time 
magazines. Such widely different 
publications as the staid but eru- 
dite London Economist (Feb. 23), 
and the highly popular and color- 
ful Life (March 4) give the cur- 
rent trading stamp boom full fea- 
ture treatment. 

The Economist calls trading 
stamps “the most discussed, the 
least understood and perhaps the 
most potent new sales device in 
the U. S. today. 

“Half of the families in the 
country, according to some esti- 
mates, collect them,” it says, “and 
the Bureau of Labor Statistics is 
trying to decide whether they 
should figure in its consumer 
price index. 

“Estimates of the size of the 
stamp business are guesses,” it 
notes. “One is that some 370 
stamp companies collect $490,000,- 
000 a year from shopkeepers for 
stamps and distribute about $450,- 
000,000 worth of goods as prizes. 

“Whatever the amount,” it says, 
“the competitive pressure is such 
that in recent months even the 
chains of food shops have suc- 
cumbed to the craze. Only the 
giant Great Atlantic & Pacific Tea 
Co., among the big food retailers, 
has held out—and it has adver- 
tised heavily and cut its prices to 
offset the lure of stamps.” 


® Life says that “trading stamps 
are worth only about one-quarter 
of 1¢ each, but their impact on 
the shopping habits of the Amer- 
ican consumer—and on the tem- 
pers of American business men— 
is staggering.” 

Life also estimates that “one 
out of every two American fam- 
ilies saves stamps.” But, it reports, 
“more than 400 companies are en- 
gaged in printing and selling 
$600,000,000 worth of stamps a 
year, and new companies are 
entering the field every month. 
In the grocery field alone,” it says, 
“there are 90,000 stores that give 
stamps with every customer pur- 
chase, and altogether there are 
170,000 stamp-giving stores scat- 
tered across the country. 

“In the last two years,” accord- 
ing to Life, “trading stamps have 
multiplied themselves 224% in the 
food stores alone. They have been 
the subject of the last five na- 
tional polls and surveys in the 
past year, as well as official re- 
ports by the U. S. Department of 
Agriculture and the Department 
of Commerce. They have inspired 
three universities—New Mexico, 
Denver and Indiana—to assign 
staff members to analyze the sig- 
nificance of stamps in the Amer- 
ican economy and even the psy- 
chology of collecting and redeem- 
ing.” 


#® On the economics of. trading 
stamps, the Economist points out 
that estimates vary on how big 
an increase in sales is needed to 
reduce the ratio of operating costs 
to sales. “Some food chains,” it 
says, “put it as high as 20%; 


other kinds of retailers, with big- | 


ger profits to start with, may re- 
quire as little as 12% increase. 
The exact amount depends on 
whether operating expenses rise 
with bigger sales—on the price 
a merchant has to pay for his 
stamps, and on his profit margin.” 

After noting that enemies of 
stamps contend that stamps 
create no new sales but merely 
shift trade from one shop to an- 
other and lose their appeal when 
competitors also offer them, the 
Economist says that the stamp 
companies, because of increased 
competition, are now on the de- 
fensive. 


s After listing the arguments that 
stamps premote sales just as do 
air conditioning, car-parks, pack- 


aging, or advertising, and that 
they add neither more nor less 
to the value of merchandise, it 
points out that “some retailers 
share this opinion and take it 
literally; they cut their advertis- 
ing budgets to offset the cost of 
the stamps—a habit that does not 
endear stamp plans to advertising 
interests.” 


® Finally, after discussing other 
arguments for and against stamps, 
the Economist concludes that 
“eventually it may need a Su- 
preme Court ruling to bring an 
end to discussion.” 

Although the furor over stamps 
is a recent phenomenon, Life says, 
stamps themselves have been 
around for a long time. “The 
modern trading stamp made its 
first appearance in 1890 in Mil- 
waukee, where Schuster & Co., 
department store, conceived the 
Blue Trading Stamp System. At 
that time it was limited to Schus- 
ter’s. 

“Six years later, Thomas Sperry, 
a silverware salesman working in 
Jackson, Mich., devised the plan 
which has contributed so much 
to the growth of the business re- 
cently, the independent stamp 
company. 

“The Sperry & Hutchinson Co., 
which Mr. Sperry founded with 
the financial backing of Shelly 
Hutchinson, was not only the first, 
but is today by far the largest 
of the stamp companies. It has 
60,000 merchants as customers, 
nine large warehouses for storing 
premiums, 500 redemption centers 
and more than 4,500 employes. Its 
exact volume of business is a se- 
cret, but in 1956 S&H grossed 
more than $100,000,000. 


= “Newer companies have done 
exceptionally well too. Starting 
from scratch in April, 1955, Top 
Value Stamp Enterprises (now 
No. 2 in sales) was able to build 
up a $30,000,000 business in just 
one year, the bulk of it through 
food stores. King Korn, third larg- 
est company, was organized in 
1953. Today it has spread to 18 
states, where it has 150 redemp- 
tion centers. 

“Neither the value of trading 
stamps nor the way the system 
operates has changed much since 
the earliest days,” Life reports. 
“Up until 1951, trading stamps 
had grown slowly and steadily in 
popularity, but no one got excited 
about them. Why then the sudden 
flurry of activity? 

“Part of the answer lies in the 
growth of the supermarket, the 
spread of the shopping center, the 
increased use of the family car 
in marketing and the intense com- 
petition between large food 
chains.” 

The year of the explosion was 
1953, Life says. Before that 81% 
of grocers never used stamps. 


® The trouble began, it says, 
“when King Sooper, one of the 
leading Denver chains, decided to 
gamble on a large-scale promo- 
tion of trading stamps. Other su- 
permarkets entered the fray. It 
was carnage for the combatants 
but wonderful for the house- 
wives.” 

On the economics of the matter, 
Life says that “if the merchant 
ups his price 2%, the consumer 
pays. But at the same time, the 
consumer who collects stamps 
eventually gets back some of his 
money in premiums. The only 
ones completely short-changed are 
the customers who don’t bother 
to save stamps. Some people ar- 
gue that even the stamp saver 
loses because the basis of com- 


parison is ‘list price.’ Stamps with 
a redemption value of $20 are 
actually only worth about $14 on 


be 


items that could normally 


Landau Gruber 


YE AP wii 
Wm woes Fas 


Yellen Keesely 


SEALED —Lewis Gruber, president of P. Lorillard Co., signs to spon- 

sor for Old Gold a half-hour of NTA Film Network’s first sponsored 

series. Watching are Ely A. Landau, president of the network; 

Manuel Yellen, Lorillard ad vp, and Nicholas Keesely, senior vp in 
charge of radio and television, Lennen & Newell. 


bought at a discount house.” 
After discussing various other 
aspects of trading stamps, Life 
concludes that “claims the trad- 
ing-stamp stampede is just about 
over may have merit. But there 
seems little likelihood it will meet 
either a rapid or complete demise 
—partly because stamp plans 
have become part of the coun- 
try’s structure, but more impor- 
tantly because of one simple, un- 
arguable truth, pointed out by al- 
most every survey ever made. 
Women like them.” » 


Two CBS-TV VPs 
Get Added Duties: 
Two New VPs Named 


New York, Feb. 28—The first 
major executive realignment since 
Merle S. Jones became president 
of CBS Television was announced 
this week. 

Mr. Jones’ announcement cov- 
ered broadened responsibilities for 
two current vps and the appoint- 
ment of two new vps. 

William H. Hylan, now vp for 
network sales, and William B. 


Lodge, currently vp in charge of 


William Lodge 


general engineering, were named 
heads of new administrative de- 
partments. In the shift, Mr. Hylan 
becomes vp for sales administra- 
tion and Mr. Lodge vp for station 
relations and engineering. 
Elevated to the vp level were 
Thomas Dawson, who moves up 
from sales manager to vp for net- 
work sales, and Edward P. Shu- 
rick, who advances from manager 
of network sales development to 
vp and director of station relations. 
At the same time, Jay Eliasberg 
was named director of research for 
the network. He has been acting 
director for several months. e 


CBS Reclassifies KLFY-TV 
KLFY-TV, Lafayette, La., is the 
first station “to graduate” from 
CBS Television’s extended market 
plan group of stations. The station 
has been reclassified as a supple- 
mentary station, which means that 
the network now considers its cir- 
culation sufficient to justify a base 
hourly (Class A) rate of $200. The 
station previously was priced at 


W. H. Hylan 


Lorillard Sales 
for 1956 Were Down; 
1957 Prospects Better 


New York, Feb. 28—P. Loril- 
lard Co., maker of Old Gold and 
Kent cigarets, in its annual report 
for 1956, released today, reported 
sales of $203,280,417 and a net in- 
come of $4,519,758. Comparable 
figures for 1955 were $228,268,392 
and $6,596,000. 

Lewis Gruber, president, told 
stockholders he expects “to have 
a brighter report to make for 
1957.” He said the company will 
devote “the major part of our pro- 
motional efforts” in 1957 to the 
filter market, which last year in- 
creased its share of the industry’s 
sales from 20% to over 30%. 

As part of its 1957 ad campaign, 
Lorillard has just signed to spon- 
sor a half-hour weekly for Old 
Gold on the NTA Film Network of 
128 stations beginning the week 
of April 1. Lennen & Newell is the 
agency. 

The other hour of NTA’s first 
sponsored series—20th Century- 
Fox feature films—has been sold 
to Warner-Lambert Pharmaceuti- 
cal Co. 

In the annual report, Mr. Gruber 
said that new steps have been 
taken to improve sales, including a 
new package for Old Gold filters, 
reorganization of sales, marketing 
and advertising techniques, and 
production economies (AA, Aug. 
6). 

Sales figures for the last nine 
months of 1956, Mr. Gruber said, 
do not include results of the com- 
pany’s cigar business, which was 
sold in March, 1956, to Consolidat- 
ed Cigar Corp. (AA, Jan. 23, 
56). 7 


‘Time’ Will Boost Rates, Base 

Time will increase its base 150,- 
000 to a total of 2,250,000 with the 
January, 1958, issue and will in- 
crease rates by about 10%. B&w 
pages will cost $11,560. The mag- 
azine also announced a cover price 
boost from 20¢ to 25¢ effective 
with the April 15, 1957 issue. 
Subscription rates will be raised 
accordingly. 


Hansen Joins Aubrey, Finlay 

Frederick R. Hansen has been 
named media and research direc- 
tor of Aubrey, Finlay, Marley & 
Hodgson, Chicago. He formerly 
was a media buyer of Russe] M. 
Seeds Co. and research director of 
Beaumont & Hohman. 


New House Organ for Parker 
Parker Pen Co. is putting out a 
new bi-monthly house organ, “Par- 
kergram International,” for 
overseas distributors and dealers. 
It will be available in English and 


its 


Employes Charge 
Crowell-Collier 
Broke Promise 


New YorK, Feb. 28—Attorneys 
for the Crowell-Collier Publishing 
Co. are expected to shortly answer 
papers served last week by the C-C 
employes committee. The employes 
charge the company with “repudi- 
ation of a promise” to meet sever- 
ance pay demands of 2,300 em- 
ployes. The company has 20 days 
to file an answer. 

The committee charges that the 
company repudiated a promise to 
pay about $1,000,000 to discharged 
employes on a basis of seniority. 
The plan was adopted following 
the suspension last summer of 
American, the charge says. 
Sumner Blossom, who took over 
as senior officer of C-C on Feb. 15, 
succeeding President Paul Smith, 
could not be reached today. How- 
ever, counsel for the company, 
Arthur Moynihan of Moynihan & 
Wachsmith, said he would “put in 
an answer as quickly as we can, 
as soon as I’ve had time to care- 
fully examine the charges.” Mr. 
Moynihan would not say whether 
the action precluded an out-of- 
court settlement. 


= The employes committee, head- 
ed by Penn Kimball, Eugene Rach- 
lis and Theodore White—all for- 
mer editors of the magazines—said 
it is seeking a congressional inves- 
tigation of how the “small group of 
speculators” now in control of 
Crowell-Collier “obtained this 
power only a few days before put- 
ting out of business” the Woman’s 
Home Companion and Collier's. 

The committee, in a letter to 
former C-C empleyes, said that 
following six weeks of bargaining 
with Paul Smith and General Man- 
ager Vance Johnson, it believed it 
had arrived at an agreement on 
the method and amount of money 
involved in the severance plan. 
However, the letter stated, the plan 
was never submitted to the board. 
Mr. Smith resigned at the Feb. 14 
meeting and Mr. Blossom has since 
told the committee that no formal 
consideration of severance pay 
could be undertaken for 30 days, 
the letter continued. 

The tentative plan apparently 
called for following the American 
formula, which allowed a maxi- 
mum of $5,000 to individual em- 
ployes, or a total of about $640,000. 
Springfield mechanical employes 
were due about $360,000 under the 
formula. + 


Grey Adds Glamur Products, 
NBC's California National 

Grey Advertising Agency, New 
York, has been appointed to handle 
advertising for Glamur Products 
Inc., Syracuse, N.Y. The company 
makes the Easy Glamur line of rug 
and fabric cleaners. Rockmore Co. 
is the previous agency. 

Grey also has been named by 
California National Productions, a 
subsidiary of National Broadcast- 
ing Co., to handle advertising for 
its four divisions. They are NBC 
Television Films, NBC theatrical 
division, merchandising division 
and film services division. All of 
the divisions except the theatrical 
division, which had no previous 
agency, were handled formerly by 
Dowd, Redfield & Johnstone. 


Mogul Has 137 Employes 

In releasing information on its 
billings to ADVERTISING Ace for the 
Feb. 25 agency billing issue, Emil 
Mogul Co. has reported it failed to 
include the employes of its sub- 
sidiary companies in the company 
total. These employes number 20 
and brings the total Mogul staff to 


$125 per Class A hour. 


Spanish. 


137. 
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TOP advertising man knows that he has to be two 

kinds of a ‘professional’: one in the business he is 
advertising; one in the advertising business. So he has 
an important question to ask when a business magazine 
publisher assures him that ‘‘our editors come right out 
of the magazine’s field’’: 


**But do they know how to go back 
to the field as editors?”’ 


At McGraw-Hill, assurance on the question of whether 
its field experts are also editorial experts is the prime 
concern of Ralph Smith, Editorial Director of MeGraw- 
Hill magazines. 

No one knows better than he that ‘communication’ 
—in editorial or advertising pages—is a job for profes- 
sionals. And nobody has had more experience in what 
has to be done to help the right-out-of-the-field editor 
turn himself into a professional who knows what his 
readers want and how they want it. 


What kind of a man is Ralph Smith? 
A journalist and a ‘pro’. Newspaper reporter while in 


McGraw-Hill Magazines 


In his fourth day as an editorial trainee, Bryan Williams receives Ralph Smith’s guidance and 
counsel that will lay the groundwork to help him become a ‘professional’ in his chosen field. 


at Puts Top Editors on Top? 


Ralph Smith, Editorial Director, Answers the Most 
Important Question of Magazine Readers— and Advertisers 


high school and college; Columbia School of Journalism 
graduate—in the famed Class of "17. Reporter and 
editor on the old New York Herald before and after 
World War I diverted him to the British Royal Flying 
Corps. Top editor on several business and one consumer 
magazine. And, on the way to his present job for McGraw- 
Hill, News Editor, then Managing Editor, and finally 
Editor of Business Week between 1929 and 1950. 

Key to Ralph’s operating philosophy is helping the 
young editor ‘turn himself’ into a professional. He runs 
no magazine, tells no editor what—or what not—to re- 
port. His job is to put his own experience and McGraw- 
Hill’s resources behind the potential that McGraw-Hill 
editorial jobs demand and that his department helps to 
recruit from industry and college. 

These ‘resources’ include special editorial training 
programs, and administrative machinery for spotting 
editorial progress and rewarding it. There is a commu- 
nication line that trades professional editorial know-how 
across, down—and up—the ranks of 485 full-time edi- 
tors. This is a unique business-magazine ‘community’, 
where editorial staffs and a world-wide news bureau 


McGraw-Hill Publishing Company, Incorporated 


330 West 42nd Street, New York 36, New York 


network are all cross-connected through Ralph Smith’s 
office. 


What does this mean to you? 


The professional calibre of the editors with and for 
whom Ralph works is responsible for readership by more 
than a million men in business and industry. They sub- 
scribe to one or more of the 33 McGraw-Hill magazines 
because editorial emphasis in each is placed on helping 
the reader in his day-to-day job .. . as only profession- 
ally-trained editors can do it. 

Taken collectively, these men who pay to read 
McGraw-Hill magazines are responsible for billions of 
dollars in buying decisions throughout business and 
industry. Your advertising messages can be responsible 
for influencing this market to your advantage. 
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Another true-to-life story about some make-believe characters 


How did a traveling salesman 
paint the town 


in Chicago? 


_ come by train. Some by plane. And some 


by car or bus. But sooner or later almost every traveling salesman 


comes to Chicago. Including Charlie Baker. 
And like most salesmen who visit Chicago, Charlie wanted to paint 

the town. =  & Only Charlie’s mind was strictly on business. 
He represented the Cover-Up Paint Company, which was planning to promote 


its line in Chicago. And it was Charlie’s job to find out all he could 


about the market. 


to see a certain Old Master named Joe. 


“Say, Joe,”’ queried Charlie, “what can you tell me about the paint 


| 
brush and dauber set ap ‘a in Chicago?” 


And it just so happened that Joe could tell quite a lot. That’s because 
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And before Joe could go into his dance 


Joe worked for the advertising department of the Chicago Tribune and it was 


his job to know about the Chicago market. 


So here’s the pretty picture Joe painted Q7 Tx for Charlie: 


Evidently almost everything that stands still in Chicago is about to be painted. 


According to a Tribune study, 192,000 metropolitan home owners plan to do outside 


] 
painting— oe 180,000 to paint interiors. And 84% of the 
li Pz 


interiors and 79% of the exteriors will be painted by amateur artisans. 


And apparently you can’t tell a painter by the color of his collar. 
88% of the blue collar group and 78% of the white collar clan plan to wield brushes on 


interiors; 83% of the exterior painting will be done by the boys in blue 


—73% by white collared weekend handymen. “IIL/s 
Who’s the inspiration for most of these artistic endeavors? The little 

woman, natch. She instigates 82% of the home improvement jobs—actually brandishes 

the brushes on 34% of them. 

‘Well, thanks a lot for this information, Joe,”’ said Charlie. ‘““Let’s get out the 

dropcloth K y y) and ladders. I can see there’s a big opportunity for the 

cor 
Cover-Up Paint Company in Chicago. But we'll certainly need a big thick advertising 
brush to adequately cover the market.” 


about reader 


preference, impact or rate-per-page-per-thousand, Charlie decided to do-it-himself 
and contracted for advertising space in the Tribune. 


Now maybe you sell packsacks or peanuts instead of paint. But if you want 


help in figuring out the potential or perplexities of the big Chicago market, 
remember to call on Joe. Nobody knows Chicago like the Tribune. 


Nothing sells Chicago like the Tribune. And Joe’s the one to paint the picture for you. 


Chicago Tribune 
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Some Thoughts on Magazine Couponing 


The recent furor over the Swift & Co. advertisement in Life, car- 
rying coupons worth an aggregate of $1.45, should serve to focus at- 
tention on the need for more careful investigation of couponing 
operations which involve such tidy sums. There are a good many 
considerations to be thought through. 

In our opinion, however, none of these considerations involve 
claims for rebates by other advertisers, or are any particular business 
of the Audit Bureau of Circulations—as long as the magazine in- 
volved is clearly not involved in any attempt to achieve a phony cir- 
culation figure. This was obviously true in the Swift-Life case. No- 
body was silly enough to assume that Life egged Swift into running 
its coupons so that the circulation of Life would be hypoed. 

And as long as that is true, requests for rebates seem uncalled for. 
No general magazine of which we know has ever guaranteed that its 
newsstand copies will be sold only in a particular way, to a particular 
group of individuals. 

Actually, as most advertisers have agreed, if the Swift business did 
anything to other advertisers in this issue, it probably provided them 
with a bonus of some sort, in both total circulation and in interest in 
the issue. 

The problems of high-level couponing lie in other areas. Swift 
expressed nothing but pleasure over the mass couponing effort, but 
one would hardly expect the company to express any pain. But it is 
probably not even yet clear whether the promotion was an impres- 
sive success in terms of generating interest in and sale of Swift 
products, or whether it merely resulted in a great deal of money go- 
ing to various units in the distribution system, for no service what- 
soever to Swift. 

The problem is not a new one. Coupons worth substantial amounts 
of money have always created policing problems of considerable 
magnitude, and advertisers have not been unaware of them. 

Usually the risks of cheating have been accepted because of the 
belief that, in general, the results would be worth while; and in gen- 
eral, we think it can be said that this has been the case. 

One of the prime difficulties with the use of a general circulation 
magazine for such couponing, however, is that the whole promotion 
is likely to depend upon how well it is promoted in advance to the 
trade; and this necessity for advance trade publicity also alerts op- 
portunists to the chance to pick up some easy money. 


Pinning Back Some Juvenile Ears 


Maurine Christopher, AA’s digger-upper of trends in the broad- 
casting industry, reported a couple of weeks ago that the tv kid 
shows are having pretty serious sponsor troubles. 

Even though the shows (the good ones, that is), seem to be main- 
taining a reasonably good hold on the younger young set, she said, 
advertisers are exhibiting no great desire to sponsor them. They (the 
advertisers) are much more interested in putting their commercials 
on shows with an all-family appeal, she said. 

One unexpected result of this bit of research is a disturbing case 
of emotional mix-up on the part of one advertising publication editor. 
In his official capacity, he should probably be concerned over ad- 
vertisers’ lack of interest in kiddie shows, and particularly over the 
ammunition it will give sundry columnists and commentators on 
broadcast affairs to point the finger at advertisers and networks who 
yank “fine children’s fare off the air without a thought to the public 
interest,” etc., etc. 

In his personal capacity as an aging adult, however, this editor 
can’t help chuckling appreciatively over this modest indication that 
the kids aren’t running our lives as much as advertisers once thought 
they were, and that it is important to get the selling message over di- 
rectly to mom or pop, instead of merely indirectly through junior. 
This, we submit, is progress. 


—Martin Deane Wickett, Chapin-Damm Advertising, Sacramento, Cal. 


“He said you'd better call as soon as you came back. He has a 
change for next week’s Saturday Evening Post ad.” 


What They're Saying 


Road to Better Advertising 


productivity is the current and 
growing bulk of all advertising 
that reduces by sheer weight the 
effectiveness of any advertising. 

The second problem is the huge- 
ly increased and increasing cost of 
any ordinary advertising. 

The third problem is getting 
away from such ordinary adver- 
tising, not only by sharpening our 
approaches to people, but also by 
developing new media patterns to 
make these approaches more ef- 
fective and thus more economical. 

The fourth problem is to discov- 
er the means to take the brakes off 
our best brains, to cut through the 
mass of indecision and almost end- 
less questioning that stalls good 
plans and sometimes actually 
wrecks these. To say this another 
way, our fourth problem is the 
men who plan advertising and the 
men and women who make adver- 
tising: to see that they are capable 
of doing these things together, 
boldly and imaginatively and 
soundly—and not simply safely. 


The first problem that lies in| 
the path of greater advertising | 


|no need to have the plates made in | 


your city, so why should YOU have 
to pay for wrapping materials? 
When we protest, the craftsmen 
drop the charges. WHY NOT 


(Ad publications, please copy.) 
Other such practices are suits 
without vests; apartments without 
lighting fixtures; holiday prices on 
theater tickets, meals, haircuts; 
“insurance” on cleaning and laun- 


storage charges and cleaning pay- 


and cleaned; “feather-bedding”; 
extra charge per person for rolls 
and butter (same basket of bread- 
stuffs) in restaurants; and other 
hidden charges. Yes, the public 
PAYS in devious ways—yet it 
| raises no hand to stop such prac- 
tices that should be banned. 


—“Bott Shots,” published by Leo P. 
Bott Jr. Advertising, Chicago. 


j 
‘Printing’ Is a Broad Term 
A printer can be a scholar, an 
|artist, a business man or a crafts- 
|man. The word “printer” always 
|has been elastic and its meaning 
| today stretches wide. When a man 


CHECK YOUR INVOICES, TOO? | 


able even BEFORE furs are stored 


“Better advertising” is going to|says he is a “printer” he can be 
result from better thinking by the |identifying himself with any one 
best qualified people and not sim-jof the eight major fields in the 
ply mechanical planning by indi-| printing industry and with any one 


viduals who are responsible for 
manufacture and finance and sales, | 
and what not, as well as with the 
advertising picture. 

—Fairfax M. Cone, president of | 

Foote, Cone & Belding, in a letter to | 

John Orr Young and published in his | 

newsletter, “Better Advertising.” | 

| 
Want to Join a Crusade? 

I’m putting on a one-man cru- 
sade against unnecessary, and in | 
many cases unknown and unfair | 
charges which dupe customers. I 
refer particularly to “wrapping” 
charges on the part of engravers, 
electrotypers, mat makers, et al. 
How could the plates be delivered 
if they weren’t wrapped? Why 
should you, the advertiser, have to 
pay for this? Many plates are 


shipped to out-of-town publica- 
| tions and printers. Without wrap- 
|ping they couldn’t be shipped; 


without shipping there would be 


of the more than 65 different kinds 
of employment in those fields. 

What are the eight major fields? 
Generally, they are thought of in 
these groups: 

1. Composing room. . . 

2. Platemaking.. . 

3. Pressroom. . . 

4. Bindery. . . 

5. Offset lithography. . . 

6. Office and sales. . . 

7. Professional. . . 

8. Allied. . . 

It would make a fat book to 
name and explain all the occupa- 
tions in printing. But even in this 
short list, I think it’s clear that 
printing has a hunger for many 
kinds of talent. 

—William H. Walling, chairman, ex- 

ecutive committee, Publishers Print- 

ing-Rogers Kellogg Corp., New York, 
in an article, “Should Your Child Go 


into the Printing Industry?” which 
appeared as a magazine advertisement 


for New York Life Insurance Co. 


Advertising Age, March 4, 1957 


‘Rough Proofs 


“Country boys run New York, 
novel explains.” 

They still follow old-fashioned 
notions like eariy to bed and early 
to rise. 


Hazel Bishop reported declining 
sales and a net loss of $600,000 for 
fiscal 1956. 

How to reverse the trend may 
be the $64,000 question. 


“A heavy smoker dies of coro- 
nary thrombosis. He does not live 
long enough to die of cancer,” says 
Dr. Alton Ochsner. 

Hurry up with that rebuttal, To- 
bacco Industry Research Commit- 
tee! 


Competition is still the life of 
trade, it seems. 

If the Brooklyn Dodgers really 
move to the Pacific Coast, the New 
York Giants will go with them. 


“Our decision,” says A. C. Niel- 
sen Co. in Great Britain, “is Full 
Speed Ahead.” 

And damn the torpedoes! 


Recording a resounding vote of 
confidence from advertisers and 
|agencies, Farm Journal lists nine 
|magazines which carried advertis- 
ing revenue of over $1,000,000 per 
|issue in 1956. 


dry (ever try to collect?) ; furriers’ | 


“Nothing in life,” remarks Bus- 
iness Week, “is more inviting, 
|challenging or satisfying than the 
ladventure of business growth to 
the man who makes it grow.” 

Only the dollar worshipers will 
disagree. 


Bertsch & Cooper is creating a 
new category of experts by offer- 
ing “a personal certificate of logo- 
tology” to AA readers in return 
for identifying its own logotype. 


John Blair says 80% of young 
housewives listen to radio an aver- 
age of 2% hours a day. 

It’s a good thing they have al) 
those labor-saving appliances. 


“We have no ambition to be the 
biggest—just the best!” remarks 
Ted Little. 

When it comes to the automotive 
field, Chevrolet has other ideas. 


The NAHB Journal of Home- 
building announces, “The name 
has changed.” 

But not to protect the innocent. 


An am radio and tv producer 
offers his services to “men of duo- 
denal disaster” now sipping their 
milk. 

How do you suppose he escaped 
the occupational hazard? 


Copy Cus. 
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3 SQUARE INCHES OF 


DYNAMITE ! 


My Pet Gripe 


Won't someone inspect the very 
low fence in the 3900 block, Dex- 
ter st., Wissahickon? Below this 
is a drop of about 25 feet and is 
very dangerous for children who 
crawl through and over the fence 
and play on the narrow catwalk 
over the great drop below. Or 
must we wait until a child is 
killed? NERVOUS MOTHER 

If you have a Pet Gripe mail 
it to Editor, Dateline, Delaware 
Valley, U. S. A., The Inquirer, 
Phila. 1, Pa. 


This tiny, daily feature of The Inquirer packs power. Here’s where the “nervous 
mother” and the “irate taxpayer” make their feelings felt... about the every- 
day things that annoy them. 


And little things add up. City Hall knows that and, we hear, assigns a fellow to 
watch for each day’s gripe. If it calls for city action, he starts the ball rolling. 


Take the above “gripe.”’ Less than two weeks after it appeared, the City Street 
Department began building a protective fence. Other things happen, too: new 
traffic lights at problem intersections, streets cleaned and repaired, extra police- 
men on beats. And a concert lover who complained she couldn’t get Robin Hood 
Dell tickets suddenly found herself with fifteen. 


Here is another example of The Inquirer’s impact .. . another reason for amazing 

reader loyalty. And this loyalty is readily transferred to the advertising columns 
\ of this outstanding newspaper. Do advertisers know it? More advertisers place 
: more linage in The Inquirer than in any other Philadelphia newspaper. 


The Philadelphia Pnguiver 


' oe 
Ih m 
#.. * oma) a8 ae. 9 «=. Now in its 24th consecutive year of total advertising leadership 
Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


/ MEMBER: METROPOLITAN SUNDAY NEWSPAPERS *° FIRST 3 MARKETS GROUP 
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NINE 


LEADING NEWSPAPERS 


a REFUND a 
<Se . Or 
+" Guaranteed by © 


Good Housekeeping 


\y 
WOT as ADVERTISED wre 
iA Pe shia 


in fifth Good Housekeeping Week 


team with) 


Get ready now for the fifth-and biggest—Good Housekeeping Week! 


These major sales events are making merchandising history! 


Place your advertising in these top newspapers. Each will publish special 
Good Housekeeping Week sections, heavy with retail advertising and feature 
articles about the famous Institute, the Seal, the behind-the-scenes story 


of the magazine young housewives use as a buying and housekeeping guide. 


Alert your salesmen, distributors, dealers in these nine important 
trading areas reaching 4,530,000 customers... urge them to give your 
Good Housekeeping Guaranteed products the strongest selling 


and promotion in newspapers, store windows, counter displays. 


After four great Good Housekeeping Weeks ...43 city-wide 
promotions ...written results prove what these Weeks can mean to 
your business. If you want to know more... how to tie in most 


effectively, call us or any one of these great papers! 


Good Housekeeping. A Hearst Magazine. 57th St. & 8th Ave.. New York 19, N.Y. 
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Henry Kruse, president of Seattle 
Packing, becomes a vp of Cudahy 
and general manager of the Seat- 
tle division. 

The sale covers a packing plant 


Cudahy Buys Seattle Packing: 
Will Operate as Division 

Cudahy Packing Co., Omaha, has 
purchased Seattle Packing Co. oh 
caneaia month on od gee Fag at Seattle, a wholesale meat divi- 
sails under the Bar-S label, will | 10". ag tha _— oo bn 

eedlots in centra ashingto 

pear on 1 aera ~ rege = Advertising for Bar-S shifted last 
an e r a wi used year from Frederick E. Baker & 
for all meat products of this divi-| Associates to Miller, Mackay, 
sion, the company announced.! Hoeck & Hartung. 


Excerpt from Starch 51st 
Consumer Magazine Report: 


35% of all 
glls Magazine households 
surveyed spent more 
than $500 for wearing apparel 
during the past 12 months. 
This is exceeded by only 4 
of the 54 magazines 
appearing in the 
report. 


1,176,014 Elks comprise a 

mass market with class incomes 
the median of which is $6,050. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


Buffalo Merchants 
Told to Keep Only 


‘Decent’ Manikins 


BuFrraLo, Feb. 26—Buffalo’s 
merchants using manikins in win- 
dow displays have been warned to 
keep them properly covered at all 
times or face a local ordinance 
compelling them to do so. 

The council’s legislative com- 
mittee tabled action on the ordi- 
nance for two weeks in order to 
seek voluntary self regulation 
from the merchants. 

Corporation Counsel John J. 
Naples told the committee that in 
his opinion the ordinance is con- 
stitutional, because it provides for 
determination in each individual 
case. The question of constitution- 
ality had been raised at a previous 
hearing (AA, Feb. 4). 

Councilman Vincent P. Master- 
son said that merchants will have 
to police the practice themselves 
“or we'll do it for them.” The 
ordinance is sought by a mothers 
group affiliated with d’Youville 
College. . 


D&B Publishes Ratios Study 
“Twenty-Five Years of the 14 
Important Ratios” by Roy A. 
Foulke, vp of Dun & Bradstreet, 
has been published by Dun & 
Bradstreet, and is available from 
the company’s public relations and 
advertising department, 99 Church 
St., New York. The 83-page study, 
the latest in a series begun in 1931, 
contains ratio yardsticks which are 
used in the analysis of balance 
sheets and income statements by 
the managements of industrial and 
commercial businesses. 


Nasburg Buys ‘Argonaut’ 

San Francisco's 80-year-old 
| weekly literary journal, the Ar- 
_gonaut, has been sold by William 
| Wallace Chapin, publisher since 
| 1929, to Harry H. Nasburg, Denver 
weekly and trade paper publisher. 
Mr. Nasburg plans to dispose of 
his Colorado holdings and move to 
|San Francisco to devote full time 


|to the Argonaut. 
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Advertisers seldom make the mistake of advertising low-priced 
package goods in magazines with highly selective, high-income 
circulations. But how often they waste money offering high- 
priced goods and services to so many who haven t the money, 


the time or the taste to enjoy them. 


Advertising Age, March 4, 1957 


Getting Personal 


Dick Eaton, Chicago manager of Holiday, was presented with a 
bronze plaque Feb. 18 by the Agate Club, magazine representatives’ 
association, in recognition of his leadership as president in 1956. . . 

Robert F. Kendall, vp and 
director of international de- 
partment, Gotham-Vladimir 
Advertising Inc., New York, 
is a member of a four-man 
trade mission which will go 
to Germany to meet German 
business men and staff the 
U.S. exhibit at the Frankfurt 
International Trade _ Fair, 
March 10-14... 

George D. Bronson, on the 
advertising staff of WNHC- 
TV, New Haven, Conn., has 
been named instructor in 
sales promotion for the 
spring semester at New 
Haven College. . . 

James E. Duff, sales pro- 
motion manager of the Cuno 
Engineering Corp., Meriden, 
Conn., and a past president 
of the Connecticut chapter, 
American Marketing Assn., 
has been appointed publicity 
chairman of the 1957 Mer- 
iden Red Cross campaign. . . 

Thomas D’Arcy Brophy, 
board chairman of Kenyon 
& Eckhardt, will head the 
1957 advertising committee 
of the New York Heart Assn. 
Target for the fund raising 
campaign is $1,650,000. Serv- 
ing as co-chairmen with Mr. 
Brophy are: R. E. Allen, president, Fuller & Smith & Ross; Clifford 
L. Fitzgerald, president, Dancer-Fitzgerald-Sample; B. B. Geyer, 
chairman, Geyer Advertising; Rolland W. Taylor, vice-chairman, 
Foote, Cone & Belding; Barton A. Cummings, president, Compton 
Advertising; Mrs. Maybelle F. Hall, president, Maybelle F. Hall 
Co.; Louis W. Munro, president, Doremus & Co.; Gordon E. Hyde, 
vp, D’Arcy Advertising Co.; Richard F. Gamble, account executive, 
J. M. Mathes Inc.; David B. Williams, president, Erwin, Wasey & 
Co.; Donald K. Clifford, chairman, Doherty, Clifford, Steers & 
Shenfield; J. Davis Danforth, exec vp of Batten, Barton, Durstine 
& Osborn, and John P. Cunningham, president of Cunningham & 
Walsh. .. 


IN THE SUN—Vacationers Mr. and 
Mrs. Richard Manville look pleas- 
ant for the photographer at the 
Tower Isle Hotel in Jamaica, B.W.I. 
Mr. Manville heads Richard Man- 
ville Research, New York. 


THE 20TH—Mel F. Korn, center, president of J. M. Korn & Co., Phila- 
delphia, blows out the candles on the agency’s 20th birthday cake, 
duplicates of which were sent to all the company’s clients. Left to 
right are Audrey Toll; Lawrence S. Vorhaus, account executive; 
Evelyn Korn, treasurer; Mr. Korn; Michael A. Spano, creative di- 
rector; Lenore Priest, art director; and Estelle Schwartz. 


A March wedding is being planned by Georgie McMahon and 
Lawrence Maloney Johnson, of BBDO, New York ...A June bride 
will be Susan Hecht, daughter of George Hecht, head of Parents’ 
Magazine, who will marry Robert S. Cramer, partner in Newmyer 
Associates, Washington pr firm .. . 

Robert W. Sarnoff, head of NBC, has received a special award 
“for outstanding achievement in promoting educational tv” from 
the District of Columbia chapter of the Federation of Women’s 
Clubs... 


Stork news from Time Inc.—Fortune advertising sales’ Bill Davis 
is jubilant over the arrival of William Shippen III, his fifth child, 
first son... House & Home ad manager, Bill Swallen, has a fourth 
son, Christopher...In the Philadelphia ad department of Time, 
David J. Coveney has named his first child, a son, Nashua... 

Commercial manager William F. Malo of WDRC, Hartford, has 
been elected a vp of the First Federal Savings & Loan Assn. of Mad- 
ison, Conn. He has been a director of the association for many 
years... 


Outstanding Young Advertising Man of the Year, the annual 
award of the Assn. of Advertising Men and Women, New York, has 
been given to James McAdam, ad manager and assistant vp of 
Emery Air Freight Inc. In addition, “Outstanding Achievement” ci- 
tations have been presented to Donald Frost, Bristol-Myers Co.; 
Matthew (Joe) Culligan, National Broadcasting Co., and David Bas- 
com, Guild, Bascom & Bonfigli. . . 
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© Texans Pay $355,180 a Year More 
To Read THE HOUSTON POST 


Since 19852, they paid $1,373,818 more ... 


Post reapers know value in a newspaper. Since January, 
1952, they have paid $1,373,818* more for the privilege of enjoy- 
ing Houston’s only morning newspaper. The Post’s continuing 
growth in circulation has come about without gimmicks and arti- 
ficial circulation stimulants. Smart advertisers, seeing this new 


trend in Houston, are buying wisely. They pick The Post. 


*Based on The Post's subscription cost 
of 20c to 25¢ more per month than that 
of any other Houston newspaper. 


_ THE HOUSTON PosT 


to cover the Houston market 


REPREGENTEO NATIONALLY BY MOLONEY, REGAN A scuwmirTtTt 
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425 Park Avenue, New York—Architects: Kahn & Tishman Building, Los Angel Architects: Victor Gruen Coigate-Paimolive Building, New York—Architects: 
Jacobs. Photographer: Gottscho-Schieisner & Associates. Photographer: Julius Shulman Emery Roth & Sons. Photographer: Adolph Studly 
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Inland \ Build Architect New York—Architects: 
Stee! Building. Chicag Ss e, " 73 Charles Chase Manhattan Bank, 
Owings & Merrill. Photographer: Louis Checkm Photographer: Lawrence S. Williams Skidmore, Owings & Merrill 


_ Ree ee eee ae: ee er et ee are ee Sag 1 Nae 
wow ae te ee aammmedag ee eS Oe Cee Se aT eee ee ae _ ape as Seep Rinne Re en ae 
jh ee ES ee RO cee oe Se, eae. ee. SM 1 ee A lca ho eee en er te 8 
SoCs aia ee: ce: pc lcci ae Lee OF ceearemtee cee an eS a Se a ae ot Sie sea Meer ee feat ee ae Re «a 
ae ean eee ~ : 3 oe a i ane og eae fe ‘ me ie z = a Sei nese oe ree Magee se Sa = Sh ae Sg ig 3 sn oe : ’ eae 4 ee i — o « ia = a i ae a = 
ee ae ig i Bre coe F ‘ ee . is : A 
epee oa ’ 
* ne . 
= ai a > ee a Sole 
Ae $ ee A S gee: a , G3 a es Be: ‘ ny sa 
ed ae ere - hae _ ees a a = - ees eo : . * 
—  — =e ie of Bs i. oy ae in re ee 
ee 4 » ne : J F rz ES pre 2 a Re Hs ey” ~~ “So ; a "Baas pe ay = am Hee ss aa he og ieee aie 
ce cupid & , ae 7 ih a oe iene + Ey Sie a ; bic e. sii i fy ~ th ae 5 Be ey ee 
; : e" ; “ ¢ a oe _— : Sy , “a aa ee, Coe sey i 2 ™, Sete 
: Hi" | Eu rc RES “a 
he A pig Oe io es é LZ i ss S ' = ey se ‘| | aL ah 4 is a. J 
d ey. | ae 4 a ee i ae: ee eeey tt, “D>. a 2% s 
& . : J oS nn lee 6 : ae >», ah S uy — ;, 
ae | eae ‘ Tei in JIS SS. ; 
Pacers . yk" as es “iby 14 a ; tn, 2 =e \ 
eee ) ae. ioe ad > ame ed . | fal ~— an ; 
., : re :: i ee * ; - G é a ia P 2 * 7 bie ia Rp oe ; 
ins ie yy a es in i. as ae — P : ay im ta, ' Ay 
areas <S — oe pe e.* : 2% — St tee j HA ty me : 
ee a al UN ; , - yf Le s 
eae. Vee. i: v > i aati Py b | " 
oot? ai gs Fi : Pee - a? ie ee at | BLT Rep, ~ 
Pareeat ia if e rh as 7 4 ‘<. iS , {7 i it / 
pee | hy ’ ' if x - "|| > a A a —  , , ; 
ai he vy AT . Z g of rit ir ~~ — 
cae Wit rah 4) M owe Sy i a yl i ' _ 
cee é ; { ’; Fab : '' : ° a ay ong: h § Aa es put 2p; : 
oe ; y : iF ty 4 at’ a a fe 4a re / TT al a itt 2 ; 1 
ee hop Tt: 2 ee , - ay (ne ny 
— Hy) * | Sl o™ eS | 
. i a ae ; ty ' i ’ . “. ak aS om in. m omy -% nf \ | ol i} i wr rs “4 
one a _ eilaall : ey Tee mam 
Pps : RRL ue ; a! Sige — .. /’ nf TTY Funass: es ; 
“ea rh ee bg ex. “ ¥ ‘, ae “ML + ; * Wiceenenes : 
ehh ‘1 4 aa + . g | , 
i ; hi, i 7 stan ——_— al — ” : "1 
2 j be ¥ ad te oe RG r rd cee _ 7 - * — . ’ 4 . ou \ m= SSt3 Bt pete een age 
weet | Sh ae (f° aa: cc. . ie them, saererelchall safe | 
Le ; Bal ae et . ae rr? & wh on bg ht es” te g 
Rh Are | Bee COR oe - . — ———— 
ees aa at | — i 
calle ' , ia 
a . 
oat ae : 
eS 
Renin ‘as 
io moa 
ee 
ean en : 
ae = 
% —_ 4 
a =r 
ae, 
ee sd 
a ; 
ee . ‘ 
“Slate : 
a. a 
es an Hi a ‘ 
ae eee ' 
baihe Lo 
ee aaa 2 
ee oe oF? 
‘ aoa }' ¥ 4 
; 5 ea, ca 
We ehh te 
pics eee a " 
Se 3 
re pr 4 
imer: ia 
Ae me 
er: 4 
Pte es ae —_- | Be 
| ™ ‘. ‘ | & i 
, Mee “« BY oak Cae - } - 
eae = od rae aOR EE eS eee eee ee ae - a 
aoe ee ee See Sees yf re fe er’ p Ty we — a ae ee Ped, (oe =: 4s ee 
ee > ge a: ay - aes. \\| i : ie eee ig’ 4 Ae Sea ee aoa cer ee 
se ore es aes ee a eee Nie ee a cs : y 
iB ‘ "2.2 Bs ie lt a ; i ce = pS LT} i ) ahs 7 ee Spee at oe : Sr es | : 
a, ieee wel ; j iim ie ph sc } Th iy ae Eris: ats , 47 aa 
carta 5 ae Eves it PO tee _ ie oti ine ches |e r ° tes 
—_. Wate Wh asap <> Aa ae | uy pater et 3 im 4 ji 
reer es Wl OF oe Ay b gee dan { . 
ay) eae Wik i HHI ed re ty > +k n roe eas 7 \z A: ae 
ee hi eee | ) ' | if entry | Ry > *, put”: re ——- ) fe 
i. ea 4 = we r j ’ ; ! Hh ; a ty ty i] “ ™ — 37 { , ‘2 
ae - on i die SO 4 aL tt ae | TY) lay Wa, ae ga = 
jee gs tt 108 yt ' ta, " 3 -— ir, ay Vpy, i. $454: Bs 
Tee ee | 6D ) i 1 i a ty ty Mm o - al wis: : 
: : 4 it ; 1 \ , if ’ if ‘ ny 4 te i Uy h ty ty, t a me = +? ; 
i i : : : ~ ty a $ . ' 
; 4 te t itt { ; ‘ Hy Al te Waa, My ‘Se ; a “ wes 
Toe’, ff ' { i . } a) ~~ Tag a, ae | a at ae 
i iif if I } J | th : mF 2 ee — toed hae! Be 
} / ’ ; : : > an, eaee — ae 
2 en ! ' ; | th, re : ss | sits | 
: PORE DE | ae | rene)” oe UE ee cae fated St ‘2 
Saree , att ’ | " if | : - . ! é u Ny a : 3 at] } ot aay 
at ie : . ‘ ~ a ; ; Tore Pa i 
Ree +; HS, ' { / if if if : ag ’ a] e : c q | " e ar . ; 4 4 34— me q 
a Dae nd if | ’ © Whe Teac H ¥ So | 
ae iV ; ' ul . : se) cee —_—— : 
pig Bas ee ’ } ; if ; : 5 : |, sets 5 - javeloned auuiionsal : O:8,0,8,8.8 j Piel 
is. Se 4 oa | 5 foc | 3 
teats s. « Bl! i : s eun tae ee! Wiha ay TI - aa A pests. mss 2 r: ose 7 mo. 
Be. DR PEIBIE ee |) Ma oe a | 
Te Te FF } \ ; : {hid Ti Phe pe esol, = Bry 3 t et a / a = = \ i 
ee < . it hh! BPs lade SMa Sane oe = es z-- ee , aa 
a ee Bee ener | Fl ll ildd it z=. | er. i 
: 3 ; : eee 2 eee ee / : a ee ," Se ist 
‘ ! : ‘ ! ite fo i act ey ee een + ' ie ew ac espe | a o 4 aa 
sie on w a Pe’ eee eee > i es ae pee nes ee ee Rae wi 3s: ‘iiss ae ." wise Sl tt ; ic 
ae Ret = "7 ngage) , a ea 4 Pe ’ a a as ae 
oe ae A ® hig 2 : e pita 2 +! . o 
— & f ‘sais libs 3 Deeeainea ale bi ee : Cee ors ee sh ies ce , besos Ses Sey Te yee bi’ i ee. 2s ag eds A : Bee tee ret me :: mei: a ee ve me Eye ce Pee peer se nS ron ea : i ov a Scie ae 
basi <a eah fe one oe ee ee Pei de ilet io Oe ag Sie ibe Ls eS A sole 2 Sale Wie ete ee ee ewes rac ee 
eee ye ee ENG Neo aees | sa eS eae aged, BS ADE Te Pee ee So Pe ee een ober a seed omer. eg a ee ee ies: << rit eS ee 
MI Sa ge i AG, ee eae Spa re neg Co Epa aa 7 deans peur tere ene Rial eile Se ee Se ee 
Re RE oo. ia RL oe eS LR CR a | 
ie 4 ge oe oe WE Rape ne ee + 2 as Beat) =. ‘a Bimal ‘eal va,*- 4 
ere So) MN calle eae 7 3 a 


oe A” oi 
4 SS tot 


The June PROGRESSIVE ARCHITECTURE 


on HIGH-RISE OFFICE BUILDINGS-= 
with the industry’s definitive article on 


CURTAIN-WALL CONSTRUCTION 


IMPORTANT 
TECHNICAL 
ARTICLE! 


A highlight of the June issue—the 
15-page article on the present uses 
and future developments of one of 
the most significant architectural 
techniques of the past 60 years— 
CURTAIN-WALL CONSTRUC- 
TION, by one of the field’s most 
widely respected voices: Harold R. 
Sleeper, F.A.LA. 
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Mile High Center, Denver—Architects: 
1. M. Pei & Associates (Webb & Knapp). 
Photographer: Juiius Shulman 


Your PROGRESSIVE ARCHITECTURE representative has 
been equipped with a complete kit dealing with all phases of the 
June issue. Give him a call; he will be happy to give you more 
details, and you will find that you definitely want to be in this 


important issue. 


Cleveland Office—815 Superior Avenue, N.E., Cleveland 14, Ohio—Prospect 1-5583 + Chicago Office—111 West Washington Street, Chicago 2, Ilinois—Randolph 6-8497 
West Coast Advertising Representatives—San Francisco, California—Duncan Scott & Co., Mills Building, Garfield 1-7950 
Los Angeles, California—Duncan Scott & Co., 2978 Wilshire Blvd., Dunkirk 8-4151 
Southern Advertising Representatives—Atlanta, Georgia—Blanchard-Nichols-Osborn, 75 Eighth St., N.E., Trinity 5-7995. 


OUTSTANDING 
ARCHITECTURE! 


The High-Rise Office Buildings issue of PROGRES- 
SIVE ARCHITECTURE will feature an especially 
expanded editorial section devoted to the work of 
such outstanding architectural firms as Victor 
Gruen; Skidmore, Owings & Merrill; Goleman & 
Rolfe; Charles Colbert; Emery Roth & Sons; Kahn 
& Jacobs; Mies van der Rohe; Philip Johnson; Vin- 
cent Kling; Harrison & Abramovitz; Welton Becket 
& Associates; and many others. This will be one of 
the most comprehensive issues on large commercial 
buildings ever published. 


Ford Administration Building, Dearborn, Mich.— 
Architects: Skidmore, Owings & Merrill 


SPECIAL 
ADVERTISING 
SECTION! 


PROGRESSIVE ARCHITEC- 
TURE has arranged a special 
front-of-the-book advertising 
section, prefaced by an editori- 
al introduction, for advertisers 
of CURTAIN-WALL COMPO- 
NENTS. All advertisements in 
this section will be Starched. 
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House of Seagram, New York—Architects: Mies 
van der Rohe & Philip Johnson. Associate Architects: 


Kahn & Jacobs. Photographer: Gottsch 


CLOSING DATE FOR JUNE: 


MAY 3 


Progressive Architecture means Productive Advertising 
PROGRESSIVE ARCHITECTURE 


430 Park Avenue, New York 22, N.Y. MUrray Hill 8-8600 
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(Continued from Page 2) 
transport, and through planned de- 
liveries, mail to any part of the 
British Isles generally takes only 
12-16 hours in transmission. 

Early in 1951, for instance, late 
evening collections of mail were 
introduced, Mondays through Fri- 
days, in more than 900 cities and 
towns in Britain and Northern Ire- 
land. 

In provincial towns, selected 
mail boxes are cleared at about 
8 to 8:30 p.m. and generally the 
collections are timed to include let- 
ters in late evening dispatches 
connecting with deliveries on the 
next weekday morning over a wide 
area of the country. 

In London there is a general 
clearance from all mail boxes in 
all except two of the main districts 
at 7:30 p.m. and 9 p.m. In the re- 
maining two districts, only selected 
boxes are cleared at those times. 
In the London sub-districts there 
is a general collection at 7:30 p.m. 
from selected boxes, followed by 
a clearance at 8:15 p.m. to 9 p.m. 


® Mail then goes to the sub-district 
or district offices which handle 
collection and delivery for their 
own districts. Mail for local deliv- 
ery stays behind for the next de- 
livery, while mail for other dis- 
tricts and for out of town delivery 
goes on to the main sorting offices. 

Here the GPO uses its unique 
private underground railway. One 
or two-car trains,.driverless and 
guardless and carrying nothing but | 
mail, run at three- or four-minute 
intervals through six and one-half 
miles of tunnels 80’ below the 
streets of London. Running from 
Paddington, main railroad depot 
for the west of England, to the 
Eastern London Postal District Of- | 
fice, the underground railroad has 
six intermediate stops, connecting 
main railroad depots and postal 
sorting offices. 

The underground railway now 
carries some 12,500,000 bags of 
mail annually and avoids throwing | 
an extra burden on street traffic in 
the capital. 


@ Many overseas postal authorities 
have shown interest in this unique 
private railroad. Only recently the 
Chicago central area committee 
asked the British General Post Of- 
fice for information. Transporting 
some 200,000 tons of mail annually 


Read by many 
of the men who 
set our defense 
policies and 
administer the 
$38,000,000,000 
military budget 


Write or phone our nearest office 
for sample copies. rates and 
market information. 


“Top Reading For Top Military People” 
ARMY*NAVY*AIR FORCE @ 


REGISTER 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


2020 M ST. NW. WASHINGTON 6. 0.C 


_ THE ARMY WAVY AIR FORCE REGISTER 


Small Hike in Postal Rates Helps 
Keep Britain's Service in Black 


by this method saves approximate- 
ly 750,000 truck-miles in the most 
congested part of London. The 
Chicago committee hopes the sys- 
tem can be applied in that city as 
a means of helping to relieve traf- 
fic congestion. 

Emerging from the underground 
railroad, the mail bags are put 
aboard traveling post offices, most- 
ly special sorting carriages at- 
tached to scheduled trains. On two 
routes, special trains are provided 
exclusively for postal work. About 
655 employes work aboard these 
traveling post offices, of which 
there are 49. 

As the trains roar through the 
night, the mail is sorted and 
dropped at main stations for de- 
livery. The traveling post offices 
cover about 2,700,000 miles an- 


pieces of mail. 
In addition to using the rail- 


| 
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jnually, handling some 528,000,000; Dublin or Belfast or the surround-; business houses get an extra de- 


ing areas the following morning.) livery at 1:30 p.m. 
Mail also is sent on commercial | 


roads, the GPO makes extensive | passenger flights where this will! # In two areas outside London and 


use of other public transport serv- 
ices in handling 9.7 billion pieces 


| 


secure a speed-up of delivery at|also in most rural areas there are 
reasonable cost. This applies par-| two deliveries, morning and aft- 


of correspondence and 238,000,000 | ticularly to mails between the/|ernoon. 


parcels annually. Mails also are 
carried by road, steamer and air. 

Since 1951, for example, the 
GPO has been providing a night 
air mail service using flights link- 
ing Manchester in the northwest 
with Northern Ireland and the 
Irish Republic. The planes carry 
mail from that day’s collections 
and return with mail for delivery 
next morning in most areas. 

The return flights are timed to 
connect with the traveling post of- 
fice network, thus securing first 
delivery next morning over most 
of Britain. Some 20,000 Ibs. of mail 
are carried on both air routes 
nightly. 


® Because of this service, it is 
possible to mail a letter in London 
one day and have it delivered in 


Scottish mainland and the Heb-| In the most isolated rural areas 
rides, the Orkneys and the Shet-| there is one delivery a day. In such 
land Isles; between London and/| areas as these—mainly in the Scot- 
the Channel Islands and between |tish Highlands and the moorlands 
the British mainland and the Scil-|of Northern Wales—mail is de- 
ly Isles. livered on horseback. In some 
| coastal areas the mailman calls by 
= Letters addressed to Europe|rowboat or motor launch. Other 
prepaid at ordinary international | mail carriers in rural districts use 
mail rates (4¢ for the first ounce) | bicycles or deliver on foot. 
are sent by air as the normal means| In the cities, the post office uses 
of transport when this will result|its fleet of nearly 14,000 postal ve- 
in earlier delivery. There is no/hicles for deliveries between mail 
need to pay air mail rates or fix | offices. 
air mail labels to the correspond- 
ence. It goes by the fastest route.|# This is the organization which 
Deliveries are as carefully|has set itself such a standard that 
planned as any other part of the| when a letter is not delivered on 
scheme. In London there are three|the following weekday, there is 
deliveries, at approximately 7:30 | sometimes a complaint. Such de- 
a.m., 11 a.m. and 3 p.m. In the/lays are often traced to the fact 
City of London, hub of commerce,|that the letter was mailed in the 


Look what's happened to 
aviation industry magazines 
in the past 7 years 


more and more advertisers are swinging to AVIATION AGE 


Since 1950 a new management group has made its 
appearance in Aviation to cope with increasingly 
complex technological problems—‘“Technical Man- 
agement.” These are the men with management 
authority and technical job functions and respon- 
sibilities. 

Aviation marketers recognize the difference be- 
tween “Business Management” and “Technical 
Management.” They have come to discern the job 
functions, specifying influence and specialized 
technical information needs of the latter. Corre- 
spondingly they have been quick to recognize the 
specialized technical information service provided 
to this group by AVIATION AGE. 


Concrete proof of this acceptance is the vast num- 
ber of advertisers who are swinging to AVIATION 
AGE. In 1950 AVIATION AGE carried 149 advertis- 
ers. By the end of 1956 the number had risen to 735. 


And note the corresponding growth in AVIATION 
AGE’s advertising volume. 


Since 1950 the combined display advertising vol- 
ume of the five leading Aviation industry publica- 
tions has almost tripled. But in this same period, 
the volume of AVIATION AGE has increased almost 
siz times. 


And this swing gains momentum each year. In 
1956 AVIATION AGE carried 158 more advertisers 
and 454 more pages of display advertising than it 
did in 1955. 


No marketing truism has caught the imagination 
of Aviation marketers more than that of selling 
Aviation’s “Technical Management” men. No 
Aviation magazine has been more readily accepted 
as the means for reaching this important industry 
group than AVIATION AGE. 


For more details about the Aviation Ace market, 


A REIN 
contact your nearest Aviation AcE representative. Qa Vial On e 


@ Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


advertising volume 


AVIATION AGI 
12% 
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wrong box. 

In London most mail boxes are 
provided with two slots—one for 
London and overseas mails, the 
other for out-of-town mail. Each 
box carries a warning that mailing 
in the wrong slot might lead to 
delay. The two-slot system helps 
speed the mail by an initial sorting 
at the point of mailing. 

Each mail box also carries a 
plate listing all the times of col- 
lection from that particular box. 
In addition, there is a sign changed 
at each clearance, indicating the 
time of the next collection. And 
main post offices display charts 
over the mailing slots showing 
what London and out-of-town de- 
liveries will be caught by each 
collection. 


8 Despite all this speedy handling 
of the mail, the postal services 


have paid their way and produced | 


a profit each year until last year. 

The Post Office commercial ac- 
counts, just published for the fi- 
nancial year ended March 31, ’56, 


i\show a postal service deficit of 
£1,510,591 ($4,229,654). 

| In every previous year since 
| 1912-13, the postal services have 
shown a surplus, which at times 
|has ranged as high as £19,000,000 
| ($53,000,000) . 


s Because it also handles the 
country’s telephone and telegraph 
services, the post office is able to 
offset a loss on one against a sur- 
|plus on another service. In the 
1955-56 financial year, for in- 
stance, when there was a general 
|surplus of about £2,300,000 ($6,- 
|400,000), the postal deficit was 
outweighed by the phone and wire 
| income. 

Main factor in the loss on postal 
| services in 1955-56 consisted of pay 
| increases—since staff costs account 
|for nearly 75% of over-all expen- 
diture. 

Slight increases on some postal 
services were introduced on Jan. 1, 
56, which will bring an estimated 
increase of £8,800,000 in a full 


the deficit incurred last year. 


. The inland postal rate of about 
|2%¢ for under 2 oz. remained un- 


|) parcel offices where it can be jus- 
| tified by the amount of work han- 
| dled. 


A new letter sorting machine 


21 


letters at one delivery, instead of 
the present two. 


|@ While helping in a head sorting 


|changed, but the charge for more | also has been developed. The sorter office—getting another insight into 
\than 2 oz. and under 4 oz. was/operating the machine does not|his job—Mr. Marples found a let- 
raised from 3%¢ to 442¢ and each handle the mail. A letter appears|ter addressed to himself in his 


additional 2 oz. from 1¢ to about 


| 134¢. , 
Printed papers were increased 
proportionately, and parcels in- 


creased from 2¢ to 6¢, according 
to weight. Overseas surface and 
airmail parcels also were increased 
slightly according to weight and 
destination. 

But a 2%¢ stamp will still carry 
la letter under 2 oz. anywhere in 
‘the British Isles, the British Com- 
|monwealth, British controlled ter- 
ritories, or the U.S. and its depend- 
encies. 
|= Meanwhile, research on ways to 
cut costs and speed deliveries goes 
on all the time. A prototype ma- 
chine has been developed for par- 
cel sorting, and this type of ma- 


in a window and the sorter presses 
lone of 120 keys on a keyboard and 
| the letter is automatically fed to a 
stacking box while the next letter 


appears at the window. This ma-| 


chine—partly mechanical and 
partly electronic—can treble the 
| output of one sorter. 

Research goes on in other areas. 
Ernest Marples, who recently took 
over the job of Postmaster General, 
has been going out with mail car- 
riers delivering letters to get an 
insight into his new job. As a re- 
| sult, he wrote to a number of busi- 
|messes suggesting they can save 
the Post Office man-hours by fit- 
ting larger mail boxes on their 
premises. He also plans asking the 
Council of Industrial Design to 
‘produce a thief-proof mail box 


year. This would more than meet | chine is to be installed in all new| which will take all packages and 


(ieptey ebvaritans exlag 1/4 pegs 


more) 
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| official capacity. It came from one 
|of his constituents and contained a 
|complaint about the postal service. 
|He answered it—on the spot. 

That’s the sort of postal service 
|Britons get—from the Postmaster 
| General down. 


Maxon Adds 2 Sec’n Tea 

Maxon Inc., New York, will 
handle advertising for American 
Brands Inc., New York, a new 
company set up to market 2 Sec’n 
Tea, liquid pure tea concentrate 
which has been test marketed un- 
der a private label for four years. 
“Extensive” local advertising on a 
market-by-market basis will fea- 
ture Bess Myerson, tv star and 
former Miss America, who also is 
vp and a director of the new com- 
pany. 


‘Good House’ Boosts Rates 
Good Housekeeping, New York, 
will increase its rate base from 
3,400,000 to 3,600,000 copies with 
the September, 1957, issue and will 
advance its b&w page rate from 
$11,500 to $12,850 and its four- 
color page from $15,750 to $17,600. 


NIELSEN* SURVEY 
PROVES 
KTBS-TV 

LEADS! 


*MONTHLY COVERAGE, 
Homes Reached 136,860 
A Bonus of 6,740 over Station B 
*TELEVISION HOMES 
in KTBS-TV Area 157,980 


A Bonus of 13,120 over Station B 
“N.C.S. No. 2, Spring 1956 


KTBS: 


CHANNEL 
NBC - ABC 


SHREVEPORT 
LOUISIANA 


E. Newton Wray, President and Gen. Mgr. 
Represented by 
Edward Petry & Co., Inc. 


NEW YORK « CHICAGO « ATLANTA « DETROIT 
LOS ANGELES « SAN FRANCISCO « ST. LOUIS 
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California Publishers Elect | 
Eugene C. Bishop, vp and gen- || "*"" 

eral manager of Peninsula News- || 

papers Inc., has been elected pres- || 

ident of the California Newspaper || 

Publishers Assn. Other officers || 

elected include Bert J. Abraham, || 

owner publisher of the Bellflower | 

Herald Enterprise, Lakewood En- 

terprise and Artesia Paramount 

Enterprise, 1st vp; Carroll W. Par- | 

cher, Glendale News Press, 2nd | l co. 

lvp, and A. W. Bramwell, wesw een a 


NINE FIGURES—Commercial bank ad 
‘volume will’ reach $100,000,000 in 
| 1957, says the American Bankers 
Marketing Conference Set | Assn. survey of ad plans. This 
The fourth International Mar- will be a 20% gain over 1956—a 
keting Conference, sponsored | 500% gain over 1946. 
jointly by the International goed 
|Fair Inc., and the University of 


| Washington, will be held May 8-15 | Bank Ad Volume to 


erald -Traveler at Seattle in conjunction with the Hit $100,000,000 


Washington State International | 


My \ Trade Fair. Dr. E. J. Kolde of the | jy ’ ; 
FIRST IN TOTAL PAID ADVERTISING FOR 30 CONSECUTIVE YEARS in ‘57, ABA Finds 


| Enterprise Record, secretary-treas- 
urer (reelected). 


university’s department of market- 
ing, transportation and foreign | _ NEw York, Feb. 26—The = 
‘epresented nationally by George A. , Inc., New York * Chicago + Philadelphio + Detroit + Pittsburgh trade, will head the conference. | tion’s commercial banks will spen 
. wd ne wn la record $100,000,000 in advertising 


_ |in 1957, roughiy 20% more than 
they spent last year, the American 
| Bankers Assn. estimates. 
| Banks in nearly all deposit 
| range categories will participate in 
|the increase, the association con- 


| cludes from its 1957 survey of bank 
| advertising plans. Of the 13,848 
| commercial banks in the country, 
| 3,357 responded to the survey. 57% 


of these said they planned to spend 
more than last year, 31% said 
| spending would be about the same 
jas 1956 while 12% reported plans 


|to cut the ad budget. 

Average ad budgets (excluding 
salaries) planned for 1957 are: 
$134,879 for banks with more than 
$75,000,000 deposits, $25,448 for the 
| $25,000,000 to $75,000,000 category, 
| $10,314 for the $10,000,000 to $25,- 
000,000 category, $4,468 for the $5,- 
| 000,900 to $10,000,000 group, $1,633 
‘for the $1,000,000 to $5,000,000 
group and $539 for the less than 
$1,000,000 category. 

Newspapers and direct mail will 
;continue to be the favored media 
in 1957, the survey indicates. Plans 
‘to use newspapers were mentioned 
h by 2,943 banks, while direct mail 

att? St Hy |plans were noted by 2,330. Men- 

a NDIA ™ tions of other media were: Calen- 

SOUTH BEND WA _dars, 1,974; window and lobby dis- 

|plays, 1,751; radio, 1,299; outdoor 

advertising, 737; movie and theater 

ads, 493; tv 262; magazines, 182, 
and car cards 171. 

Dailies are used by 2,115 banks 
while weeklies are used by 1,292. e 


xz 
FORT WAYNE '© 
* | 


Organize Philippine PRS 

The Philippine Public Relations 
Location is one reason why Jackson is a profitable market. Easy ey , ong w: of its kind not 
access to wanted merchandise makes mass markets and profitable ee 


Far East, according to the group, 
sales. All roads from north, south, east and west lead to JACKSON, was established at a meeting in 


MICHIGAN, the hub of central-southern Michigan. Manila of some 100 pr directors. 


weer 4 Jose A. Carpio, general manager 
Main paved highways enter Jackson, Michigan, from all points of the Philippine Assn. and the 
of the compass. The city is located 72 miles west of Detroit and 208 only Filipino member of the Pub- 


miles east of Chicago on the main line of the Michigan Central was abba aeamien pada 

Division of the New York Central system. ; la, pr director of Standard Vacuum 
Most of the 179,190 people living in the ABC retail trade zone make Oil Co., is vp. 

Jackson their shopping center. To reach these people with your sales Enderwood Forms Company 

message, only Jackson Citizen Patriot, daily and Sunday, can do a com- 


. ‘ Bruce Enderwood, vp of adver- 
plete selling job for you. With 96.8% of this newspaper’s circulation tising of Gruen Industries, has 
concentrated in this area, it is easy to understand its pulling power. resigned and will form Bruce 


. : Enderwood Co. to engage in mar- 
Ask the Booth man for more information about the roads that lead JACKSON ‘keting consultation to merchan- 
to profits in the thriving Jackson, Michigan, market. CITIZEN PATRIOT 


disers of name-brand products. Mr. 
Enderwood will open headquar- 
ters in New York and a branch 
office on the West Coast. Gruen 
will continue as a client of Ender- 
wood Co. 


Judge Coffee Widens Market 
Old Judge Coffee Co., St. Louis, 
plans to market its coffee national- 
ly in 1957. Currently Old Judge’s 
THE BAY CITY TIMES «= THE ANN ARBOR NEWS HE FLINT JOURNAL THE GRAND RAPIDS PRESS distribution is regional—a 12 state 
THE SAGINAW WEWS = JACKSON CITIZEN PATRIOT KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE area in the Midwest. “Quality will 
be the keynote of our advertising 
and selling approach,” said Joe G. 


NATIONAL REPRESENTATIVES: AH. Kuch, 260 Modison Ave., New York 16, MUrroy Hill 5-2476; Sheldon B. Newman, 435 .N. Michigan Ave., Chicago 1 I, Wick, president, in announcing the 
Superior 7-4680, Brice McQuillin, 785 Market St. San Froncisco 3, Sutter 1.3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodwaord 1-0972 | plan. 
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a rae: ati 


a Ad Man: Hey, watch the ears! Ad Mon: _— Lots of people do. The American is doing 
. Barber: Sorry, | was thinking about my stocks. Last fine these days, you know. Last statement 
bi night the wife thought we should buy a few I saw showed good circulation gains. 
shares of . Barber: Is there much difference in circulation be- 
Ad Man: How come she’s so quick with the business tween Chicago's two evening papers? 
advice? It’s your money. Ad Man: Not in Chicago ana suburbs. . less than 
Barber: She reads those new financial pages in The 7,000 copies. 
American... thinks they're the best in town. Barber: Doesn't seem like much. 
ig Must be. She's always right. Ad Man: _—— Practically nothing in a market this big. 


Barber: ‘Course, my wife makes sure we get The Barber: Hey, what makes you know so much about 
American every night. We have it home- The American? 
delivered. Never miss a paper. Ad Man: It’s my job. Lots of advertisers are asking 
Ad Man: You're not alone. Carrier boys deliver us about it. 
nearly half of all The Americans bought in Barber: Is that close enough around the ears? 
the city and suburbs. 
Ad Mon: Looks good. 
Barber: Is that good? ; 
eee! ‘ Barber- Well, that’s just what I was saying about 
Ad Man: Are you kidding? The American has had The American. 


the largest evening home-delivery around 
here for years! 


No matter how you've placed your schedules before, now is the time to take a 
new look at your advertising investment in Chicago. Today's American offers 


Represented Nationally by Hearst Advertising Service Inc. 


advertisers more than ever before ... and the facts and figures prove it. Let a 
Chicago American representative show you. Then you'll see that in Chicago, 
The American is the newspaper that's going places. 
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Advertising Age, March 4, 1957 


_ Business Paper Success Story ... 


seeeemeememem™) Color Inserts Produce Sales RETR NSH SUK Sire 
eis aly Rae SS. S. a HERMIC 


o 
famous) for Gudebrod Surgical Sutures 
Ti ees!) = Pui ADELPHIA, Feb. 26—Gude-|into the surgical suture line 20, 
|brod Bros. Silk Co., in the silk-| years later because surgeons were 
\thread business since 1870, went|clamoring for thread specially de- 
signed for their use. 
Gudebrod did only a _ limited 
- . —————— | amount of advertising for its su- 
Imprinting—our specialty! tures through the years, using) 
© Masitinn © Booklels fractional pages in some of the 
© Catalogs i Guttune B\ hospital and surgical journals. 
Sersen’s Mail sample for Quotation or Phone us to Call B\ Then, in 1956, its agency, Lee 
CHesapeake 3-2050 Ramsdell & Co., Philadelphia, pro- 
IMPRINTING, Inc. 120 South Sangamon st. CHICAGO 7 posed an experiment in stronger 
Ti and more aggressive copy. 
Lee Ramsdell, as account exec- 


STITCH IN TIME—This color insert 

in trade publications showed the 

value of advertising to Gudebrod 
Bros. Silk Co. 


utive on Gudebrod, had become 


familiar with the fact that some 
. large manufacturers of non-silk 
In surgical sutures had long used in- 
serts in their advertising, with 
conspicuous success. Frederick W. 


Krupp, vp in charge of sales and 
advertising, agreed to a test of the 
value of more prominent adver- 
tising. 


® The trial was made in February, 
March and April, 56, in two jour- 
nals (Hospital Topics and Surgery, 
Gynecology & Obstetrics), with 
handsome color inserts, printed on 
100-lb. stock. These announced 
Gudebrod’s “new Cerethermic fin- 
ish silk, the most important ad- 
vance in silk sutures in 20 years.” 
The copy proclaimed superior han- 
dling qualities of the new suture 
and played up a “dri-pak” package 
‘of three dozen sterile tubes con- 
|taining the sutures. Emphasis was 
igiven a “color coded” feature, 
| which the company had offered for 
several years. A sample was of- 
fered free to all inquirers and the 
ad carried a prepaid postcard re- 
|questing the sample for the oper- 
ating-room supervisor, with the 
name of the hospital indicated. 
The company received so many 
inquiries leading to new accounts 
|that the trial campaign was ac- 
cepted as an unqualified success. 
|It was quickly decided to expand 
|\the campaign by the addition of 
four more publications. The ex- 
panded campaign ran in Septem- 
ber, October and November, ’56. 
| The additional publications were 
'the American Journal of Surgery, 
|Canadian Hospitals, Hospitals, and 
the Journal of the International 
College of Surgeons. 
|@ “The expanded campaign pro- 
| duced results in the same pattern 
|as the trial campaign,” Mr. Rams- 
dell said. “Response to the sample 
offer came from hospitals and sur- 
geons in all parts of the U.S. and 
Canada, and new business fol- 
lowed, as in the test campaign. 
“In fact, this advertising actual- 
ly did the job which ordinarily 
company salesmen would be ex- 
pected to do. That is, it produced 
orders from doctors and hospitals 
which had never been called on.” e 


J 


Orange-Crush Names Medici 
Sa Francis CQaWs Wr sotd C1L ARON- TV | Howard R. Medici Jr. has been 
,appointed sales promotion and 
|/merchandising manager of Orange- 
|Crush Co., Evanston, Ill. He for- 
| merly headed his own merchandis- 
adit on |ing consulting company, Howard 
BUGS BL NNY Medici & Associates, in New York. 
PRESENTS 
Mon.-Fri. 5:45-6:20 | 
, : | Hacker, Hull Adds Three 
AVAILABLE S. F. CHRONICLE + NBC AFFILIATE + CHANNEL 4 « PETERS, GRIFFIN, WOODWARD Hacker, Hull & Vincent, Detroit, 
has been appointed to handle ad- 
vertising for three new accounts. 
| They are Pfaff Sash & Door Co., 
,/Wuerth Tube-Saver Corp. and 
|Bronte Champagne & Wines Co., 
jall Detroit. 
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“We have always made it our business to 
cover and influence every element in the 
chain of sale — distributors, subcontractors, 
general contractors, engineers, architects, 
owners and tenants. No matter the job, 
every building team member has an influence 
on the decisions of others.” 


“Take our new office building. No one man 
can claim the full credit for this building — 
the building team built it. On every decision 
we were aware of subtle influences from all 
sides. The team functioned all the time — 
sometimes formally, sometimes informally.” 


“And that’s one of the reasons we built this 
new building here in Vermilion, Ohio. We 
wanted a local showcase for our product. We 
wanted to show and influence our visitors — 
who are, more often than not, building team 


members — how well our product looks in 
actual use.” 


ee oda 


= 
- - es _ 
“But we can show our ceilings only to the 
limited number of customers who visit us 
here. So we use ForuM as the national show- 
case for our product. By advertising exten- 
sively in Forum, we know we are reaching 
the same kind of people we like to have visit 
us in Vermilion.” 


“We cover every element 


99 


in the chain of sale 


says T. D. Wakefield 


Executive Vice President 
THE WAKEFIELD COMPANY 


Ted Wakefield of The Wakefield Company has two 
reasons for knowing the effectiveness of building team 
selling. As an active client-member of his company’s 
building team, he has been at the receiving end of 
many a building product salesman’s call. And, like 
every other successful building product salesman,* he 
knows from experience that he must reach every influ- 
ential and decision-making member of the building 
team before a sale can be wrapped up. That is why 
Wakefield sales require the constant support of a 
major advertising campaign in Architectural ForuM. 
More than any other magazine ForuM delivers the 
highest concentration of building team members. In 
addition, of course, to the country’s most important and 
busiest architects, engineers and contractors FORUM is 
read by the decision-making clients who are actively 
building new buildings, modernizing old buildings. 


me Se 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales direc- 
tors and distributors. Write for your copy: Market 
Research Manager, Architectural Forum, 9 Rocke- 
feller Plaza, New York 20, New York. 


Architectural Forum/the magazine of building/ published by TIME INC. 
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Quinn Joins Edward Weiss Myhre Named Outdoor Rep; {sales manager of Hayward-Larkin 
° \RI FOR FAST LAYOUTS | James F. Quinn, formerly a vp | Grover to Hayward-Larkin Co oak Srgie Langs rd e pee 
There’s nothing like the monthly Clipper for of Ross Roy Inc., Chicago, has Thor Myhre has resigned as = gp awl sein Senta 
fost layout in emergencies. BIG NAME firms joined Edward H. Weiss & Co.,|sales manager of Hayward-Lark- omunaies th ets Teten & hae 
Gargertunow dagend on the Glgyer ter Gip- Chicago, as an account supervisor. | in Co., Spokane, Wash., to become & J 


Art. Free somple. No obligation. Address . . Mr. Quinn also has been an ac-|a sales representative for rik Co. 
wt count supervisor of Ruthrauff &|Sales Associates, a group of out- 
LT AD SERVICES, INC. Ryan and director of research of|door advertising plant owners in Lance to Texas Vitrified 


Box 806M Peoria. Iilinois Gardner Advertising Co. Washington, Idaho, Montana,; O. B. (Jack) Lamce has been 


Oregon, Utah and Wyoming. The | named advertising and public re- | 
plants are Columbia Basin Out- |lations director of Texas Vitrified | 
And one can’t UNSAY it! WRITE FOR DETAIL door Advertising Co., Cosgriff| Pipe Co. and its divisions, Tex-Vit 
ao | I cy sag A ary i ” AhO RATES Outdoor Advertising Co., Empire|Supply Co. and Southwestern 
Slander, Piracy of his format or ma- iw] Outdoor, Great Falls Poster Ad-|Plastic Pipe Co., Mineral Wells, 
og Lent, EMPLOYERS vertising Co., Hayward-Larkin|Tex. Mr. Lance formerly headed 
Performer—anyhow, a claim is made. abe I@a Co. Idaho Outdoor Advertising | advertising, sales promotion and pr 
POLICY which ts devised to toke the MCCTITETRO EE |CO, Inland Advertising Co.,/for the electric refrigeration and 
sting, out of the claim. This INSUR- Sisto lahenén Markham Advertising Co. and air conditioning compressor divi- 
—. ond rates "NOW, “before, ow Reinet tty. te Yakima Valley Poster Service. sion of Servel Inc., Evansville, 
claim is lodged. J. C. Grover has been named | 


VINCENT J. KIRBY, formerly New 
Ind York division sales manager of 
‘ Burry Biscuit Corp., Elizabeth, 


N. J., has been advanced to sales 
and advertising manager of the 
company. 


European-Backed 
U.S. Agency Opens 


(Picture on Page 74) 

New York, March 1—Continen- 
tal Advertising & Marketing Agen- 
cies Inc. will officially open its 
doors on Monday, March 4. 

This is the agency recently or- 
ganized by 10 leading European 
advertising agencies (AA, Jan. 28). 

CAMA has taken offices on the 
10th floor of the new building at 
60 E. 56th St. In charge is Sterling 
R: Wheeler, exec vp and director 
of operations. A veteran of 23 


PAPER LINAGE years in advertising, Mr. Wheeler 
lan ab SSEMOD isan In COLOR was formers wit Bute, Baro, 
. 2 Los Angeles Times ............ 1,641,175 and Young & Rubicam. 
: 3 Chicago Tribune ............:3. 1,571,960 Advertising i a yo _ ae — m 
° ; 
4 Atlanta Journal G Constitution .. 1,530,911 stands, however, that it has already 


; =r. been given several public relations 
5 Nashville Tennessean .. ....... 1,487,500 accounts by owner agencies in 


E ‘ 
6 St. Louis Post-Dispatch ......... 1,415,679 ‘CAMA is owned by agencies in 


Belgium, Britain, Denmark, Fin- 
ti) F San Jose News & Mercury-News . . 1,322,939 land, France, Germany, Nether- 
Tete ands, Norway, Sweden and Switz- 
ee 8 Long Beach Independent-Press Tele. 1,308,061 erland. These agencies have been 


acting in concert for the past two 

| 9 Houston Chronicle ............. 1,277,062 tH years as United European Market- 

7 10 N. Orleans Times-Picayune & States 1,267,552 wi alas iiloms sadiuntinn — 
11 Cincinnati Enquirer ............ 1,193,478 ices in its territory for other UEMA , 

members and their clients. 

I 1,148,431 , ? The New York company will 

serve as a two-way link for the 

Fae I gk a ch li acire svb-weste 1,126,544 e oe | partner agencies. It will take on 

‘ European clients marketing here 

14 Dallas Times-Herald ........... 1,119,007 Li nes : ak en Aamesnanx cite on 

1S “Miami Herald .....:.......... 1,097,925 marketing in Europe. 


16 St. Paul Pioneer Press G Dispatch . 1,091,461 


® It will, of course, attempt to di- 


Up from 24th to 7th with linage doubled in rect American advertisers to the 


17 St. Petersburg Times ........... 1,087,063 doors of the member agencies in 
’ Europe. Mr. Wheeler emphasizes 

18 Fort Worth Star-Telegram ....... 1,083,185 two short years! That’s the San Jose Color tha: there will be no split-commis- 
i i ement. A client will be 

19 Denver Post ............. cial 1 sah eis 2s pee on cgommey : 

9 Denver Post 1,061,793 Story, and it’s indicative of the enormous oa, oe ies bead cae 

20 Omaha World-Herald ........... 1,055,374 aedaediien the scccaat. 

21 Washington Post & Times-Herald . 1,040,446 growth of our area and our newspapers . . . Werner Gabler, market consult- 

22 L B h Ind eS 1.031.896 ant who is serving as president of 

n n ea : ° CAMA, has an d that the 
ong Beac . epe t HO", for Metropolitan San Jose is an Up and agency will not limit ite mene 

23 Columbus Dispatch ............ 1,028,207 to the export-import field. It will 

a ‘ H ij . be interested, he said, “in the client 

24 Cincinnati Post ............... 1,023,623 Coming Billion Dollar Market! Better find (Poe oe ee be. selativele 

: low by American standards, al- 

43 Les Angeles Daminer ......+.... FAAS out why. Write us or Ridder-Johns for the though moderately large by Euro- 

26 Minneapolis Star-Tribune ........ 986,542 pean standards.” 

i 978,042 full story on Metropolitan San Jose. = One of CAMA’s main objectives 
Sonne. ; is to build up a vast clearing house 
ere 28 Sen Diego Union .......55..000. 950,031 of information on European mar- 

keting conditions. It believes that 

29 Houston Post .......... we eeees 937,221 through the efforts of its owner 

: . ’ . . . agencies it will be able to offer 

30 oe Banner Peveeeceeeveevntstene 927,352 Not Included: 826,839 Lines in Morning Mercury. advertisers unmatched facilities in 

(All Figures From Media Records) this area. 


“It’s possible,” Mr. Wheeler told 
AA, “for CAMA to lose its shirt 


aS an agency operation and still be 
SAN JOSE Mercury AND News a great success.” He explained that 


even if CAMA fails to develop 


enough U.S. business to pay its 

MEMBER OF > i Seer net ; way here, it will be more than 
REPRESENTED TIONALL . worth while to the partner agencies 

, : if its activities generate business 

San Jose .. . Heart of California’s Second Gold Rush! See thatn. 4 


: he ee a ee ae Se re et a ee a eae eee Co a ee eee oe ne it ote Be ere) Ni erect Mm RI a oe ed 7 ? ae. ty = 
a ee ee 3 ~~ 4 apna Seeeee.. Le pea tee ak, este Ol Sa De. ae eee eed a Bere meee ges oe i pees: teat Le heal 
ay ee GEST ail alae 5 Seema ce = Rei hit arin degen: Wee Oc es ily cael SOMME Fie. 5. ate fe a a cee 
a de ee ee a 3 Pec pe Te a a eR ee ae ee re al | Sia.) epee ek i i eh a cy Bs 
pr oes Ss ; , : . es z ss > z , a : oy a e i ‘ : : : : = A hee 
es 3 ‘ 
aii 
26 Advertising Age, March 4, 1957 
ae cae a é es = omer he 
—_— a ae 
ig oy Slat = | 
ae Ee Ta 
| ns 
con 
- . 
Mig - Sout F. 4 ae 
Say ees . fw 
ean ae : zl ge 
OP Seah : 4 : * pie 
s oa 
Be — i ‘7 oa " —- a 2 
| Zi gee é — ; 
a tal eg © . 
OA nets f » id 
ee" ; Bx 
ions my ee 4 aes 
ae: a spe 
eg i > y * es 
Neen. goes : ' 
ore ae Povotcndhiens 
> 
Wo 
Sails } 
7 
. vf o 95 - ee 
4 6 f | 
ae. Z f Be 
he Se ee ae is : 
a Ree aa ~ ure Ba ia 
oe ae } 
re “~ | 
z 
| 
ue 2 
, | = 
. yore a ‘< a 
: ‘4 
oa 
tA 
— 
aa 
aS 
ts 
=o 
a 
an E 
Mee ee 
on me aa 
if oy sui 
a 
as 
“eee 
fo 
ae 
Ge 
* 
‘ aa 
oe 
H ee 
eo ae ete 
Me games. 2 ie 
ane, 5 ae ] 4; 
° | a 
: - 
ine - 
te iS 
Lee 
re 
ia 
bag 
ee pis 
a ig ae 
i ae ees, 45 
Deg 2S. rf 
4 2 
i ii se — : 
ER ae See A 
a ee ‘i - 
See : ; 
oes Saka ot hie a 
Sol soe a: 
See 
- ooas a a oa pear ar i ap ee . 2 - ; aaa: t = a viens ‘i peat. err ere uj ence hg eee coat ae ; 5 : ae ula )2 Vey ae pe ge a eis GS pa ee ae ea tere Ce 
ro Seam RE i cress oh I Wir ke mr Say 5 chk: aay NG ea Rae re est NR See pe ree apg eae ee ay Ae aa eee 
prety, ote Pes, et Tes : 2 ayers Mk eS hee ey ee te wee : ine Cet ig iy en Aare acer : es i tage Se 
Pas peg a eee pea ens Ree eet Toe ; Be 2 es joie eso See petit ee gee oe Screty beeen eee eae pe ee A iE IN ae PELE ae wed gh oe eee ae eee 
eats i ae mp Pe bat chy eta Tele te e A: teeee ame Sime ts ea Pie mee ere ee pees tee mS ae pee aes os Se BP a ae ae ek eee 0 nes ea ne ey oa Leer a Be hee AB eh ge 
e PS gn be eon amr Re ee ees De Bee ai 7h Tibsiey e's ms Te een FAS : : aR ; si elit Bach ae = a : : ee uae as 
Pm. ae ae e _ ee ee ye ee es aims és pa ety oe eee « eve eh, 


A peck on the head. 


A tug on the heartstrings. 


For this is the day 
Carl Tryggestad grows up. 


Pride and pathos. There’s a little of each in Ben Tryggestad’s smile . . . for no 
parent is completely happy to see his child grow up. Through a current Look article, 
you share the emotions that grip father and son on the day A Boy Confirms His Faith 
—and becomes a man in the eyes of his church. 


Whether it’s the confirmation of a boy or a nation’s struggle for freedom, LOOK cap- 
tures the exciting story of people. Issue after issue, more than 20,000,000 people 
turn to LOoK to find that story .. . and, through it, to find a deeper understanding of 
their own lives, their own thoughts, their own emotions. 


Through Look, advertisers, too, strike deep into the thoughts and emotions of people. 
That’s why Look ad revenue has grown bigger every year for 17 years... why no 
other major magazine can match LOoK’s record of continuous growth . .. why LOOK 
is such a big, convincing salesman for the products of American industry. 


LOOK the exciting story of people 
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A man's guide to women. No. 10 


How to tell the sexes 
at a glance... 


3 G €) 
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Men and women are different, we keep saying! They talk differently, 
act differently, like different things. In fact, we’ve been so busy cataloguing 
their behavioral differences, that we’ve come close to forgetting the most 
obvious difference of all: they look different. So we’ve prepared 
the charts opposite, from which it should be clear that women 
not only look different, but they also look better. Here goes. 


Women have a world of their own... 
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Sparkling Eye Temporary 


Permanent Roving Eye 


Dollop of 
Shaving Cream 


Dab of Perfume (Gravy?) 


~ Ruffle Gray Flannel ~ 
‘ Wrinkle 
Cocktail Ring 
Cocktail 
oo 
: Gay Flannel 
| 
* 3 
English Sole 
French Heel | 
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Needless to say, there are other differences. And needless to say it is because 
Ladies’ Home Journal understands the feminine composition —as 
well as women’s special way of thinking, feeling and doing — that more 
women buy and read the Journal than any other magazine on earth. 
Women can actually see themselves reflected in the Journal’s pages. 


This March, advertisers invested more money in the Journal than in any single 
issue of a woman’s magazine ever (even Ladies’ Home Journal) —over $3,116,000. 
And March circulation is expected to hit an all-time high—over 5,600,000*! 


*Pub. Est. 


Jodie e world’s 
and a magazine of their own.. ‘ women's magazine 


A CURTIS PUBLICATION 
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New York, Feb. 26—Taking a 
humorous poke at the standard 
treatment of the audio-visual pres- 
entation in the March issue of For- 
tune, William H. Whyte, author of 
the recent book, “The Organiza- 


projected or written in the bulk of 
the presentation often doesn’t 
make any difference at all.” 

What really counts is what he 
terms “the x factor,” which re- 
lies heavily on shock treatment. 

Probing the established canons 
of the presentation business, Mr. 
Whyte says all we are doing today 
is rediscovering the devices used 
by the ancients, and at times even 
doing a slightly better job than our 
ancestral brethren. 


s “To be sure, it is an advantage 
to have a presentation start on 
time, to have the room adequately 
ventilated, to have a good man in 
charge, and it is often helpful to 
have something to say,” he points 
out. 

But in today’s competitive mar- 
ket, Mr. Whyte says, it takes some- 
thing extra. While not getting 
bogged down in an academic dis- 
cussion of the ills besetting the 
average presentation, Mr. Whyte 
points up a few rules, by way of 
example, which might put some 
bite in making a pitch. 

The audience, he feels, will most 
often be influenced by the “dis- 
arming ad lib, calculated to show 
‘we’re an honest, likable bunch of 
people.’ 

“By disarming, or alerting, the 
audience with unexpected candor, 
one will lend impact to some part 
of the formal presentation that 
would not ordinarily be considered 
an intellectual jolt,” he says. 


s His example for effective use of 
the technique (to be used with a 
monotone casualness and a just- 
between-us inflection) : 

“Here’s our plans book. . . You'll 
notice it’s loose-leaf. . . That’s so 
we can change our minds.” 

A still higher form of the art, 
Mr. Whyte feels, involves the cal- 
culated omission—the single most 
important statistic, fact, or claim. 

For example: “For 1955, in oth- 
er words, the figure would be $22 
per capita. 

“Now, we're really not ready to 
put this out yet, but you might be 


Get Your FREE 
Copy of = 


“HOW BUSINESS pI 
USES cLipPINGs” Me 
fi ae 
nd out how a 
clipping bureau 


can benefit you ‘ 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON'S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 6%" x 9%". 288 pp. 
PRICE $15.00. 

BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
343 So. Dearborn $1, Chicago 4, tino: 


tion Man,” says, “What is said or | 


Presentations Are Not as Effective as the 
Ad-Libbed Asides, ‘Fortune's’ Whyte Says 


interested to know that our re- 
search people have just come up 
with a tentative 1956 figure—it 
looks like $24.50 per capita.” 

Mr. Whyte, after enumerating 
some 65 basic devices of the “all- 
purpose” presentation, says realis- 
tically it’s the asides which make 
the real difference, by taking 
many of the essentials and turning 
some of them “on their heads,” 
which he does, for example, with 


the element of “penetration.” 

“You can startle the audience 
by saying that your firm offers 
shallow depth. You can go on to 
|explain that while actually you do 
'go pretty deep, your customers 
don’t have to pay for unnecessary, 
uneconomic depth.” 


® It’s Mr. Whyte’s feeling that no 
more than an hour or so is neces- 
|sary to prepare the bulk of the 
| presentation, with concentration 
being centered on “the asides” 
which make the vital difference. 

It is necessary, he says, to learn 


| “to spend as little effort as pos- 
|sible on the regular, unimportant 
part of the presentation. It should 
be the simplest of tasks.” 

Mr. Whyte feels the presenta- 
tion, which is fast becoming the 
dominant form of communication 
in business, will reach its final 
synthesis in the small-group pres- 
entation. 

Defining the audio-visual age as 
“the staging of a carefully re- 
hearsed informal show to a captive 
group by a combination of audio- 
visual techniques and person- 


alized commentary to sell an idea, 
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product or service,” Mr. Whyte 
says the concept is now being 
widely expanded in use to every- 
thing from presentation to middle 
management to steeping employes 
in Americanism. 


® Despite the fact that there is 
some basis of truth to the stereo- 
typed presentation, there has been 
developing, according to Mr. 
Whyte, a variation on a theme. 
“Chicken a la king is rarely 
served; a check of hotel banquet 
managers indicates that the stand- 
ard fare is fruit cup, mixed grill 
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and ice cream loaded with straw- 
berry sauce. 

“The meal, furthermore, is not 
served before the presentation; it 
used to be, but in the last few 
years there has been a decided 
trend toward making the guests 
hear the presentation before they 
get their food.” 

The similarities in the pitch of a 
presentation are not bad in them- 
selves, he claims. And were there 
too great a violation of the canons 
of a presentation, Mr. Whyte feels, 
the audience would rebel. 

But, he feels, there must be a 


“vital difference. The x factor.” 


Western Agency Adds Two 
Accounts; Names Higgins 
Western Advertising Agency, 
Chicago, has been appointed to 
handle advertising for Howard 
Rotavator Co., Arlington Heights, 
Ill., maker of the Rotavator rotary 
tiller. The company is the Amer- 
ican subsidiary of Rotary Hoes 
Ltd., Hordon, England. Van Auken, 
| Ragland & Stevens, Chicago, for- 
|merly handled the account. West- 
ern has named Geoffrey Higgins, 
|most recently on the copy staff of 


Van Auken, Ragland and a form- 
er ad manager of Howard Rota- 
vator, an account executive. 
Western also has been named to 
handle advertising for the Superior 
Equipment division of Superior 
Pipe Specialties Co., Wheeling, IIl., 


which handles distribution of | 


Superior tractor mounted front end 
loaders. 


Courtesy Ford Buys $750,000 
Movie Package from WBKB 
Courtesy Ford Motors, Chicago 
auto dealer, has purchased for 
showing on its Friday 10 p.m. show 


on WBKB, Chicago ABC tv outlet, 
a $750,000 series of first-run 20th 
Century-Fox movies—one of the 
biggest feature film packages ever 
made to a local retail advertiser, 
according to ABC. The films will 
come from a package of 86 fea- 
tures owned by WBKB and dis- 
tributed by National Telefilm As- 
sociates. 

Malcom-Howard Advertising 
Agency is Courtesy Ford’s agency. 


Two Join Katz Agency 
J. Taggert Simler, formerly 
sales manager of the Chicago of- 


WHIRLYBIRDS! packed with high-voltage adventure, CBS 


Television Film Sales’ dynamic new action series is generating plenty of 
excitement. First rating, in Omaha, was a high-flying 42.5, with 68.9%, 
share of audience. On WPIX, “Whirlybirds” got the highest rating ever 
won by a regularly scheduled nighttime program on a New York inde- 
pendent station. Lots of sponsor action, too! Added to the 85 markets 
originally sold in just six weeks’ time, are a score of big new sales...to 
such advertisers as Pepsi-Cola, Winston Cigarettes, National Tea Com- 
pany, Duffy-Mott. Juice up sales in your market. For details, call or wire 


CBS TELEVISION FILM SALES, INC. @ 


31 


fice of Adam Young Inc., has 
joined the Chicago tv sales staff of 
Katz Agency. He succeeds Chuck 
Dwyer, who has joined WTVN- 
TV, Columbus, O. Mr. Simler’s 
post at Adam Young will be filled 
by Robert McKenna, formerly 
with ABC Film Syndication. 
Thomas H. Belviso Jr., previously 
a salesman with CBS-TYV, also has 
joined Katz, in New York. 


Snell Names Marketing Head 

Richard S. Ringheim, formerly 
senior market analyst with the 
Barrett division of Allied Chem- 
ical & Dye Corp., has joined Fos- 
ter D. Snell Inc., New York, 
chemical engineer and consulting 
chemist, as director of marketing 
and economic research. 


‘Baby Talk’ Boosts Lassus 

Edmund M. Lassus, former 
southern advertising manager of 
Baby Talk, New York, has been 
named sales promotion director of 
the magazine. 


reaches the 
PURSE POWER 
of 170,000 business 
and professional women 


The female U. S. population outnum- 
bers males by well over 1,000,000. The 
taf 


of women in the U. S. economy 
is moving upward as more women enter 
business and the professions. They make 
more of the critical decisions, handle a 
greater part of the business dollar, and 
spend more as individuals. The booming 
membership of the National Federation 
of Business and Professional Women's 
Clubs is potent evidence of the trend. 
These women are leaders—they set the 
pace. Their preferences are admired and 
followed. This is the purse powerful 
group who avidly read National Business 
Woman every month. They respond to 
advertising in THEIR magazine. 

If you sell products for their personal 
adornment or for increasing their pro- 
fessional efficiency—if you provide the 
means to whisk them between cities or 
across oceans for business or pleasure— 
if you offer the opportunity of invest- 
ment or the chance to spend for fun— 
if you sell the machines and equipment 
they need in business or at home—if 
your products and services appeal to 
the American purse powerful—START 
BY ADVERTISING IN 

NATIONAL BUSINESS WOMAN 


1300 Connecticut Ave. N. W. ®@ 
Room 311 © Washington 6, D. C. 
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Deadline: Mar. 20 


for Midwest Purchasing Agent's 


April ROSTER 


* Best industrial ad-buy for '5 


*® Directory of P.A.'s in industry's $100- 
Billion midwest market 


AN amy 's> PUNCH asin 


* Names, companies, addresses— 
cross-indexed 


* Reference data for P.A.'s 


* Year around value 


%* Low regional rates 


Get details now! 


The Midwest Purchasing Agent 
647 Penton Bidg., Cleveland, Ohio 


Rheingold 
the Dry beer!” 


NEW TECHNIQUE—Here’s the Rhei 
ographed cutouts inst 


Stickley Named Ass‘t Publisher 

James B. Stickley has been a 
pointed assistant publisher of the 
Bulletin-Journal, Providence, R.I. | 
Edwin P. Young, formerly assis- | 
tant to Mr. Stickley, has been | 
named to succeed Mr. Stickley as 
general manager for administra- 
tion. Mr. Stickley joined the 
papers in 1924. 


U.S. food freezer ownership is only 16.8% compared to Iowa’s 25.9%. 
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~ Rheingold Uses 


Advertising Age, March 4, 1957 


ngold bulletin which uses lith- 
ead of hand painting. 


Litho Cutouts in 


Outdoor Drive 


NEw York, Feb. 26—Liebmann 
Breweries has taken to the use of 
lithographed cutouts for outdoor 
display, reportedly one of the first 
successful uses of the technique. 

The idea was promoted by John 
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More than 22 million people live in lowa and 
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2 out of 3 who read what? | 
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Two out of three families, 1,310,000 adult Iowans, 
read the Des Moines Sunday Register . . . 
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they have an effective buying income 
of $4% billion annually . . . and two out of three lowa families read the Des Moines Sunday Register 


70.6% of lowa urban dwellers . . . 66.4% of lowa farm folk. 


lowuh you say. I've always 
pronounced that loway. 2 out of 3 
. . $4-1/4 billion, you say... 


powened 
‘ 


eee ee eee 


t to the point: The Des Moines Sunday Register 


covers a whole state (lowa, that is) et et newspapers cover their city of publication. And lowans 


get their Sunday Register delivered to their homes. Fine state of affairs, we say. 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Doyle and Hawley; Los Angeles and San Francisco 


DES MOINES REGISTER ann TRIBUNE 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 


|J. Lechner, vp in charge of out- 
door advertising of Foote, Cone 
& Belding, the Liebmann agency, 
| to obtain uniform quality of repro- 
duction on the company’s Rhein- 
gold beer spectaculars. 

The current bulletin makes use 
of two cutouts—one of a ski train 
and the other of Miss Rheingold 
in ski attire. The illustrations, 
lithographed by a special process 
by Gugler Lithographic Co., Mil- 
waukee, are mounted on plywood 
before being posted. The 18 bulle- 
tins are distributed in New Jersey 
and are in addition to Rheingold’s 
all-year outdoor campaign. 

Advantages of the technique, ac- 
cording to Mr. Lechner, are speed 
of copy change and true color re- 
production of the original photo- 
graph. 

United Advertising Corp. erected 
the bulletins. * 


Perrottet Named Publisher 

Louis J. Perrottet, formerly bus- 
iness manager of Electrical Manu- 
facturing, New York, has been 
named publisher of the publication. 
|Philip T. Heffernan, formerly Chi- 
|cago manager, will succeed Mr. 
Perrottet as business manager. 
| Philip S. Griffin, previously with 
| Electrified Industry, has been 
named to succeed Mr. Heffernan as 
| manager of the Chicago office. 


‘Rockett Leaves Chambers 

Bill Rockett, a member of the 
| staff of Chambers & Wiswell, Bos- 
ton, for more than 10 years, has re- 
signed. He will announce his plans 
after an extensive Caribbean vaca- 
tion. Mr. Rockett has been produc- 
tion manager, media director, new 
business executive, an account ex- 
ecutive and a member of the plans 
board during his decade with the 
agency. 


Davidson Buys Publication 

Davidson Publishing Co., Duluth, 
has purchased Wholesale Drug 
Salesman from Hugh O’Malley, and 
will take over publication of the 
magazine with the March, 1957, is- 
sue. Mr. O’Malley has joined 
Davidson’s staff as publisher of 
Wholesale Drug Salesman and 
midwestern sales coordinator of all 
the Davidson publications. 


Storer Earnings Rise 

Storer Broadcasting Co., Miami 
Beach, realized net earnings after 
taxes of $5,517,206 for the year 
ending Dec. 31, 1956, compared 
with $4,330,428 recorded in the 
previous year. Earnings per share 
applicable to common and “B” 
common stock came to $2.23 for 
1956, compared with $1.73 per 
share in 1955. 
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The magic Formula for Most intensive readership and Greatest Advertising Results is LOCAL EDITING and GRAVURE reproduction 


BROWN EG66S sell better in Boston... 
i ) aN 
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tl 


WHITE 8266S sell better in New York 


Of all national advertising media, only 
newspapers and home edited gravure magazines 
which appear in them provide the merchandising 
flexibility to let you factor into your advertising 
such differences in market conditions and 
characteristics, as: sales potential; local customs 
and mores, preferences and prejudices; competitive 
advertising, distribution structure, short-term 
marketing objectives. Can you afford to 

neglect the opportunity to suit your message 

to each individual market? 


GOOD PLACE 
TO TEST 


re. 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST * HOUSTON CHRONICLE 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 

PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 
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NBC Radio's Net 
Sales Will Double 
‘56, Says Culligan 


Cuicaco, Feb. 26—Net sales of 
NBC Radio this year will double 
the network’s 1956 net sales vol- 
ume, Matthew J. Culligan, vp in 
charge of NBC Radio, predicted 
yesterday. 

Mr. Culligan made his optimis- 
tic forecast to reporters following 
a talk at a luncheon meeting of 
the Broadcast Advertising Club of 
Chicago. He declined to name dol- 
lar figures, but asserted that all 
figures released by NBC in the 
future would be net, not gross, 
sales figures. 

NBC Radio and a research com- 
pany will conduct extensive radio 
audience studies this year, he 
said. The most important of the 
projects, Mr. Culligan said, will 
be to determine the audience of 
radio sets outside the home. He 
declined to name the research 
company. 


® NBC will announce an increase 
in radio advertising rates in about 
30 days, Mr. Culligan said. The 
increase will range between 10% 
and 20%, he added, with “Moni- 
tor” the first program to be re- 
priced. 

Increases in daytime rates also 
have been announced by ABC and 
CBS (AA, Jan. 7, Feb. 25). 

In discussing the comeback of 
network radio, Mr. Culligan said 
he was very pleased to learn that 
Batten, Barton, Durstine & Os- 
born and Young & Rubicam have 
set up separate departments re- 
cently for radio time buying. He 
predicted that other agencies 
would follow suit in the near fu- 
ture. 


s Following are the seven rea- 
sons listed by Mr. Culligan for the 
much improved position of net- 
work radio: 


e Stability of audience. After los- 
ing much of its audience to tele- 
vision for some time, the decline 
in radio audiences stopped 18 
months ago, and they now show a 
gradual, small increase. Network 
radio, however, is now under- 
priced as an ad medium because 
rates declined faster and for a 
longer time than audience levels. 


e Research. Many large advertis- 
ers have returned to radio after 
conducting their own research 


TAHIT ss 3 
ufibulous Southwest 


BUYS BOTH! 


B 24 Counties of WEST TEXAS 
a and Southern NEW MEXICO 


OVER 92,000 DAILY 


studies. Colgate-Palmolive 
with a $4,000,000 network radio 
investment, was given as an ex- 
ample. 


Co., 


e Merchandisability. Television 
no longer dominates by creating 
excitement among sales forces 
and with the trade, he said. 
Shows like “Monitor” are heard 
and appreciated by dealers and 
retailers. 


e Economics of television. The ris- 
ing costs of tv have militated 


against continuity for many ad- 
vertisers. Network radio is being 
used to bridge the gap between 
tv and print exposures. Tv net- 
works and advertisers must con- 
centrate entirely on mass enter- 
tainment because of high costs. 
The tv networks’ de-emphasis on 
news programs leaves the field 
open to radio, Mr. Culligan as- 
serted. 


e New equipment. Innovations 
such as NBC’s “hot line” service 


give radio the fastest and most 
flexible news coverage. At the 
consumer end, the new transistor 
radios make radio more personal, 
he pointed out. 


e Need for networks. NBC affili- 
ates, by accepting a change in 
network option time (for five 
minute newscasts on the hour 
from 7 a.m. to 11 p.m.), and agen- 
cies and advertisers, by making 
large purchases of network radio, 
have indicated that they want ra- 
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dio networks. 


e Imagery transfer. “The net ef- 
fect of ‘imagery transfer’ will be 
the acceptance of network radio 
as a necessary part of any bal- 
anced national advertising cam- 
paign,” Mr. Culligan said. ao 


Detjen Joins Metro 

Harry M. Detjen, formerly east- 
ern advertising manager of Fami- 
ly Weekly, has joined the sales 
staff of Metropolitan Sunday 
Newspapers, New York. 
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They've applied all their skill and experience to create six—count ‘em—six brilliant new TV offerings. 
And more will follow shortly. 


En route to you from NTA are six wonderful new half-hour TV series produced by those two studios 
with the Olympic-like track records—20th Century-Fox and Desilu Productions. 


Whatever your preference— mystery, adventure, comedy, romance — you'll find them all in this in- 
spired half-dozen from these two truly great producers. Alert program buyers and advertisers won't 


They'll get in touch with NTA now...to arrange for previews of the latest Big Six to emerge from 
NTA. And how do you do that? Why, it’s simple! Just phone, wire or write NTA today, to arrange . 
preview dates now! 
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Newsprint Study Published 
The Inland Daily Press Assn., 7 
S. Dearborn St., Chicago, has pub- 
lished the “Midwest Newsprint 
Survey,” the final report of the 
study made in 1956 for daily news- 
papers of a 12-state area and their 
newsprint suppliers. Findings and 


search and service of the Univer- 
sity of Wisconsin. Copies may 
be obtained from Inland Daily 
Press Assn. or the University of 
Wisconsin. 


Chicago Screw Names Farmer 


| Treasury W. Randolph Burgess | 
last week appealed to broadcast-| rently is before Congress seeking 


Treasury Asks Aid 
of Broadcasters in 
Savings Bond Sales 


dents of state broadcasters asso- 
|ciations, he said the “proper 
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bond holders aware of the fact 
that they will not gain anything 


tribution” of the public debt is a|by holding back on their bond 
‘major bulwark against inflation.| purchases or by planning to ex- 


| debt were in the hands of banks,” | 
WasHIncTon, Feb. 26—In the/he cautioned, “the inflationary re- 
Charles R. Farmer Jr. has been | face of increasing bond redemp-|sults would be exceedingly dan- 
projections in the 24-page booklet |named advertising manager of tions, Under Secretary of the | gerous.” 
represent refinements of those con- | Chicago Screw Co., Bellwood, IIl., a 
tained in the preliminary report is- division of Standard Screw Co. : 
sued in October. The study was | Mr. Farmer formerly was assistant | ers to step up their support of the authority to increase the interest 
conducted by the school of journal- | to the ad director of Victor Chem- 
ism and the bureau of business re- | ical Works. 


Noting that the Treasury cur- 


Treasury’s savings bond progams.|rate on savings bonds, he said it 


In an informal talk to presi-|is particularly important to keep 


CHICAGO 


ANYTHING, INC. 


s 
‘ 
' 
‘ 
‘ 
‘ 
‘ 
‘ 
A broke and unemployed ‘ 
guy and his gal, without : 
special skills of any kind, + 
advertise that they will do | 
anything to earn a dollar. | 
People then come to them : 
with odd and remarkable 
jobs. High in human interest. : 
, 
‘ 
‘ 
' 
} 


Two ex-F.B 
themselves j, 7°” tablish 


RIKKI OF THE ISLANDS 


f an 
h-powered adventures ° 
presheeanne in the jungle, 


‘ 
' 
‘ 
‘ 
' 
‘ 
depicted with a maturity that ‘ 
will appeal to the entire family. ‘ 
A tropicai Tom Sawyer, Rikki 
offers big merchandising oppor, 
tunities. 
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Arrange preview dates now! Today, phone, wire or write: 
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HOLLYWOOD 


/ATIONAL LELEFILM ZISSOCIATES, INC. 


60 W. 55th STREET * NEW YORK 19, N.Y. * PHONE: PLAZA 7-2100 
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| “If the entire $276 billion of | change older bonds for the newer, 


higher yield series. . 


ICC Publishes Standards for 
Motion Picture Advertising 
The International Chamber of 
Commerce has published a new 
brochure, “Screen Selling: View- 
ers Are Consumers,” which de- 
tails standards for research in mo- 
tion picture advertising (slides and 
films shown in movie houses). 
The brochure urges that theaters 
supply advertisers with data such 
as attendance figures, number of 
seats, ticket prices and audience 
makeup. 

The report also surveys motion 
picture advertising conditions in 
12 countries, from the standpoint 
of data available to advertisers in 
this medium. Copies can be ob- 
tained for 90¢ apiece from the 
ICC’s office at 103 Park Ave., New 
York. 


SOUNDING! 


As any old riverboat-man will 
tell you, the best channel runs 
deep and lets you travel fastest. 
Same is true today with tele- 
vision throughout this busy Ohio 
River Valley of ours. 

No advertising medium gives 
you such smooth sailing into 
over 100 of its high-producing 
counties as WSAZ-TV . . . no 
station’s influence runs so deep 
with almost three-quarter million 
TV families comprising Amer- 
ica’s 23rd television market. 
Today the nation’s heaviest con- 
centration of industry crowds the 
banks of the Ohio — generating 
within the WSAZ.-TV area a buy- 
ing potential nearly four billion 
dollars deep! You can reach it 
surely via WSAZ-TV’s Channel 
3, without fear of shoals, snags 
or backwaters. You'll travel, too, 
in company with many of Amer- 
ica’s most successful advertisers. 
Any Katz office has the latest 
soundings for your inspection. 


HUNTINGTON-CHARLESTON, W. VA. 
W.3.c. NETWoORE 
Affiliated with Radio Stations WSAZ, 
Huntington and WKAZ, Charleston. 

‘ AWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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Department Store Sales... 


Sales Score 3% Gain Over 1956 


Wasnuincton, Feb. 28—U.S. de- 
partment store sales racked up an- 
other gain last week. Sales for the 
week ending Feb. 23 were 3% 
ahead of the same week of 1956. 


Sales for the four weeks ending | 


then were 5% ahead of last year. 
And sales for the year to date were 
3% ahead. 


® Of the 12 FRB districts, five re- 
ported sales for the week running 
behind last year. These were St. 
Louis, 4%; Minneapolis, 2%; Kan- 
sas City, 8%, and Dallas, 9%. The 
remaining districts showed gains: 
Boston, 5%; New York, 14%; 
Philadelphia, 5%;.Cleveland, 1%; 
Richmond, 3%; Atlanta, 1%; Chi- 
cago, 5%, and San Francisco, 3%. 

Details of the sales in these dis- 
tricts are not yet available. Sales 
in these districts for the two weeks 
before were as follows: 


Federal Reserve 
District, Area, and City 


% Change from "56 
Week Ending 


| UNEEED STATES .................... 


Besten District ............. 


Metropolitan Areas 
Boston 


Downtown Boston .. : oe 


Suburban Boston 


Providence 


Metropolitan Areas 
) . 
New York-N. E. 
New Jersey ......... 
Newark ............ 
New York .. 
Rochester ...... 
Syracuse ....... 


Metropolitan Areas 


New York District ............... 


Philadelphia District ... 


Department Store 
Sales Barometer 


Change from 1956 


+#3% 


Week Ended 
Feb. 23, 1957 


Jan. 1, ‘57 to 


Feb. 23, 1957 #3% 


LiBMRCRTOOE ceccsccceveccsccsesecescenvses 

Philadelphia .. 

Reading ............. ; 

ee 

Wilkes-Barre—Hazieton .. 
Cleveland District ................ 
Metropolitan Areas 


Cincinnati 
Cleveland 
Columbus 
Springfield 


[eit i> 


Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
Washington 


Downtown Washington " 


Baltimore 


Downtown Baltimore S% 


Richmond 


Atlanta District ....................... 


Metropolitan Areas 
Birmingham 


Jacksonville ................ vais 


Chicage District 
Metropolitan Areas 
GREED © pirtetheessianesesscscce 
Indianapolis . 
Detroit 
Milwaukee ........... 

St. Louis District 
Metropolitan Areas 


CS 


Louisville 


SE 
Minneapolis District 
Metropolitan Areas 

Minneapolis-St. Paul 


more than ever before—you see the friendly I ree Press everywhere! 


*Daily circulation, Publisher's Statement 9/30/56, as filed with the Audit Bureau of Circulations 


“— 


ae 


Always first in the day—and now FIRST in circulation, too! 


The morning Free Press now leads all other Michigan papers 
in daily circulation! 


Latest figures also show that Detroit’s brightest, easiest-to-read 


daily paper is growing faster than any other Michigan newspaper. 


When you specify the friendly Free Press, you’re advertising in 


Michigan’s most popular newspaper! 


FIRST IN CIRCULATION 456,768* 
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Minneapolis and Suburbs +15 
i MEE: erterrtntevaitiicass 0 
Cities 
Duluth-Superior . 
Kansas City District 
Metropolitan Areas 


Albuquerque 20.0... 
Oklahoma City .... 


an 


Dallas District 
Metropolitan Areas 
ne 
El Paso 
Fort Worth 
Houston 


a 
L++i+! 
a aware 
a eensm 


San Francisce District .......... 
Metropolitan Areas 

Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angel 
Sacramento .. 
San Diego ialeadaliieniecensies 
San Francisco-Oakland .. 
San Francisco City 


=~ 
— 


enwenonr~ 


Past s 


| 
Heounuvesraseo 


LL Liebe Flteee +41 


*—Data not available 


Company Heads 
Must Sell Salesmen, 
Poister Tells Execs 


CuiIcaco, Feb. 28—Company 
presidents must break down exist- 
ing communications barriers be- 
tween themselves and their sales- 
men if they expect to obtain real 
results, John J. Poister, vp of 
Wentzel, Wainwright, Poister & 
Poore, said today. 

“He’s got to find a way to sell his 
salesmen,” Mr. Poister said of the 
company head in a talk to the 
Sales Promotion Executives Assn. 
of Chicago. Petty jealousies and 
intra-office squabbles also cause 
breakdowns in communication and 
understanding, he said. 

The weakest link in the critical 
communications zone between the 
factory and the user is the dis- 
tributor salesman, Mr. Poister said, 
in discussing a typical marketing 
situation. 

Companies must find methods of 
reaching and inspiring this sales- 
man, he said. And the average dis- 
tributor-salesman will respond to 
the right kind of assistance, he 
added. 


s “If a salesman ever gets the idea 
that he can make more money sell- 
ing your product, and can do it 
easier, and come closer to obtain- 
ing the objectives that exist in his 
personal interest area, look out, 
because you won't be able to stop 
him,” Mr. Poister said. 

“And he’ll not only sell your 
product over all others, but he'll 
regard it with a loyalty and affec- 
tion that money can’t buy. And 
why? Because your product will 
have become identified with suc- 
cess in his primary interest area.” 

A sales program which makes 
full use of modern dynamic sales 
communication techniques, Mr. 
Poister said, will be based on the 
following six points: 


e It must be aimed at the primary 
interest area of both the salesman 
who sells and the man who buys. 


e Create confidence. 


e Provide a basic awareness of 
product and market potential. 


e Establish realistic sales objec- 
tives. 


e Perform a service or benefit for 
the customer. 


e Give facts and information re- 
lated to customer problems and 
needs. . 


‘Fisherman’ Names Sedgwick 

Alfred E. Sedgwick, formerly 
with Hearst Magazines, has been 
named advertising manager of the 
| Fisherman, New York. 
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nothing under the 


completely covers the FLORIDA 


GOLD COAST MARKET 


like... 


John S. Knight, Publisher 


America’s 12th largest retail market with 
annual sales of 1% -billion dollars. 

In AUTOMOTIVE sales per family, Greater 
Miami ranks third among the 22 U.S. 
‘‘billion-dollar-plus”’ markets — and 36% 
above the national average. 6 out of 7 homes 


have one or more automobiles. | 


Also . . . first in Wearing Apparel . 
first in Furniture-Household-Radio . . 
first in Lumber-Building Materials-Hardware 
... first in Eating-Drinking places 
... fourth in Drugs-Toiletries 
... fourth in Food. 


‘Source: Sales Management 


For pin-pointed data, ask the man from 
STORY, BROOKS & FINLEY 
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THEY ADD UP TO... 


Best Advertising Buy 


Plant them in your memory, add them in your 
mind, and these plus values will tell you why 
MECHANIX ILLUSTRATED is breaking all its 
advertising and circulation records! 


3 


TOM McCAHILL 


“Uncle Tom” McCahill is a regular monthly 
MECHANIX ILLUSTRATED feature. He is rec- 
ognized as an authority in the industry, a big 
drawing card for information requests. His 
“McCahill Tests” of mew cars, “Mail for 
McCahill” and feature articles bring bags 
full of mail from readers. 


mous 


GOLDEN HAMMER AWARDS 


Thousands of avid ‘‘do-it-yourself” fans have entered our Golden 
Hammer Competition. Each month winners receive 24-carat gold 
plated hammers and Workbench Award Certificates. Winning proj- 
ects have included everything from a telescope to a swimming pool. 


PLUS + 
Highest Circulation 


MECHANIX ILLUSTRATED's monthly average 
circulation for 1956 was 1,032,695 (total 
net paid)—an increase of 8.2% over 1955. 
Every 1956 issue delivered over 100,000 
bonus. 


THAN A 


oper 


RESPONSIVE READERSHIP 


No other magazine in its field can offer what MECHANIXx ILLUs- 
TRATED does. Responsive readership is one of the reasons why Infer- 
national Correspondence Schools, among others, has substantially 
increased its 1957 schedule. 


This is an active magazine, edited for active, young men with a 
median age of 32.6 years. Likely as not you'll find them reading it 
while it’s propped up on a workbench, because they use it as a 
handbook. 


When you've studied all the facts, you'll see why it will pay to have 
MECHANIX ILLUSTRATED on your list. Let us give you any further 
information you may need! 


MiLLION 
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Mechanix Illustrated History 


PLUS + 


in our history. 


Biggest Advertising Revenue 


Revenue-wise, the February, 1957 MECHANIX 
ILLUSTRATED was the biggest single issue in 
this publication's 28-year history. Similarly, the 
first quarter of 1957 was the biggest quarter 


ron vie 


PLUS of 


IMPORTANT NEW AOVERTISERS 


MECHANIX ILLUSTRATED read- 
ers make things and do things— 
so they buy tools, lumber and 
other building materials, paint, 
brushes, hardware, firearms, am- 


The Bilco Company 
The Black & Decker 
Manufacturing Company 
The Borden Company 
(Chemical Division) 
Chrysler Corporation 
Delta Power Tool Division of 
Rockwell Manufacturing 
Company 
Fram Corporation 


munition and camera equipment. 
They're also extra-conscious of 
motor cars and automotive prod- 
ucts. That's why our numerous new 
advertisers include such names as: 


Mall Tool Company- 


Mopar 
(Division of Chrysler Corp.) 
Pennsylvania Refining Company 
(Gumout) 

Plymouth Motor Corporation 
Porter-Cable Machine Company 
Revell, Inc. 

Savage Arms Corporation 
(and others) 


LOW COST-PER-THOUSAND 


Of the monthly mechanical magazines, MECHANIX 
ILLUSTRATED is the only one which has a cost per 
thousand of less than $2. In fact, no other general 


monthly magazine with over a million circulation 


has a lower cost per thousand. 


A Fawcett Publication 


es 


4,000 BOOKLET REQUESTS 


A hidden offer in the October, 1956 issue brought well over 
4,000 requests for a free directory of correspondence schools. 


67 West 44th Street, New York 36, N. Y. 
Chicago - Detroit - Los Angeles - Miami - San Francisco 
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JWT Opens New 
Office in Lima, 
Its 31st Abroad 


New York, Feb. 28—J. Walter 
Thompson Co. will open an office 
in Lima next Wednesday. 

The Peruvian office will be 
Thompson's eighth in Latin Amer- 
ica. It also will be the fourth in- 
ternational office the agency has | 
opened this year. 

J. Walter Thompson Peruana 
will begin operations with a staff 
of 25, headed by John G. O. Web- 
ster, an Anglo-Argentinian who 
has been manager of JWT’s Chile- 
an office since 1951. 

Samuel W. Meek, vice-chairman, 
and Shirley F. Woodell, vp, will 
fly to Lima for the opening. 

The Peruvian shop will service 
some 30 accounts. Among them are 
Ford, Champion spark plug, Bur- 
roughs, Beecham’s Ltd., Kellogg, 
Kodak, Kraft Foods, Horlick’s Ltd., 
Chesebrough-Pond’s, Lever Bros., 
Backus & Johnstons (a Peruvian 
brewery), Agricultural Chemicals 
del Peru, Murine, Scripto, W. R. | 
Grace, Pan-American Grace Air- 
ways (Panagra) and Reader’s Di- 
gest. 


~ 
Sg ee RET 


SURROUNDED—Fred Ludekens, senior vp, Foote, Cone & Belding, and 

one-man jury, studies winning entries in the 11th annual Artists 

Guild Art Exhibition in Chicago. The “Jazz Giants” illustration be- 

hind Mr. Ludekens’ head was judged “best in show”; it is the work 
of Fred Steffen, president of the Artists Guild. 


s In announcing the new office, 


Trompuon pons oot mae U.S Teen Brand Loyalties Die in College; 


investments in Peru have doubled | 
in the past five years, and the| 


country's gros national produel| Girls Become Switchers, Study Shows 


1945 to $170 in 1955. The Peruvian | 
population is nearing the 10,000,-/ New York, March 1—Cosmetics 
000 mark. /brand loyalty may begin in the 
The Panagra account is believed early teens, but it stops abruptly 
to have been an important factor at the college level. 
in the move. The airline, jointly| That’s the finding of the third 
owned by Grace and Pan-Ameri-|Index Survey released today by 
can, services the western coast of|the Student Marketing Institute. 
South America and has its head- The survey was conducted among 
quarters in Lima. | 1,394 women students in 35 col- 
Second in command in Thomp- | !eges and universities across the 
son’s Lima office will be Carlos | country. 
Barretto, formerly with Publicidad| During their college years, ap- 
Peru. Rolando Soto and Richardo | proximately 50% of students drop 
Neri, art director and head of the | the beauty and toiletry brands fa- 
radio department, respectively, in| Vored before college, the survey 
JWT’s Chilean office, will move to | shows. Heaviest switching for most 
the Lima shop in similar capaci- | brands surveyed takes place in the 
ties. |freshman year, immediately after 


With the establishment of the 
Lima operation, J. Walter Thomp- | 
son will have 31 international of-| 
fices. It recently opened offices in 
Porto Alegre (its third office in 
Brazil), Karachi (Pakistan) and| 
Colombo (Ceylon). Last year the) 
agency hung out its shingle in 
Manila and Tokyo. In addition, 
there are agency representatives in 
seven other foreign markets, work- 
ing in offices of correspondent 
agencies. Thompson had such rep- 
resentatives in Lima before decid- 
ing to establish a fully staffed 
agency under its own name. 


® McCann-Erickson and Grant) 


Advertising both have offices in | 
Peru. McCann, with a staff of 50, 
opened there in 1946 and is by far 
the leading agency in the country. 
It has been handling more than 
one-third of the billings placed 
through agencies. Roberto Protzel, 
manager of McCann’s Lima office, 
has just been elected president of 
the Peruvian agency association. e 


Sale Offer Backs New 
Economy-Size Pream 

H. C. Moores Co., Columbus, O., 
is introducing a new large economy 
size jar of Pream, instant pow- 
dered cream, via color insertions in 
Better Homes & Gardens, Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal, Look, The Saturday 
Evening Post and Woman’s Day, 
starting with March issues. Special 


WRCA-TV’s 10 Plan 
Is Spot Bargain 


for New Sponsors 


New York, Feb. 28—WRCA-TV 
is using the bargain approach to 
sell its “choice nighttime” station 
breaks. The offer: Buy one Triple 
A spot and get nine free spots in 
an assortment of time periods. 

Sixteen advertisers already have 
snapped up the NBC-owned sta- 
tion’s offer, which is being peddled 
as the Ten Plan. By buying a 
single 10 or 20-second spot in 
Triple A time (8:30 to 10:30 p.m., 
EST), an advertiser gets a free 
package made up of one Class AA, 
one Class A, one Class B or C and 
six Class D ten-second spots. 

Jay Heitin, director of sales at 


WRCA-TV, said the plan is de- | Free Life Insurance 


signed primarily to stimulate new 
| business. He said it is not the sta- 
tion’s way of getting lots of un- 


sold time off its hands. He added | . . a. - 
| president, with life insurance writ- | 


that the Triple A time breaks are 
all filled again after three weeks of 
the Ten Plan. 


le Anybody else who wants to 
share in the plan, where schedules 
are subject to preemption without 
prior notice and prices have only a 
| 30-day protection, will have to 
| wait in line, Mr. Heitin said. 


the school year starts. 

By the end of the first year, 
close to 40% of the freshmen stu- 
dents have switched deodorant 
brands, and 35% have changed 
toothpastes. From then on, the sur- 
vey shows, the average college girl 
keeps changing brands constantly 
from year to year, although at a 
slower pace. 

College girls are virtual orphans 
in the national cosmetics picture, 
the institute maintains. Practically 
all current beauty advertising and 
promotion lumps college girls into 
the sweeping “teen age market” 
classification. 


s However, the college girl, in her 
new, more sophisticated status, is 
no longer influenced—or possibly 
even reached—by broadscale 
“teen” appeals, even though 
chronologically she may have sev- 
eral more teen years to go. 

According to the survey, busi- 
ness-sponsored teaching aids flood 
high school classes but rarely get 
into the more rigid college cur- 
ricula. Even national magazines 
and other media aimed specifically 
at the teen ager do not have a 
large readership among college 
girls, the survey shows. 

Brand categories surveyed in- 
clude deodorants, face creams, 
home permanents, lipsticks, nail 
polishes, toilet soaps and tooth- 
pastes. The survey includes actua) 
names of brands in the brand-to- 
brand switching shown. ° 


King Korn to Offer 


King Korn Premium Stamp Co., 
Chicago, is working out arrange- 
ments, according to Peter Volid, 


ers to provide up to $1,000 of life 
insurance for every customer who 
saves King Korn stamps. King 


Korn will finance the policies >| 


“... encourage thousands of shop- 
pers to become regular King Korn 
stamp savers.” 


Liberty’ Elects Prince VP 
The Ten Plan also is being of- | 


E. C. (Ted) Prince has been 


House Gets Bills 
Aligning Anti-Trust 
Immunity of Sports 


WasHINGTON, Feb. 27—Conflict- 


trust status of major professional 
sports were dropped into the con- 
gressional hopper today as an aft- 
ermath of Supreme Court rulings 
which give baseball immunity but 
place other games under the thumb 
of anti-trust agencies. 

Rep. Emanuel Celler (D., N.Y.), 
chairman of the House judiciary 
committee, and Rep. Patrick Hill- 
ings (D., Cal.) put their names to 
bills taking away baseball’s anti- 
trust immunity. . 

On the other hand, Rep. Oren 
Harris (D., Ark.), chairman of the 
interstate and foreign commerce 
committee, had a bill giving im- 
munity to football, basketball and 
hockey. While the current contro- 
versy deals only with employment 
contracts used in the big profes- 
sional sports, a decision to broaden 
anti-trust immunity could lead to 
changes in the relationships of 
sports promoters to tv and other 
publicity media. 


® In its 6-3 decision, Monday, put- 
ting professional football under the 
anti-trust law, the Supreme Court 
said it was aware of the fact that 
this latest decision is directly con- 
trary to a 1953 decision giving 
baseball immunity for virtually 
identical actions. The court ex- 
plained that baseball had specific 
statutory immunity by act of Con- 
gress and that the court felt base- 
ball should retain this immunity 
until Congress intervenes. 

The case before the Supreme 
Court was brought by William 
Radovich, who contended that the 
football “drafts” and the reserve 
clauses of employment contracts 
prevented him from enjoying the 
competition of professional clubs 
for his services. 

A lower court had dismissed his 
case, citing the baseball decision 
as a precedent, but the Supreme 
Court said Monday that football 
does not have anti-trust immunity 
and that his complaint must be 
considered on its merits. 


® Bert Bell, National Football 
League Commissioner, referring to 
the bill to bring pro baseball, like 
pro football, under the anti-trust 
laws, said he would “welcome a 
chance to appear before any con- 
gressional or Senate committee in- 
vestigating pro sports. 

“TI think baseball should be im- 
mune from contract suits under 
the anti-trust laws. The Supreme 
Court decision Monday won't 
change our structure, the drafts, 
etc., but it will make it open hunt- 
ing season for triple damage suits. 
Somebody will get a lawyer, prom- 
ise him half, then the wheels will 
whirl, and many an outfit may de- 
cide it’s cheaper to settle out of 
court. 

“I figured that in America citi- 
zens, and even sports, are born 
| equal, and we assumed our status 
| was the same as baseball’s. Indeed, 
| the federal judge who first heard 
| Radovich’s case, said so.” 


|@ Mr. Bell was bitter about the 
| decision. He pointed out that our 
| State Department sends athletes 
|abroad as good will ambassadors. 
“They are concerned about 50% 
|of our youth who can’t pass physi- 
|eals for the services. Then a deci- 
|sion is made to make it tough to 
encourage sports activities,” he 
said. 

| “People snort when we claim 
\that pro football or baseball isn’t 
business. They say we make mon- 
ey, so it’s a business. But the banks 
don’t think so. They know that 


introductory sale offers 10¢ off the | fered by three other NBC-owned| named vp of Liberty of Canada|our league has had 42 franchise 
regular price. Suggested shelf price | stations—WNBQ, Chicago; WRCV- | Ltd., Toronto. He will continue as 
is 47¢. Benton & Bowles, New) TV, Philadelphia, and WRC-TV, | director of advertising and sales 


York, is the agency. 


| Washington. . 


of Liberty Magazine. 


failures. They know there isn’t one 
owner in baseball or the NFL who 
derives his living from the club.” e 


ing proposals clarifying the anti-| 


Advertising Age, March 4, 1957 


te oe - ‘ 


FRESH—Miss Tropicana, nee Margot 

Donnelly, is here fronting for 

“Tropicana 100% pure orange 
juice.” (Story on Page 90.) 


Noilly Prat Push — 
Introduces Its New 
Dryer Dry Vermouth 


New York, Feb. 27—Browne 
Vintners Co., wine and spirits im- 
porter, will launch a special spring 
campaign in March to introduce 
the “new look” of its Noilly Prat 
extra dry French vermouth. 

The new look features a paler, 
lighter vermouth in a new pack- 
age. “It is a modern vermouth, 
developed after extensive research, 
to meet the American demand 
for a really dry dry,” according to 
Ernest B. Beattie, president of the 
company. 

The new product is packaged in 
a new cool green bottle for greater 
eye appeal, a flange cork closure 
with tear-strip seal for easier open- 
ing, varnished labels for better 
shelf display and durability, and 
a new shipping case for better dis- 
play in mass stackings. 

The new extra dry also carries 
the royal warrant—by appoint- 
ment to her majesty Queen Eliza- 
beth IIl—on the neck label. It is 
the only French vermouth that 
can carry the royal warrant, Mr. 
Beattie says. 

Media list include Esquire, 
Gourmet, Holiday, The New York 
Times Sunday Magazine, Sports 
Illustrated, and The New Yorker. 


® The ads will feature artist Peter 
Arno’s cartoons to illustrate the 
campaign theme—“A dry martini 
is not a hooker of gin or vodka— 
its a cocktail.”” Copy points out in 
various ways that “what makes it 
a cocktail is a noticeable, taste- 
pleasing, civilizing proportion of 
Noilly Prat extra dry vermouth.” 

Backing up the advertising at 
point of sale, in both bars and 
package stores, where regulations 
permit, will be a variety of mer- 
chandising material. 

Lawrence C. Gumbinner Adver- 
tising Agency handles the account. 


1,000 Island Council Planned 
A representative group from five 
Canadian and American river 
communities met at Alexandria 
Bay, N.Y., to plan the revitalizing 
of the Thousand Island Interna- 
tional Publicity Council, with Vin- 
cent de Dominicus as chairman. 
The group plans to sponsor region- 
al advertising in newspapers to 
promote the region as a vacation 
area. Area chambers of commerce 
will be asked to contribute funds. 


Keystone Adds Eight Affiliates 
Keystone Broadcasting System 
has added eight affiliates, bringing 
the total to 924. The new affiliates 
are WDSP, De Funiak Springs, 
Fla. WMAF, Madison, Fia.; 
WDQN, Du Quoin, Ill; KLOH, 
Pipestone, Minn.; KLAD, Klamath 
Falls, Ore.; KLLL, Lubbock, Tex.; 
WYSR, Franklin, Va., and WDDY, 


Gloucester, Va. 
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‘Spot-T V made Gateway Chevrolet tops 


exe 
iy 


CARROLL MINCHER, Vice President and 
General Manager of Gateway Chevrolet, Daly 
City, California—who concentrated on TV 
advertising to take his agency from a standing 
start four years ago to the position of top 
Chevrolet dealer from San Francisco to the 
Canadian border. 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit 


WFIL-TV—Philadelphia WPRO.-TV—Providence 


WOW-TV—Omaha KTTV—Los Angeles WABT—Birmingham WFLA-TV—Tampo-St. Petersburg 


OFFICES: NEW YORK * CHICAGO * BOSTON * DETROIT 
TEmpleton 8-5800  SUperior 7-5580  HUbbord 2-3163 WOod'rd 1.6030  CHestnut 1-5688 


WNBF-TV—Binghamton 


from San Francisco to Canada; 


says Carroll Mincher, who 
credits KGO-TV as big factor 
in bringing his dealership to 
Number One position 


That spells leadership over a large territory, 
Mr. Mincher. How long did it take to reach the 
top spot? 


Four years from scratch—but we packed double 
effort into those years—and matched top effort 
with top-flight advertising. 


Then you started in ’52? 


Yes, in September—with 24 employes, 14,000 
feet of building space and a modest outside lot. 
Today we occupy 71,000 square feet of prop- 
erty, including Show Room, Used Car Area, 
Service Shops, Body Shops and Storage Area. 
And we employ 110 people. 


Opening a dealership isn’t any bed of roses, is it? 


You're so right. Since Daly City hadn’t had a 
Chevrolet franchise in three years, folks in that 
area just weren't thinking ‘Chevrolet.’ After 
studying the situation very closely, we decided 
to bet our advertising chips on KGO-TV. 


They were blue chips? 


They certainly were. We bought a five-a-week 
strip for a test-period of thirteen weeks—and 
we've been with KGO-TV ever since. 


Within thirteen weeks you could feel the pull? 


We felt it almost at once—so we kept right at 
it. In sales volume we were fourth dealership in 
the Bay Area by the end of 53. Knowing that 
was no time to let up, we increased our facili- 
ties, added KGO-radio, and stepped up our ad- 
vertising on KGO-TV. In 1954 we became the 
largest Chevrolet dealership in the Bay Area. 


A spot you've held ever since? 


I'm informed we now have the largest Chevrolet 
dealership from San Francisco to the Canadian 
border—thanks to a hard-hitting sales organi- 
zation, thanks also to a competent shop crew, 
and thanks above all to the pulling power of 
KGO-TV. 


Television's 


First Exclusive 
For sales building availabilities on these major-market stations...Call BLAI F . ? V National 


Representative 
WEWS—Cleveland KFRE-TV—Fresno WABC-TV—New York 
WCPO-TV—Cincinnati | KGO-TV—San Francisco | WFBG-TV—Altoona 
WMCT—Memphis KFJZ-TV—Dallas-Ft. Worth} KGW-TV—Portland 


LOS ANGELES * SAN FRANCISCO °* SEATTLE 


Riverside 4228 = DUnkirk 1-3811 YUkon 2-7068 Elliott 6270 
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Doctors Get Product News from Journal Ads, 


Rather Than Direct Mail, Panelists Agree 


New York, Feb. 26—The aver- | 
age doctor today receives more | 
than 4,000 pieces of direct mail a) 


year, and a good deal of this pro- 
motion by ethical pharmaceutical 
producers is apparently wasted. 
This was a recurrent theme of 
talks delivered here last week at 
the first “modern medicine clinic” 


tioned, however, that the results of 
these studies must be interpreted 
in light of the doctor’s inclination 
to give “socially acceptable an- 
swers.” 

In other words, doctors prefer 
to give professional magazines as a 


'source of information rather than 


detail men—to appear in a better 


sponsored by Modern Medicine. | light. They are loath to admit that 


The all-day meeting was attended | 


by some 700 sales, marketing and 
research executives of the phar- 
maceutical industry. 

Thomas A. Staudt, chairman of 
the marketing department at 
Michigan State University, report- 
ed that a 1951 study showed that 
only 34% of doctors were favor- 
ably disposed toward direct mail, 
as against 70% ten years ago. “The 
doctor,” said Prof. Staudt, “almost 
can no longer read the deluge of 
direct mail he receives.” 

Further support for this view 
came from Hugh G. Wales, profes- 
sor of marketing at the University 
of Illinois, who conducted a recent 
survey of 328 doctors in the Chica- 
go area. According to this study, 
41.4% of doctors either “don’t 
read” direct mail ads or believe 
they have “no influence.” 


® What does influence doctors in 
prescribing? Speakers at the clinic 
seemed to feel that medical jour- 
nals and periodicals are the most 
important medium. 


In the University of Illinois 


study, which was sponsored by 
Modern Medicine, doctors ranked 
medical publications first as a 
source of information about new 
products, with detail men “a close 
second” and direct mail third. 

A third speaker, F. P. Kilpatrick, 
a psychologist with National An- 
alysts Inc., Philadelphia, told the 
meeting that advertising in medical 
periodicals has almost as high 
readership as the editorial matter. 

Dr. Kilpatrick reported that a 
1954 study by one _ periodical 
showed 82% of doctors read or 
looked at the ads and 80% found 
them “of value.” And he added that 
a 1956 study by another periodical 
indicated “the readership of the 
average ad to be only slightly low- 
er than that of the average article 
or feature.” 


® Profs. Staudt and Wales cau- 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston 
Dent be feeled by the “outlet map™ on 
your wall! It's ene thing te put your 
product in stores—it's quite another te 
move it. 

If your product or service lends lsclf 
te personal selling—whether in « home, 
store, institution, service station, 
will pay you te imvestigate the 
beeming 99% hillion DIRECT SELLING 
FIELD. Manufacturers and agency 2, oa. 


office, 
ete. —t 


direct selling—in ALL 
of the 48 states and in the prev- 
Cameda. 


Let we analyse your preduct or service 
whtheat obligation on your part. If your 
product has petential in eur Geld, we fs 
mit 34-year sales-tested plan for considere- 
tien; sample plan starts 50 new oy - 


imces of 


every month .. . many of which sew 
from $250,000 te mere then $124 siitne 


they are influenced by advertising 
or sales promotion. 

Prof. Staudt deplored the reluc- 
tance of pharmaceutical companies 
to spend money on market re- 
search. “Why is it,” he asked, “that 
an industry so accustomed to ex- 


penditures of millions of dollars for 
clinical research is so conservative 
in research effort directed to the 
market place?” 

Prof. Staudt said the problem of 
determining the effectiveness of 
promotion is a key one for the in- 
dustry. “Few products in this field 
have any definite assurance of a 
future share in the market,” he 
pointed out. “For every 100 prod- 
ucts introduced, only eight will be 
among the best prescription sellers 
and high profit makers. Another 
seven to ten will pay their own 
way, and the other 80% will fail. 


# “In a recent two-year period, 
from 1952 to 1954, 73 new products 
were added to the best seller lists 
(products with 400,000 prescrip- 
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tion sales a year or more), and 78| stead that new products be an- 
were dropped. This means you | | nounced through journal advertis- 
have little time for experimenta- | ing. In this way, he pointed out, 


tion in the promotional mix the | 
way Gillette had when it came out 
with a patented razor with 17 years 
of protection. . 
almost have to be right the first 
time, and much quicker on your 
feet in making appropriate adjust- 
ments.” 

The Michigan State professor, 
who also is a consultant to Arthur 
D. Little Inc., suggested that phar- 
maceutical companies are using the 
wrong approach if they allow their 
detail men to announce new prod- 
ucts to the physician. This, he said, 
is “using an expensive tool in an 
inefficient way.” 

Prof. Staudt recommended in- 


. In your case, you | 


“all doctors will get the message at 
| the same time” and “it can never 
| be said that the public or the brok- 
ers heard about it first because the 
detail men hadn’t got around to a 
particular territory.” 


® As for direct mail, Prof. Staudt 
said, the industry spends four 
times as much in this medium as it 
does in journal advertising—“with 
influence nowhere near propor- 
| tionate.” He suggested that direct 
|mail could be improved if it took 
| the form of “research reports that 
;can be more detailed than either 
| journal advertising or detailing.” 
He suggested also that direct 
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mail copy include the limitations 
of the product as well as its good 
points—‘“even though this seems to 
violate an age-old marketing phil- | 
osophy.” | 
What ads get the highest reader- 
ship from doctors? Dr. Kilpatrick | | 
reported that studies indicate that 
the doctor values most highly those 
ads “which translate what to use, | 
how much to use.” 
Dr. Kilpatrick said he recently | 
examined 20 illustrated ads which 
had shown high readership and 20 | 
illustrated ads with low readership. | 
“In the high readership group,” | 
he reported, “14 of the illustrations | 
implied action; six of them were | 


passive. In the low readership | 


were passive.” . 


VITAMIN E 
MINERAL 


IAL 


| PRETTIER—-Borden Co. is putting its 
\“new” Hemo in a redesigned tin 


stead of a semi-medical appeal. 


.N. Y. Shops Get 
47% of Total U. S. 


| Agency Income 


Atspany, Feb. 26—The domi- 
s|nant position of New York state | 
S\in advertising and publishing is 
underscored in figures just re-| 
| leased by the state department of 


|; commerce. 


largest trade in the 


service” category 


sons. 


1954, the state department of|and consulting services, 


billed a total of $1.5 billion. 

The review points out that of 
66 U. S. agencies with billings of 
over $10,000,000, 38 had head- 
quarters in New York City. Ad- 
vertising is reported to be the 
“business 
in New York 
state, employing about 26,000 per- 


The Empire State is also re- 
ported to have the largest con- 

In an analysis of the recently |centration of specialized trades 
| released U. S. Census of Business related wholly or in part to the 
and Industry, covering the year | advertising field, such as business 
market | 
| commerce notes that $47 out of | research services and other com- 
|every $100 received by advertis-| mercially operated research or- 
a . | ing agencies throughout the U. S.| ganizations, testing labs, photo- ; 
group, seven implied action, and 13 |@™Phasizing appetite-appeal in-| went to companies in New York.| graphic and art services and du-| New York. In addition, New York 
New York advertising agencies | plicating and mailing businesses. 


One is for television . . . one is for radio. They go 
together. Most homes have both — and use both. 

They sell together, too. These days y@u don’t use 
television to reach one audience and radio to reach 
another. Most of the time they're selling to exactly 
the same prospects . . . but at different times, in 
different ways. Today, radio and television are a 
team. 

That's why today’s Nielsen-minded TV advertiser 
has come more and more to consider, in conjunc- 
tion with his basic TV buy, the ideally comple- 
mentary medium of network radio. He sees in net- 
work radio not the “old” medium of “filling in where 
TV isn’t” (a fast-shrinking 21% of U. S. homes), 
but a “new” medium that adds important audience 
in terms of TV homes not otherwise reached by the 
basic TV properties and adds important frequency 


we 


and multiple-home visits to those homes reached 
by TV. For example, special Nielsen duplication 
analyses show what ABC Morning Radio or ABC 
Weekend Radio add in one month to a prime TV 
franchise*: 


80-165% more 


30-50% more 


only 10-15% more 


New Homes Home Visits Cost 


TYP Basic Tv Buy IM Added by asc Radio 


That’s why today the new medium for television 
advertisers is network radio! 


% Based on actual duplication analyses of ABC Radio and representative TV shows — Studio One, 
Groucho Marx, Lawrence Welk, Robin Hood, Alfred Hitchcock, Do You Trust Your Wife?, etc. Special 


analysis of your TV franchise on request. 


rede network 


43 


A large part of the advertising 
business conducted in New York 
City is national in scope, the re- 
port says. It is the headquarters 
of the major national radio and 
television chains (ABC, CBS, 
| NBC) and 50 out of*the 80 na- 
tional publications with circula- 
tions of more than 1,000,000. 

New York state, the report 
Says, has more newspapers than 
|any other state in the nation: 119 
| dailies, 500 weeklies, 70 foreign 
| language, and 24 specialized in- 
| dustry, trade and organizational 
papers. 

It concedes, however, that two 
states—California and Pennsyl- 
vania—have more, dailies than 


lists 239 weekly magazines and 
other periodicals, 1,075 monthlies, 
234 bi-monthlies, and 145 quar- 
terlies. The total of all publica- 
tions in the state is 2,600. 


® Edward T. Dickinson, state 
commissioner of comrnerce, points 
out, “It is significant to note 
in this .connection, that while 
many of the large magazines 
edited and published in New York 
are printed in states more cen- 
trally located for national distri- 
bution, nevertheless, printing and 
publishing ranks second only to 
|clothing among New York state’s 
| manufacturing industries. 

“It is a $1.5 billion business with 
5,856 printing and publishing es- 
tablishments, exclusive of central 
offices in New York City. These 
employ 170,000 persons with an 
annual payroll of more than $831,- 
709,000.” 

In audio-video media New York 
state numbers 26 television out- 
lets and 157 radio stations. 

In another specialized field of 
advertising, the commerce de- 
partment’s review says, window 
display services rose 96.1% since 
the last business census in 1948 
to produce $5,778,000 in revenue, 
according to the latest official 
tabulations. 

“New York,” Commissioner 
Dickinson says, “is proud of its 
leadership in the advertising field. 
We recognize that advertising is 
one of the mighty forces that pow- 
er the business of this state.” . 
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NO COMPETITION 


No other competitive ads 
are run with yours. Your 
commercial message is 
one of only four. USE... 


THEATRE SCREEN 
| ADVERTISING 
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1032 Carondelet Street 
New Orleans, La. 
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DAVENPORT 


* PACE SETTER OF IOWA — with a retail sales gain of 
over $11,000,000 for the fiscal year ending June 30, 1956. 


* LEADER OF THE QUAD-CITIES — with » whopping, 
topping net buying income of over $158,282,000. 


REACH — SELL this rich midland mar- 
ket through DAVENPORT NEWSPAPERS. 
For the tenth consecutive year — First in 
lineage in all lowa and First in the Quad- 
Cities! 

Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE, AND EAST MOLINE, ILL. 


DAVENPORT 
NEWSPAPERS 


*. © EVENING 
mare 


National Distillers Products | 
Proposes Name Change 

Stockholders of National Distil- 
lers Products Corp., New York, will 
vote April 17 on changing the name 
of the organization to National Dis- 
tillers & Chemical Corp. In 1956} 
chemical operations produced 34% | 
of the company’s profits, compared | 
with 12% in previous years. 

This increase largely represented 
operations of the U. S. Industrial 
Chemical Co. division and a 60%- 
owned subsidiary, National Petro- 
Chemicals Corp. 


‘Phone Time’ Moves to ABC 

“Telephone Time,” sponsored by 
American Telephone & Telegraph 
Co., New York, will move from 
CBS-TV to ABC-TV beginning 
either April 4 or 11. The program, | 
whose billing is supposed to be 
about $3,500,000, will be changed 
from its present Thursday 6:30 
time to 10:30 p.m. N. W. Ayer & 
Son is the agency. 
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for the third consecutive year, the TOLEDO BLADE 
tops all other Ohio newspapers in Grocery Lineage 


TOLEDO BLADE Doily oud, Sudoy. TOLEDO TIMES Mowing 


Rist ak 8 Be & 


are the key 4 to the 
Billion Dollar Toledo Market 


1. Toledo Blade... 


5. Dayton News... 


8. Cincinnati Post... . 


11. Cleveland Plain Dealer 
12. Cleveland News . 
13. Columbus Citizen... . 
14. Columbus Journal. . 


MOLONEY, REGAN & 


and thee TOLEDO NEWSPAPERS 


(Including Local—Department Store Groceries—General) tions include information about 


2. Akron Beacon Journal...... 
3. Cleveland Preas............ 
4. Columbus Dispatch........ 


ree 3,663,861 advertising expenditures and sta- 
, , 
tion and network revenues, as 
well as receiver production, sales 
ORAL BAE Yee 3,337,717 a . 


6. Youngstown Vindicator Telegram ._. 
7. Dayton Journal............ 
9. Cincinnati Times Star...... 


10. Cincinnati Enquirer........ 


te Ey Se 3,267,434 
New Representative 
eee 3,203,314 Handles Six U.S. 
.3,087,819 Dailies in Britain 
Lonpon, Feb. 26—Mortimer Bry- 
ee 2,933,168 ‘ans, an American adman who 
worked in London for many years 
ree ee 2,267,829 prior to 1946, has organized a pub- 
lishers’ representative company 
here, and his first clients are six 
ey oF 8 2,218,202 major American newspapers. 
The papers are the Boston 
>. 1,876,379 Globe, Chicago Tribune, Detroit 
Free Press, Los Angeles Times, 
New York News and Philadelphia 
1,734,713 Inquirer. Two additional USS. 
dailies will be represented, Mr. 
tis. a5 SP 1,626,289 Bryans said, but he did not dis- 
close their names. 
Mr. Bryans, who has established 
eT Oe 1,502,986 headquarters at 27 Cockspur St., 
\said his newspaper clients will 
87,098 work with European manufactur- 


SEC ueivyd» 


page features relaxation with a 
| beer, underplaying the brand 
name. Barnes Advertising Agency, 
Milwaukee, is the agency for 
Kingsbury Breweries. 


| 
U.S. Had 6-Month 
Gain of 19 Stations, 


Says ‘TV Factbook’ 


WASHINGTON, Feb. 26—A _ net 
|increase of 19 U. S. tv stations 
during the past 6 months is re- 
corded in the 1957 spring-summer 
|“Television Factbook,” published 
this week by Television Digest. 
| The new edition, the 24th in a 
|semi-annual series, contains full 
|data on rates, personnel and fa- 
|cilities for 496 operating U. S. 
stations and 37 Canadian stations. 
It covers 22 new U. S. stations; 
/omitted are three stations which 
have suspended operations since 
publication of the 23rd edition six 
months ago. 
| In addition to complete listings 
|of U. S. and Canadian stations, 
|the “Factbook” includes informa- 
| tion about 347 other stations else- 
where in the world. Other sec- 


equipment manufacturers, re- 
search firms, unions, tv attorneys, 
consulting engineers, live and 
film program producers, and sta- 
tistical tables covering billings, 


.3,767,952 


ers interested in the American 
market. Through Mr. Bryans’ 

& \organization, they will supply 
these manufacturers with perti- 
/nent market data. 

Mr. Bryans recently returned 
to England from the U.S. Before 
the war he organized European 
marketing operations for Pepso- 
dent and later was head of N. W. 


7a Se | Ayer & Son’s London office. e 
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All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit keeps on growing! 


Grit is as lively as an Antelope (Calif., Kans., 
Mont., Oreg., Texas), as solid as Gibraltar (Pa.), 
as interesting as the passing Parade (S.Dak.), and 
as successful as the Dickens oda. Mo., Nebr., Me.). 

In 1956, it set new all-time records for both circu- 
lation and advertising. Circulation was up 30,000; 
now more than 850,000 families (4,000,000 people) 
read Grit. And national advertisers spent 16.2% 
more in Grit than ever before. 

Grit is designed for families in true small towns 
remote from the influence of major cities. Here is 
America’s least-exploited market, because it is the 
most difficult to reach. 

And Grit covers it as no other national publica- 
tion can. Over 74 years ago, the basic editorial 
appeals for doing so were conceived. Those appeals 
are so sound they have never been altered. Only the 
format and ‘‘feel’’ have changed—gradually, care- 
fully—as small-town tastes and reading needs have 
changed. 


What's more, Grit readers pay their own freight 
—advertisers don't do it for them. An astonishing 
90.15% of Grit circulation represents single-copy 
sales at 10c each—cold cash votes of confidence 
repeated 52 times a year. Grit subscriptions cost 
$3.50 yearly, and there are no cut rates or special 
incentives. Grit is, and always has been, financially 
successful. 

Because Grit offers solid value to readers, readers 
see and respond to the advertisements it carries. 
We've a whole storehouse of proof that Grit adver- 
tisers consistently increase their share of the valu- 
able small-town market. 

1957 is a Goodyear (Ariz.) for you to win sales 
and Goodwill (W.Va.) for your products in this 
Goodland (Fla., Ind., Kans., Minn., Mo., Tex.). 
Advertise in Grit! 

Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, Meeker 


& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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ILLINOIS’ 2nd BIG MARKET. 


See ro @ x 
Pareertoou: 


PEORIA ‘‘SETS-IN-USE’’ RATINGS TOP 
19 MAJOR TV MARKETS 


28.1 
night) 
47.6 Aug. 
night) 
HIGHER than 19 of the top 
major TY markets 


(compiled from ARB 11/56) 


Aug. (7 AM—Mid- Only WTVH blankets Peoria 
with CBS and ABC 

@ 14 of the top 20 shows 
@ 151 of 196 evening 


nours 


(5 PM—Mid- 
Ve 


(ARB 11/56) 
@ covers 18 rich counties 


WTVH Channel 19 Peoria, Illinois 


affiliated with Peoria Journal Star, Edw. Petry & Co., Natl. Reps. 


y, 


Bruce Payne Names Three | 

Bruce Payne & Associates, West- | 
port, Conn., management consult- | 
ant, has appointed Allyn W. Falls, 


|formerly director of research of 
|Forbes Research Inc., New York, 
| director of marketing research. He | 
| will headquarter in Payne’s New | 
| York office. The company also has | 
|named Joseph H. Hoyt and Herbert | 
|J. Hoelter senior associates. 


Mr. | 
Hoyt formerly was president of | 
SoundScriber Corp., New Haven. 
Mr. Hoelter previously was super- 
visor of marketing research of 
Lord Mfg. Co., Erie, Pa. 


KYW Names Wallis S.M. 

Ed Wallis has been appointed 
sales manager of KYW, Cleveland. 
Before joining the Westinghouse 
Cleveland stations as ad and pro- 
motion manager of radio and tv in 
January, 1956, Mr. Wallis held a 
similar post at WPTZ, Philadel- 
phia. He succeeds John McIntosh, 
who has resigned. 


oe a oo | 


Altogether bigger 
and differenter than 
you might think 
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i% million people to sell... 


Botl the Department of Commerce and the National Retail Drygoods Associa- 
tion have recognized that the Salt Lake Intermountain Market is indeed bigger 
and “differenter” and have designated this entire 4-state area with its 1% million 
prosperous prospects as one big market. Experience shows that you can reach 

.. and sell... this entire market effectively only if you use the coverage* and 
impact of Salt Lake's two great metropolitan newspapers. Use the combined 
power of these two papers to produce profits for you. 


*Reaches virtually every home in Salt Lake City; 7 out of 10 homes 
in most of Utah; and 5 out of 10 homes in the total 4-state market. 


Think bigger about Salt Lake . . . It'll grow on you. 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


Se 7s 


> DESERET NEWS ano 


Salt Lake Telegram (EVENING) 


Salt Lake City is just 
the beginning of the 
Intermountain Market. 


Not 
just 
Salt Lake 


just | 
Utah 


the entire 
4-state market 
with 1% mil- 
lion persons. 


COLOR IN MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


Advertising Age, March 4, 1957 


ROBERT J. FISHER has been promoted 
to advertising and sales promotion 
manager of the Mercury division 
of Ford Motor Co. Formerly man- 
ager of the advertising depart- 
ment, he succeeds T. J. Henry, 
who joined McCann-Erickson, De- 
troit (AA, Feb. 25). 


Clothing and Fabrics 
Led French Print 
Linage Last Year 


Paris, Feb. 26—Clothing and 
textile fabrics accounted for more 
linage in leading French news- 
papers and magazines in 1956 
than any other product category. 

According to figures published 
by the monthly Vente et Publicite, 
16% of the advertising space in the 
11 leading dailies and 26.1% in 
18 top-circulation consumer mag- 
azines was devoted to these goods 
last year. 

Next in order of advertising 
volume in daily newspapers were 
domestic appliances (13.5%), food 
products (11.5%) and household 
cleaning agents (10.5%). Auto- 
mobiles came well down in the 
list with 7.4%; they were topped 
by department stores (7.8%). 


® Altogether, the 11 newspapers 
covered by the survey carried 
about 11,000,000 column lines of 
advertising during the year. 

Clothing and textiles accounted 
for just under $8,000,000 worth 
of advertising in consumer mag- 
azines. They were followed by 
perfumery and pharmaceuticals 
($5,500,000), domestic appliances 
($4,200,000) and food products 
($3,300,000) . 

Lowest spenders, both in news- 
papers and magazines, were tour- 
ist and transportation advertisers, 
optical and photographic goods 
and office equipment. 

Though the survey does not 
claim to be complete, it provides 
a fairly accurate indication of the 
major trends during the year. e 


Who Owns Your 
Negatives? 


You don’t have to be a legal-eagle to 
enjoy the article “Who Owns Your 
Negatives?” in the March issue of 
ADVERTISING REQUIREMENTS. 
Written by an attorney with exten- 
sive advertising experience, the arti- 
cle clearly outlines the situation on 
the ownership and use of advertising 
photographs. May help you avoid 


| some mighty embarrassing, and cost- 


ly, mistakes. 

You'll find that each issue of AR 
helps solve your workaday problems 
of advertising production, promotion 
and merchandising. Covers all the 
things an adman must do except buy 
time or space. 

Your $3 check with this ad starts 
a year’s (12 issues) trial with the 
big, informative March issue. Money 
back guarantee, of course. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


aie paviilel wire ? bic a a ae Lo ball iret alle a ia vee : ee = Pe eee a ae Wage — 
ne a a ee ee a eo en 
cw: 46 eC 
: F ” F re 
i a <j fa . 
etl a | 
a we 
: ‘/ > o' . i ’ 
" a > > | } 
aah <& 
seco SA &£ 
; e) » 
a THE SALT LAKE INTERMOUNTAIN MARKET ee 
es ie’ An A A> AL ZA 
ba 3 tase ‘ 
oa I, < \ _ Tim Dy WA So pm bi, . 
i SE ' Ab, ' i Co. y \ , 
aw else) ee 7 | 
i a 1& ~ 17 ait > , Pa, “by 
| t VES FB |= , 
poi i > So 4, ~ la 
Seve i Gi ; ame 7, 
ie = & \A SY AA By ¢ 
aa 4 ) oF wall Mie Xf ww 
oo ‘ as bua g = CY) aS “4 <s | 
2 Pe d % 
a . zs RE) SSSR 2? y ’ 
2 ? : EA, 7 DZD ( i 5 q 
ig 7 yx § > ow SS py Zh A) 
fae \< a OS ae ap. b) >. ¥ 
ig a 7a . “ er ” =a a LP I, 4) ' 7) | = 
a na. 2 On LE Zt al An “ 
BN 1) Si -— ~~ ‘iB _ Y = | x : 
ia ——> (HG ow 1 Pye MERZ y - ~ ’ 
fo oy es THY / — >" S A. <A vi NS ; 
a. om we Gah LEE tens <A ~Sb Ox | " 
et oy — poy # : i RANTS ant ‘4 { x WN | 
ah JE Nae Eieseses! y/ ~ hy JF int : 
os “Eo aieieit: 
os CA > 7 ( i} ote “ NN 2 
a3 &. 6 7///! |) 
es ee 
one aaa z 
ae ry. ©, . 
+ ee: ; 
ai Sag OPT can Not 
errs e 
ne ee . | 
me Be. exne) ; 
fy a 3 —_—_———— ae maXxX—_—_—_—_—_—_—_—_—_—_—_—_—_—_—_—_—_—_—-—— t™ nl 
ce Ne 
¥ £ J : : é en | 
“4 - or i abil : as “ oe ee eee eS ae iste a act ba a Ss eae a a i ar a a a at his ee ‘ om is 
ree ee ee ee ee Ne 
ile Osa el A. ARE palace raglan Lone Mey RA 


Sets and 
Props 


Animation 
and Titles 


Wardrobe 
and Make-up 


Camera and 
Lighting 


Laborat 
Story Boards mo 


Special 
Effects 


eal 


)...0n a golden platter! 


MGM-TV OFFERS THE WORLD’S GREATEST 
STUDIO AND ITS FABULOUS FACILITIES FOR 
THE PRODUCTION OF TV COMMERCIALS! 


For the first time—all under one roof—the tremendous The same animation department which has consistently 
physical and technical resources of M-G-M's 185-acre won awards for its “Tom and Jerry” and other cartoons 
Culver City lots are yours to command. can now create characters for you. 

Here is a city within a city—giant stages and sets, prop All this at competitive prices. Your inquiries are cordially 
and make-up departments, story development, research invited — today! 


experts—and much more. 


The most modern camera equipment and M-G-M's own 
laboratory are geared up and ready-to-go to give you 


split-second action on the production, processing and RA Cy M/A 


“on-time” delivery of black-and-white or color TV film 


commercials. A SERVICE OF LOEW'S INCORPORATED 
1540 Broadway, New York 36, N.Y. 
The personnel and artisans employed on your commer- JUdson 2-2000 


cials or industrial films are the same people that have V Virgil “Buzz” Eltswortt 
made M-G-M the most famous trademark in the history Director of the Commercial and industrial Dept. 
of entertainment. M-G-M Studios, Culver'City, Calif., TExas 0-3311 
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“Oldsmobile Advertises in BOTH 
the Morning & Sunday Herald” 


. says Harold W. Rockwell, General 
Manager, Row Motor Sales, Grand Rapids’ 
oldest Oldsmobile dealership, 


“and we like it that way. The Herald's Sunday-Daily Combination 
affords two insertions at one low rate, and has helped us obtain 
maximum results from our Grand Rapids newspaper advertising 
. « + results, for example, which won me a free Rose Bowl trip 
for our 1956 Oldsmobile sales performance." 


The Grand Rapids Herald 7 


MICHIGAN Member of Federated Publications 


Furniture Capital 


REPRESENTED NATIONALLY BY 
of the World 


SAW YER-FERGUSON-WALKER COMPANY 


Procter & Gamble 
Is ‘Best Managed’ 
U. S. Company: AIM 


New York, Feb. 26—Procter & 
Gamble Co. has been cited as the 
best managed company in the U.S. 
by the American Institute of Man- 
agement in a special management 
audit released last week. 

P&G has appeared in AIM’s an- 
nual list of the ten best managed 
companies since the institute first 
began issuing its comparative rat- 
ings seven years ago. This is the 
first time the institute has cited a 
top ranking company. 

In awarding P&G a total of 9,530 
points out of a possible 10,000, 
AIM asserts: 


“P&G has led in social changes | 


among employes for three genera- 
tions. It was one of the first to 


|introduce disability benefits and 


stock ownership by employes. It 
has probably the oldest profit- 
sharing plan in continuous exist- 


ence in the country. Since 1923 its | 


Louisville’s 


BEST KNOWN FIGURE 


He’s the WHAS-TV Channel 11 figure, reminding viewers in this 


instance of WHAS-TYV’s popular 6:00-6:15 pm, Monday through 


Friday interview program, “Small Talk”. At other hours he 


addresses a typewriter and becomes a sportscaster to promote 


another WHAS-TYV production, “Sportraits”. 


Many local and national advertisers recognize the value of 


participating schedules on these and other well-produced 


WHAS-TV shows. The Channel 11 figure constantly reminds 


viewers of WHAS-TV’s excellent programs. 
He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 


of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 


16,000 WATr< 


|foundation organized 


clever you! 


iy Pawn ase 


FoxY—Here is one of the first of a 


| series of color pages for Baltimore 


Luggage Co. The series is sched- 
uled for fashion and travel maga- 
zines starting in March. Daniel & 
Charles, New York, is the agency. 


guaranteed employment plan has 
assured employes covered by the 
plan at least 48 weeks of work a 
year. 


es “The company has remained 
competitive, and has maintained 
growth and stability in sales and 
earnings of the highest order. 

“Its board of directors is such 
that membership thereon is con- 
sidered an honor among business 
men everywhere. 

“Its research has led the indus- 
try for generations and was one 
of the first established in America. 

“Its continuous improvement of 
the manufacturing of products has 
constantly lowered costs and kept 
the advance in prices behind the 
advance in the general price level. 

“Fiscal policies at P&G have 
helped to give the company the 
highest credit rating. 

“Sales contacts with almost 
everyone in America have shown 
constant growth and a surprising- 
ly small amount of irritation con- 
sidering the nature and volume of 
the business. 

“Management structure has been 
changed constantly to meet chang- 
ing requirements. 


® “Relations with stockholders 
have been uniformly good. 

“The executive team is young, 
unified, and dynamic. Top officers 
are given responsibilities at a rel- 
atively early age, and, although 
the pressure is great, they give the 
company a continuity of manageri- 
al direction without frequent 
changes. 

“There are no blind spots in 
management efforts, because the 
executives are open-minded and 
as big in their attitudes as in their 
emoluments.” 

AIM is a non-profit research 
in 1948 to 
advance the profession of manage- 
ment. . 


Marzich Is Ad Manager 

In a caption with the photograph 
of Frank J. Marzich (AA, Feb. 18), 
it was stated that Mr. Marzich has 
been named advertising and sales 
manager of the Bireley’s division 
of General Foods Corp., Holly- 
wood. Bireley’s has reported to 
ADVERTISING AGE that its news re- 
lease was in error, and actually Mr. 
Marzich is advertising and sales 
promotion manager of the Bireley’s 
division. 


Ag Ad Club Ratified 

A new Chicago advertising club, 
the Agricultural Advertising Assn., 
will become a permanent organiza- 
tion at its next meeting, March 4. 
Formal action was taken ratifying 
a committee report at the February 
meeting of the group. D. R. “Spec” 
Collins, Marsteller, Rickard, Geb- 
hardt & Reed, has been serving as 
temporary chairman. 
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Which of the 
‘Top 10° magazines 
has the 
lowest cost 
per thousand 
circulation ? 


ANALYSIS OF COST PER THOUSAND 
FIRST 10 MAGAZINES 


Here are the latest figures from Standard Rate & Data 
RATE BASE RATE PER B&W = COST ~PER PAGE 


PUBLICATION CIRCULATION PAGE (1 TIME) PER 1,000 CIR. 
TU Gee astra PTR . 4,000,000* $ 8,000.00* $2.00* 
Cg ES ee ee ee 10,700,000 29,000.00 2.70 
Good Housekeeping. ... aan 4 3,400,000 11,500.00 3.40 
ae ae . 4,700,000 15,900.00 3.40 
American Home........ . 3,100,000 10,640.00 3.43 
Better Homes & Gardens... 4,200,000 15,410.00 3.68 
Se ae . 4,200,000 16,570.00 3.95 
Ladies’ Home Journal. . . 4,850,000 16,740.00 3.96 
Saturday Evening Post. . 4,850,000 19,780.00 4.08 
| eT oe .... §,600,000 23,080.00 4.15 


ieee | 


Re ee ee ee ee ee 


SURPRISED? You'll be even more surprised when you get the 
full TV GUIDE story. 


Because it reports, pictures, programs, analyzes and interprets the 
most important new influence in American lives today, TV GUIDE 
has grown faster than any magazine in history. Total circulation is 
now over 5,000,000 copies weekly — with the lowest cost per 
thousand of any of the “Top 10” magazines! 


You can buy the full national edition, or any of 44 regional editions. 
Want to know more? 


The weekly magazine the whole family reads every day... 


TOTAL CIRCULATION NOW OVER 5,000,000 — pusisHer’s ESTIMATE 
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‘Standard-Triumph 
to Hit U.S. Hard 
With Auto Drive 


New York, Feb. 26—Equipped 
with a new ad budget (50% higher 
|than last year) and a new agency 
(Gore-Serwer Inc.), 
Triumph Motor Co. aims to sell 


No. 80 of a series 


The NEWS of the ROCKIES 


The retail Jewelers of Denver placed 
66.5% of their 1956 linage in the 
Rocky Mountain News. This is lead- 
ership. 


(Media Records) 


Standard-| 


wee 
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more than 4,000 Triumph sports | 


|}cars here this year. 


If it reaches this objective, the | 
| British motor company may vault | 


into second place in the foreign 
|sports car market. It currently 
|ranks fifth, behind MG, Jaguar, 
| Austin-Healey and Mercedes- 
| Benz. 

| Of the imported sports cars, only 
| MG has ever managed to sell more 
than 4,000 units here in any single 
| year. 

Standard-Triumph will be 
spending roughly $300,000 in 1957 
|in an effort to improve its position. 
be will be using, for the first time, 
bleed pages in The New Yorker 
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(FHA January 1956 Report) 


Beautiful, bustling Tulsa . . . Oil Capital of the 
World, and fast gaining new fame as the Water 
City of the Southwest . . . is perched right in the 
center of the billion-dollar Magic Empire. Tulsa’s 
water supply is geared to twice its present popu- 
lation; in fact, the source of supply will meet 
the demands of a million population. 


Metropolitan Tulsa’s 321,241 residents also 
share an effective buying income of $528 million 
dollars; Get YOUR share of this rich market by 
advertising in the Tulsa World and the Tulsa 
preferred reading of *169,185 
people in the fabulous, billion dollar Magic 
Empire. 

*9/30/56 ABC Publisher’s Statement 


Tribune 


Ik CAPIT 


risa ORLD TULSA 


‘REPRESENTED NATIONALLY BY @ THE BRANHAM 
ES OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. 


Tribune 


Sn SS 


MPP 


and Sports Illustrated, beginning 
in the first April issues. 


® In addition, there will be sched- 
ules in Motor Trend, Road & 
Track, Sports Cars amd Sports 
Cars Illustrated, plus local market 
programs calling for large-space 
newspaper ads, outdoor and radio- 
television spots. 

This will be Triumph’s fourth 
year in the American market. In 
1954, the introductory year, 950 
Triumphs were sold; in 1955, 1,300, 
and in 1956, 2,400. 

Standard-Triumph, importing 
subsidiary of Britain’s Standard 
Motor Co., recently appointed six 
new eastern distributors (one- 
third of the company’s sales has 
been on the West Coast) and 
strengthened its parts-and-service 
facilities nationally. In line with 
this reorganization, the company 
felt it needed a fresh advertising 
approach. Hence the decision to 
leave Morey, Humm & Warwick, 
its previous agency, for Gore- 
Serwer. 


® One of the features to be pro- 
moted heavily this year by Gore- 
Serwer is the Girling disc brakes, 
now standard equipment on the 
Triumph. Ads will also spotlight 
the $2,625 port-of-entry price. 
Alan Bethell, exec vp in charge 
of American operations for Stand- 
ard, told Apvertistnc AGE that a 
recent survey of Triumph owners 
belied the wide-spread impression 
of the sports car owner as a pluto- 
crat with a fleet of automobiles. 
Mr. Bethell said results of the 


What’s The 
Latest in 


Fluorescent 
Inks? 


Things have been happening so fast 
in this area that ADVERTISING 
REQUIREMENTS takes time out in 
the March issue for a thorough look 
at the new jobs fluorescent inks are 
doing, the new inks, and how they 
are being used. 


In the March issue (and in every 
|issue) each article is of the rolled- 
| up sleeve variety—there to help you 
|do a better workaday job of adver- 
tising production, promotion or mer- 
chandising. 

See for yourself by clipping this 
ad, attaching $3 and mailing today 
for a year’s (12 issues) trial starting 
with the March issue. Money bac 
if you're not delighted with AR. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 
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| SAY THERE—A 
couple ogling the 
Triumph sports 
car is featured on 
this bleed page 
scheduled for The 
New Yorker and 
Sports Itlustrat- 
ed. It is placed by 
Gore-Serwer, 
New York, new 
agency for 
Standard - Tri- 
umph Motor Co. 


. & 
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survey showed that 37.8% of Tri- 
umph owners have no other auto- 
mobile, with 50.1% owning one 
other. Also 18.1% of owners have 
incomes of less than $5,000; 32.8% 
have incomes between $5,000 and 
| $7,500. 

One of the privileges of owning 
a sports car is the opportunity to 
join a club. Standard-Triumph 
|maintains an owners’ club. The 
|membership fee is $2 and one of 
| the emoluments is a badge. 7 
BRITISH GM UNWRAPS 
NEW VAUXHALL VICTOR 

Lonpon, Feb. 26—General Mo- 
jtors Corp.’s British subsidiary, 
Vauxhall Motors, took the wraps 
|off its latest model, the Vauxhall 
| Victor, this week and signaled 
GM's entry into the light car mar- 
ket. 

Vauxhall unveiled the Victor be- 
fore 2,400 British auto dealers and 
hundreds from overseas in what 
British motoring correspondents 
described as a “fantastic show” 
and “the biggest bonanza ever to 
launch a new car.” 
| The Victor, a four-door, four- 
cylinder sedan, has high speed 
combined with low gasoline con- 
|}sumption. It’s a sleek auto with 
| shining lines—and marks a sharp 
| departure from previous Vauxhall 
| models. 

The new car was introduced at 
a two-and-a-half-hour musical 
|show featuring top British stars 
‘and the band of the Grenadier 
| Guards. Then came a fanfare and 
|}a parade of girl models to intro- 
|duce the Victors—in all eight 


Vauxhall put $14,000,000 and 
five years of research and design 
into producing the Victor. New 
| factories and assembly lines have 
| been set up to turn out the auto. 


® The Victor is American in de- 
sign—long and very low, with a 
wide panoramic windshield. It will 
| sell for £485 ($1,358), but pur- 
chase tax will boost the price in 
| Britain to £729 ($2,041). 
| The new models already are 
| coming off the production lines at 
Luton, Bedfordshire, and will go 
lon sale at the end of February. 
Tying in with the marketing, 
| Vauxhall is launching a massive 
|advertising drive, using national 
|newspapers and trade periodicals 
“on a big scale.” The advertising 
is being handled by W. S. Craw- 
ford Ltd. . 


| Ansel Opens Film Studio 

| Jerome V. Ansel, formerly pro- 
|duction manager of Sturgis- 
_Grant, New York, has opened his 
|own tv film studio, located at 45 
|W. 45th St., New York, under the 
jname Ansel Film Studios. He will 
|specialize in tv commercials. 
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Nielsen Radio | 
Two Weeks Ending Jan. 26, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (572) | 
1 People Are Funny (Participating, NBC) .........cc.cccccccccsesssseseesvensesencesnnnenene 1,288 | 
2 ee ee ee ee ede 1,240 
3 Great Gildersleeve (Participating, NBC) ...........c.cccc:ccssecsessseseeeesneessesnenennnes 1,193 
4 Gunsmoke (Liggett & Myers, Sum., CBS) .........cccccccccccsesecsessnseseseseesensesennenee 1,049 
5 True Detective Mysteries (Participating, MBS) ..........cs.sssersseneeeenernens 859 
6 Allan Jackson-News (Chevrolet, 8, CBS) ........ccccccccccccssecssssesveneencesenencesnene 811) 
7 Dampemtets Herticiain, WG) scciccecsscsocensscecigscnnciocsscnsisicsnssttinissesaeesailion 763 | 
8 Commments. SP Gomcte. Cain, FOG) osiscccceccesivasensitecarceessnisisiitiattatttanintnsaniias 763 | 
9 Official Detective (Participating, MBS) ............c-cccsssesssssseerenssernnensennnencenenne 716) 
10 Bob & Ray (Participating, Sat., 8:15, NBC) ........cccccccsessessssensrereneecseenenee 668 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (716) | 
1 Lowell Thomas (Delco Batteries, CBS) .......cccccccccsceccsescessserereneeserseneneneeeens 

2 News of the World (Miles Labs., NBC) .. 

3 One Man's Family (Participating, NBC) ......:s...ccccssssessnesersesennnnnnnnesrsnannnes 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,145) | 


1 Helen Trent (Several sponsors, second half, Mon. & Thurs., first week; 

a RR SEE kn 
Arthur Godfrey (Norwich, 11:15 a.m., Fri., first week, CBS) 
Arter Garey Gilaian, 02 Gian, Fel, COU) sicisicsencicticrericecscctscscccnsesscctszias 


2 

3 

4 Arthur Godfrey (Mutual Benefit, 10:30 a.m., Tues., CBS) ..........0cccceee 
5 Ma Perkins (Lipton, second half, Mon.-Fri., second week, CBS) ... 
6 
7 
8 


1,765 
Arthur Godfrey (Chun King, 10:45 a.m., Fri., first week, CBS) ................ 1,717 | 
Young Dr. Malone (Scott, first half, Thurs. & Fri, CBS) ....cc0ccccccccceccceees 1,717 | 

Our Gal Sunday (Colgate, first half, Mon.-Fri., first week; 
iy SE , CD hcesahahdctscnctsicenenaticsnonsevnincnicinnladteanibihdaneimnias 1470 
9 Our Gal Sunday (Scott, second half, Wed., CBS) .o..cccccccccccccccscesseeseesneeee 1,670 
10 Arthur Godfrey (Norwich, 10:45, Tyes., CBS) oooccccccccccccsccecsssseeseesseeeeenenes 1,622 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (429) 
1 Woolworth Hour, (F. W. Woolworth Co., CBS) nc.ccccccccccccccccccesccececeereneees 1,288 
2 Robert Trout-News (Chevrolet, 10, CBS) 859 
3 Robert Trout-News (Chevrolet, 12, CBS) 763 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (811) 
1 Smee. CORRIINOS Thy TORIES, EE pschctecepresscvechieentnssncceveesevbosanncosseesisccenctnabes 1717 
2 ny, Wa, CUI co cssinnbbnsnssebeepooctbdateatensonebionan 1,240 
3 ee Se 8 -  eEEEa 1,193 


* Number of homes reached is based on 47,700,000, the estimated March 1, 1957, 
total U.S. radio homes. 


+ Homes reached during all or any part of the program, except for homes listening 


only one to five minutes. For a program of less than 10-minute duration, homes listen- | 


ing one minute or more are included. 


Hearst Newspaper Sets vertising. The Seattle paper has 
ROP Color Discounts scaled the discounts from 5% to 
The Seattle Post-Intelligencer | 20%. The maximum applies to 50 
has announced setting up of fre- | Pages, and the minimum to 10 
quency discounts on full-page Pages used within a year. 
r.o.p. color advertising, beginning, At the same time, the Post-Intel- 
May 1. It marks the first time that | ligencer will advance its general 
any Hearst newspaper has estab- | rates 4¢ to 61¢ a line daily and to 
lished a frequency discount on ad- 67¢ on Sundays. 
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“RENDER TO CAESAR...” 


...- AND TO YOUR CLIENTS, THE PERFECT 
ENGRAVINGS THEIR ADS CALL FOR. 
USE DOT FOR BEAUTIFUL COLOR, 

OUTSTANDING BLACK AND WHITE. 


Dal Engravers, Ine. 


600 W. VAN BUREN ST. CHICAGO 7 
STATE 2-5367 
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in Newark 


If you've been thinking of Newark only as the 
“last station stop before New York,” better take a 
closer look. It might surprise you. 


Population in the Newark 3-County Market 
(Essex, Union and Middlesex Counties) has grown 
to 501,800 families—an increase of more than 
110,200 families since 1945. During the same 
period, retail sales increased 92%—to a fabulous 
$2,036,419,000. Families in the 3-County Market 
now have a net income of almost 3! billion dol- 
lars—-an increase of over $1 billion in the past 
decade. This tri-county area now represents the 
6th largest market in the nation, topped only by 
New York City, Los Angeles, Chicago, Detroit 
and Philadelphia. 

The Newark economy is one of the strongest and 
most diverse in the entire nation. Its industrial 
scene is remarkable both for its unusual magni- 
tude, and for the presence of principal producers 
in almost every phase of American manufactur- 
ing. Practically every type of industry exists 
within its boundaries. 

If you want your share of the big boom in the 
Newark market, PARADE and the Newark Star- 
Ledger will give it to you. Each Sunday they call 
on nearly half of all the homes in the area. Each 
Monday they begin to move goods off dealers’ 
shelves all across town. 


PARADE... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


How big is [EET 


in Newark? 


(Per cent of families reached :) 


LOOK.........8.7% 


POST.........8.9% 
LIFE.........16.6% 


PARADE....42.4% 


Newark 3-County Market 
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Represented nationally by Moloney, Regan & Schmitt 
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© This year, home remodeling sales of $18 bil Bn will exceed new 
construction. ; 


© With big building remodeling, this means an unparalled $6 billion 
market for plumbing, heating and cooling. 


®@ If you get behind the program Se udvertise and promote — you 
can be sure of getting | 
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Start Your Bi 


g Push in the M 


Remodeling Issue of 


OMESTIC ENGINEERING 


The destiny of your company in 1957 depends upon your 
ability to sell the contractor-dealers who sell remodeling. 


Now, for the first time, remodeling is the “bigger half” of 
the market. The better half, too, because it demands better 
products, sold at higher profit. 


Domestic Engineering readers command this market. Do- 
mestic Engineering first dramatized the market (the famous 
Bay City Story); and has been busily engaged in teaching 
readers how to sell it (The Book of Remodeling, the Re- 
modeling Sales Kit, the Bay City film strip). 


Comes now THE BIG PUSH issue in May. It’s timed to 


coincide with the greatest remodeling month (Plumbing, 
Heating, Cooling Month) in the biggest remodeling year. 


It will announce the Big Push Remodeling Sales Contest, 
in which you can take part. And, for the industry itself, it 
will be the post-graduate course in remodeling. 


Among manufacturers, the market belongs to those who sell 
it as a market, individual and distinctive. And this is your 
decision — to advertise and promote and get your share, or 
to let it go to companies who do. 


Want your share? Then sell the men who sell remodeling. 
Sell the Domestic Engineering reader, starting in the May 
BIG PUSH issue. For full information, wire collect, or... 


Consult Your Advertising Agency 
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©: PDomesnc Encincerinc 


1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


AIR CONDITIONING - PLUMBING - HEATING - COOLING - INSULATION - APPLIANCES 
INDUSTRIAL - COMMERCIAL - INSTITUTIONAL - RESIDENTIAL 
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SAVE 50% 


ON THESE PI, ADVERTISING BOOKS 


We made oa special purchase of these 

NEW P.1. books ... you save 50%. 

Supply is limited, so order now, ppd. 
Title list 50% 


OFF 
A—Case Histories of 
Successful Advertising $2.40 


B—Adv. Agency Financial 
Management & Accounting 


C—Mass Marketing To The 
“400"" Mass Retailers 


O—Sales & Adv. 
For The Small 


&—The Modern Law of 
Advertising & a tharketing 


F—Cutting Sales Costs 
(more than 800 ideas) 


G—Check List of Advertising 
Essentials 


H—Selling To and Through 
New Depart rtment Stores 


1—After Hours (100 contributors) 


J—So You're Going To Choose 
An Advertising Agency 


K—Adv. Work Told With Pictures 
(size 8% x 114%") 3.75 


Please send cash or check with order to— 
POST-WAY BOOKS ® Dept. AA-! 
30 East 20th Street @ New York 3, N.Y. 


$4.75 
5.00 2.50 


5.00 2.50 


rtunities 
anufacturer 4.50 


2.25 
2.50 
2.50 
2.40 


Philip Morris 
‘57 Spending to 
Hit $20,000,000 


(Continued from Page 2) 


|also is co-sponsoring (since Jan. 
|3) “Playhouse 90,” 


the CBS-TV 
drama series, which is broadcast 
over 128 stations every Thursday 
night. 


® The Parliament brand is rep- 
resented on tv by co-sponsorship 
of the Mike Wallace “Night Beat” 
interview show (ABC-TV), which 
will be seen beginning April 28. 

Currently on a swing through 
southern states is the traveling 
“Philip Morris Country Music 
Show,” featuring radio and tv 
stars, recordings and motion pic- 
tures. It started in Richmond, Jan. 
6. It charges no admission fee and 
has been heavily attended. Each 
Friday night the show is broadcast 
for half an hour over a southern 
regional radio network. 

“The company’s advertising 


{programs during 1956,” Mr. Mc- 
Comas says, “reflected steps taken 
during the prior two years to pre- 
pare for major marketing efforts 
on each of its brands, such as the 
appointment of separate agencies 
to handle each of them as an in- 
dividual and distinct marketing 
problem. 

“Along with other costs in the 
general economy,” Mr. McComas 
adds, “advertising costs rose dur- 
ing 1956. However, paralleling 
these rising costs, there also has 
been a significant increase in the 
company’s total impact upon the 
public. 


s “As we support five brands in- 
stead of the one brand we sup- 
ported just a few years ago, we 
are embarked on the strongest ad- 
vertising program in our compa- 
ny’s history.” 

In 1956 Philip Morris Inc. set a 
new sales record, 15% ahead of 
1955, “against an average industry 
dollar increase of 4%,” Mr. Mc- 
Comas points out. 

Consolidated sales of Philip 
Morris Inc. for calendar 1956 
amounted to $326,814,554, and its 
net income amounted to $12,763,- 
26i—a 12% increase over 1955’s 


* 
From the day we opened our doors, we promised everyone 

* genuinely wet proofs as can only be pulled on a four color * 

¥ proofing press. To live up to that promise we have just % 
added our third 4-color proofing press.* 

* We shall never deceive the clientele who have been so loyal. * 
x» In two years we have become Chicago’s most startling en- * 
graving success. We like to think it’s because we play the 
* game straight with those who have placed their trust and * 
. important engraving assignments in our hands. x 
» HUTCHINGS & MELVILLE INC. *% 
4043 N. Ravenswood Avenue, Chicago 13 EAstgate 7-9220 
* SELLING AT THE POINT OF IMPRESSION * 
— * 

photoengravers 
, aM ij 
* *Several of the big publishers have told us they love us for this. * 


* * * * * 


* * * * * * 


* * * * * 


Advertising Age, March 4, 1957 


Ads We Can Get Along Without . . . No. 4 


NAME 
BRAND 


DIAMOND 


The World's 


with the purchase 
of every WALCO 
Diamond Needle, 


you receive 
Your choice of 
OR any one record on 
FREE the world-tamous 


FREE 


The Demand is So Great—We're Continuing This Offer For A Limited Period! 


San GBOQIDY 


Largest Record Dealer 

offers the folowing for a limited period~-WALCO Diamonds 
Your Choice of ANY ONE RECORD in 
Our Regular Stock (up to $6.00 list) 
Westminster LAB Series 
| es Ee 


NEEDLE au °90* 


list price 
$750 


MOSTLY ANNOYING—This “tricky headline,” from a New York news- 
paper, is the kind that makes people suspicious of advertising. You 
can’t buy a diamond needle from Sam Goody “for about $9”—the 


cheapest one advertised is $16.50 


, with which you get a “free record 


up to $7.50.” 


1et of $11,526,261 on consolidated 
sales of $286,218,646. 
In its 1956 report to stockhold- 


ers, the company devotes a center | 
spread to a display of its current | 


advertising, with credits to its four 
agencies. 

N. W. Ayer & Son is the agency 
for Philip Morris regular and long 
cigarets. Leo Burnett Co. handles 
Marlboro. Benton & Bowles has 


Parliament and Benson & Hedges. | 


Ogilvy, Benson & Mather handles 
Spud, a mentholated, filter-tip 
cigaret. 


s As previously reported (AA, 
Dec. 24, 56), “Important to Philip 
Morris’ increase in sales has been 
its policy of radically changing the 
packaging of its products.” Marl- 
boro, introduced in January, 1955, 


was the first of the company’s | 


brands to be packed in the flip- 
top, crush-proof box. In April, 
1956, Parliament entered the 
market with a new blend and 
similar package. It is being 
sold nationally. The old custom- 
box brand is now sold under the 
Benson & Hedges name. Last Au- 
gust, Philip Morris introduced na- 
tionally the long Philip Morris 
cigaret in the flip-top box. The 


ing policy of the company is re- 
| flected in the adoption last spring 
|of a brand manager system for 
each of its four brands. All of the 
new brand managers were elevat- 
ed from within the company. Sim- 
lilarly, a brand advertising man- 
ager was appointed for each brand. 

During the past year, also, the 
Philip Morris brand moved from 
| Biow-Beirn-Toigo, which closed 
its shop, to Ayer, and the revived 
Spud brand was given to the 
Ogilvy agency. 


8 Philip Morris is estimated to 
have spent about $18,500,000 for 
advertising in 1956. In 1957 this is 
expected to hit $20,000,000, Ap- 
VERTISING AGE was told. 

In brand rankings for 1956, pub- 
\lished at year-end by Business 
Week, the Philip Morris brand 
was shown in seventh place, com- 
pared with fifth place in 1955. 
Marlboro rose to tenth place in 
56 from 13th in '55 and Parlia- 
ment placed 16th, compared ~~ 
14th in 55. 


| Barium Names General PR 
Barium Steel Corp., New York, 

has named General Public Rela- 

tions, New York, to handle its pr. 


revived and re-packaged Spud is| Barium is a holding company; its 


now sold nationally. 
Part of the aggressive market- 


largest subsidiary is Phoenix Iron 
| & Steel Co. 


WILL YOU SMOKE MY 


NEW KIND OF 


30 Days at My Risk? 


By E. A. CAREY 


All I want is your name so I can write 
and tell you why I’m willing to send 
you my pipe for 30 days smoking with- 
out a cent of risk on your part. 


My new pipe is not a new model, not a 
new style, not a new gadget. not an im- 
provement on old style pipes. It is the 
first pipe in the world to use an ENTIRE- 
LY NEW PRINCIPLE for giving un- 
adulterated pleasure to pipe smokers. 


I've been a pipe smoker for 30 years— 
always looking for the ideal pipe—buying 
all the disappointing gadgets—never find- 
ing a single, solitary pipe that would 
smoke hour after hour, day after day, 
without bitterness, bite, or sludge. 


With considerable doubt, I decided to work 
out something for myself. After months of 
experimenting and scores of disappointments, 
suddenly, almost by accident, I discovered 
how to harness four great natural laws to give 
me everything I wanted in a pipe. It didn’t 
require any “breaking in." From the first 


puff it smoked cool—it smoked mild. It 
smoked right down to the last bit of tobacco 
without bite. It never has to be ‘‘rested.”’ 


AND it mever has to be cleaned! Yet it is 
utterly impossible for goo or sludge to reach 
your tongue, because my invention dissipates 
the goo as it forms! 


You might expect all this to require a com- 
plicated mechanical gadget, but when you 
see it, the most surprising thing will be that 
I've done all this in a pipe that looks like 
any of the finest conventional pipes. The 
claims I could make for this new principle 


PIPE 


in tobacco enjoyment are so spectacular that 
no pipe smoker would believe them. So, since 
“seeing is believing,”” I also say “Smoking 
is convincing’’ and I want to send you one 
Carey pipe to smoke 30 days at my risk. At 


the end of that time, if you're willing to give 
up your Carey Pipe, simply break it to bits— 
and return it to me—the trial has cost you 
nothing 


Please send me your name today. The cou- 
pon or a postal card will do. I'll send you 
absolutely free my complete trial offer so you 
can decide for yourself whether or not my 
pipe-smoking friends are right when they say 
the Carey Pipe is the greatest smoking inven- 
tion ever patented. Send your name today 
As one pipe smoker to another, I'll guarantee 
you the surprise of your life, FREE. Write 
E. A. Carey, 1920 Sunnyside Ave., Dept. 83-C, 
Chicago 40, Illinois 


‘ecamrpnee:, 
| ©. A. Caney, 1920 Sunnyside Ave., 
Dept. 83-C, Chicago 40, tilinois 


Then I will decide if I want to try it for 30 
Days at YOUR RISK. Everything you send is 


Please send facts about the Carey Pipe 
free. No salesman ts to cali. | 


~ State... 


| 
| 
| 
| 
i] Name 
I 
| 
l 
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Open to advertisers for the first time... but their 
consumer appeal is already proved! 


5 Better Homes & Gardens Idea Annuals 


Of course furnishing a house means tables 
and chairs, sofas and beds, draperies and 
rugs. But it also includes blankets, radios, 
silverware. And it involves stepladders, paint 


42 Bertier Hones 4 Geanerts 


Bertier {hemes A Cowriewn 


CRs | KITCHEN IDEAS | 


= a 


Closes: Aug. 15, 1957 
On Sale: Oct. 18, 1957 


Closes: Oct. 15, 1957 
On Sale: Dec. 18, 1957 


Your product may belong initor 2... 

or in all 5S of these powertul books! 
Right from the start, BH&G Idea Annuals have been standout 
successes. The editors have followed through with the same 
idea-power that stimulates the home-and-family-loving readers 


Le ee ee a ae 


Another success story from 


America’s biggest publisher of ideas for today’s living and tomorrow's plans... 


On sale: September 18 | 


le 


Next! 


HOME FURNISHINGS | 
IDEAS ANNUAL 


CLOSES JULY 15! 


brushes, vacuum cleaners. The readers of 
BH&G Home Furnishings Ideas Annual are 
eager prospects for every product that really 
contributes to making a better home! 


Closes: Nov. 15, 1957 
On Saie: Jan. 18, 1958 


Closes: Dec. 13, 1957 
On Sale: Feb. 19, 1958 


of the magazine, BH&G. But each Ideas Annual is a powerhouse 
of information on a single subject. Readers are in a do-it-now, 
buy-it-now mood. Your BH&G representative has facts to help 
you decide whether your product belongs in one or all of these 
selective, timely media. Why not call or write him now? 


Meredith Publishing Company 


Des Moines 3, iowa 


a _ 
STORY BOOK 


In3F% 
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Another Great ear fj 


... And Advertising Age Continues 


3,623,508 


FIRST IN TOTAL ADVERTISING LINAGE 
(12 Months, 1956) 


1,245,097 1,164,695 


382,473 


193,228 


3rd Publ. 4th Publ. 5th Publ. 


FIRST IN TOTAL ADVERTISING PAGES 
(12 Months, 1956) 


2,965 


460 


2nd Publ. 3rd Publ. 4th Publ. 5th Publ. 


First Choice of Newspopers First Choice of © First Choice of — 
and Newspaper Supplements Advertising Agencies Magazines Farm Publications 
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for Advertising! 


To Spearhead lts Promotion 


+ 456,442 
During 1956, more readers turned to Advertising Age than to any other journal in 3 
advertising—weekly or monthly. In 1956, more advertising linage, directed to adver- FIRST IN LINAGE GAIN 
tisers, their agencies and related fields, was placed in Advertising Age than in any 5 (12 Months, 1956) 


other publication in the advertising press. 


ot 


publication in the field of advertising and marketing. 


For where you find most of the important executives in the field turning for the 
week’s news, trends and developments—where you find most media placing their 
sales stories for maximum readership, impact and penetration — there you'll find 
sales and promotion results in record proportions. 


-143,871 : ae 
And statistics for 1956 are overflowing with this consensus by advertisers and ; 
agencies and the media serving them: That Ad Age is— 


1. The Best Bet For Information Important to Important Readers. With a paid i ae 
circulation of 36,916, with a total readership of 140,608, Ad Age not only gets ae FIRST IN PAID CIRCULATION 
read each week by the largest audience in the field, but by the greatest audience : lad si 
in advertising and marketing history. Among advertising agencies, for example, me 1946 1956 1956 
over 10,000 paid AA copies reach important agency executives each week. 5 ! e 
Survey after survey—some 44 in all conducted by outside organizations—have % 36,916 
consistently placed Ad Age Number | in preferred reading. 


: 
| 
Result: the greatest sales and promotion performance ever achieved by a single 


2. The Best Buy For Advertisers Selling To Advertising And Marketing. In 1956, 
advertisers in the advertising trade press directed 54.83% of their linage to 
Ad Age—more than the next four papers combined! And whether you meas- 

# ure it by linage, pages, or dollar volume—Ad Age ranks first with all major 

P media. Ad Age tallied a 456,442-line gain for the year, surpassing that of all 

other publications in its field. 


If you have a market, medium or service to sell to important advertisers and their 
agencies, take a tip from those who read and advertise in Advertising Age: 


“Average total paid circulation, A.B.C. 


It's the hottest publication in advertising / : : Pubishers Statement for six months 


ending Dec. 31, 1956. 


~ 426,034 LINES 


eh 


357,728 LINES 


First Choice of irst Choice o ‘hoice of Graphic Arts 
Business Publishers r Radio & TV Outdoor ond Car Card and Point of Sole Paper, 
Envelopes, Packaging Materials 


‘ 
THE NATIONAL NEWSPAPER OF MARKETING Adve rtis 1 ng Ag eacats.. STREET 
O11, ILLINOIS 


1 Yeor (52 isswes) $3 
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IN THE a MARKETS 
Bk Tule uskoge? of OKLAHOMA 


another... 


FIRST... 
100% MAGNAFACE for our rotary PLAN 


4e. X 48607 re 


More than 200 sq. ft. extra advertising space 
AT NO ADDITIONAL COST! 


Shleppey OutdoorAdvertising Co. 


322 EAST ELEVENTH ° TULSA 20, OKLAHOMA 


Do Advertising, PR Stifle Individuality? 
‘Yes,’ Says J. B. Priestley: ‘No,’ Says Gallup 


Toronto, Feb. 26—The effects 
upon people of modern advertising 
and public relations programs as 
exercised through newspapers, 


television, radio and other media | 
|worked well 


were discussed today at the winter 
conference of the Canadian Insti- 
tute of Public Affairs. 

Theme of the conference was 
“Buying and Voting—Who Makes 
Up Your Mind?” J. B. Priestley 
thinks people are being “persuaded 
and manipulated” into a mass cul- 
ture in which individuality and 
zest for life are disappearing. He 
likens it to the way the social in- 
sects went millions of years ago. 

Dr. George Gallup, on the other 
hand, says that despite all of the 
persuasion aimed at them, people 
make their own decisions and are 
far more intelligent than they are 
rated by the entertainment world, 
and by many newspapers and pol- 


iticians. 


es Mr. Priestley, British author 
and playwright, said stimulation of 
needs through advertising had 
while the North 
American continent was being 
brought under control. 

Now, however, the new tech- 
niques of persuasion and manipu- 
lation are so different from the 
simpler appeals of the past that a 


| difference of degree has become a 


difference in kind, he said. 
“These things,” said Mr. Priest- 
ley, “are so powerful that they cre- 
ate their own taste. In my lifetime 
I have seen character disappearing 
and zest vanishing. An atmosphere 
of sleepwalking is accompanied 
not only by loss of zest and in- 
dividuality but by a desire to live 
vicariously through films, tele- 


| vision and advertisements.” 


Worcester County 
families buy their 
drugs, drug sun- 
dries and cosmet- 
ics in FOUR types 
of outlets. 


| 


$995,082 in 
Variety Stores 


$4,579,2931 in 
Food Stores 


$18, 899, 000'' i in 
DRUG STORES _ 


A 34 million dollar 


*Bosed on report from Federol 


Reserve Bonk 1954 Census of 
Business. 
tBosed on Survey by Progressive 
Grocer 


tSoles Management Survey of Buy- 
ing Power. May, 1956. 
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Mark WORCESTER a 
MAJOR DRUG MARKET 
with -$22°203:000 in Drug Sales 


b 


WOW. #:25,09/ 266 


of them 


206 of them 
If you judge the Worcester 
Drug Market by Drug Store 
figures alone, or by the local 
wholesale drug picture, you 
miss sales of more than 
$6,142,000. 

Local level knowledge of 
this $624,927,000 retail mar- 
ket is a must for top-level 


decisions. 
(20%) increase over Worcester Telegrom-Gexette Circulation: Daily 159,666; Sunday 106,2 


The Worcester 


TELEGRAM ano GAZETTE 
WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


Advertising Age, March 4, 1957 


| While people might have more 
_motor cars, refrigerators and gad- 
gets, Mr. Priestley doubts that the 
standard of living in terms of real 
comfort, elegance and beauty have 
been raised. 


= Many newspapers, especially 
British mass circulation news- 
papers, aim at the lowest common 
denominator among their readers, 
the British author said. Because 
these papers give importance to 
certain things, readers become 
convinced that these things are 
important, he said. 

Dr. Gallup, director a the 
American Institute of Public Opin- 
ion, declared that the public can’t 
be hoodwinked. People are becom- 
ing more and more allergic to false 
or misleading advertisements and 
the trend is toward a more inform- 
ative type of advertising, said Dr. 
Gallup. 

Advertising is news about prod- 
ucts and the most effective adver- 
tisement is the one that gives peo- 
ple good, solid information, he said. 
“We are going through an eco- 
nomic revolution. The ill-housed 


and ill-fed people of the 1930s 
have largely disappeared,” Dr. 
Gallup declared. . 
Lily-Tulip Cup Boosts 


‘57 Trade Campaign 

The 1957 advertising campaign 
for Lily-Tulip Cup Corp., New 
York, now under way, has been 
stepped up to include an additional 
11 trade publications, according to 
Dan Mahony, director of advertis- 
ing, sales promotion and publicity. 
This brings to 42 the number of 
trade magazines to be used by Lily 
during 1957. 

A business press campaign, 
scheduled for Business Week, Na- 
tion’s Business, Newsweek, U.S. 
News & World Report and the Wall 
Street Journal, will feature experts 
in the coffee and tea fields testify- 
ing that Lily’s China-Cote cups 
“save the flavor” of hot beverages. 
Grey Advertising Agency, New 
York, is the agency. 


‘SEP’ Boosts Rates, Base 

The Saturday Evening Post, 
Philadelphia, will raise its rate 
base to 5,200,000, effective with 
the Oct. 5, 1957, issue, an increase 
of 350,000 over the present base. 
Simultaneously advertising rates 
will be increased from $19,730 to 
$21,205 for a b&w page and from 
$29,490 to $31,620 for a four-color 
page. 


CONNECTICUT'S 
BULL’S-EYE MARKET 


Bull's-Eye on 
Food Sales of 
$20,720,000" 


That’s your score in 
the rich Meriden & Wall- 
ingford market. It’s 97%, 
covered by THE RECORD & 
JOURNAL... not covered 
(please note!) by Hartford 
or New Haven newspa- 
pers. Get full market facts 
now. 


*SM '56 Survey 
The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Gilman, Nicoll & Ruthmen 
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Total Linage 


Gains and Losses 


1956 over 1955 


Pate 


STAR 


670,536 
Linage 
Loss 


ey 


NEWS 

: 673,926 

| Linage 
Loss 


RETAIL LINAGE | 


Gains & Losses 


1956 over 1955 


in 1954 in 1955 . 
and again during 1956 


the advertising trend was to 


the Washington Post and Times Herald 


More and more advertisers are recognizing the 
added sales importance of The Washington Post 
and Times Herald which has 415,000 Sunday 
circulation and 385,000 daily circulation — 
130,000 more circulation than the Evening Star, 
211,000 more than the Daily News, 124,000 
more than the Sunday Star. 

That’s why in 1956, The Washington Post 

and Times Herald had gains in total, retail and 


classified advertising, while both the other papers 
lost linage, and had a greater gain in general 
(national) advertising than the other 

two papers combined. 


> ae a oe oe ez ee oe ke ke 
een ae 4 aim dhe a da 3 ¥ ae 


GENERAL LINAGE CLASSIFIED LINAGE 


GAINS Gains and Losses 
1956 over 1955 1956 over 1955 


NEWS 
32,269 
LINES POST-TH 
es GAIN 298,357) 
GAIN iw? 


The Washington Post 


s 
7 
a ad 


Times Berald 


385,000 Daily Circulation * 415,000 Sunday Circulation 
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516 Statler Office Building, Boston 16, Mass. Bissell Carpet Sweeper Co., | 


VERMONT ALLIED DAILIES 


Barre Times 


Brattleboro Reformer * Rutland Tore Le Ta eee one tice |. use for the company over last 


Bob Dore Forms Rep Company. | 
Acquires Tobacco Network 


Bob Dore Associates, a new sta- | 
tion representative company locat- | 
ed at 250 Park Ave., New York, has 
been formed by Robert Dore, for- | 
merly of Forjoe & Co. and a for-| 
mer partner in Esmond & Dore, a| 
now defunct agency. 

Dore Associates has been named | 
to represent the 10-station Tobacco 
Network, Raleigh, N.C. This group 
of radio stations previously was 
handled by Weed & Co. The Tobac- | 
co Network is offered to advertis- | 
ers in combinations of five or more | 
stations. Mr. Dore also has taught | 
advertising research at Brooklyn 
College for many years. 


A $408 MILLION MARKET 


Bissell Uses TV Spots 
For market information address 


Grand Rapids, Mich., launches a 
five-week tv spot campaign cover- | _ 
jing 50 markets on March 25. This | 


-@ Bennington Banner a. 


agency. 


Advertising Age, March 4, 1957 


Burlington Tee represents a 50% increase in spot HERO—An earnest gentleman with a goatee and a paunch puts across 

| the “writes on everything” theme of Listo Pencil Corp., Alameda, 

year. N. W. Ayer & Son is the| Cal. The agency is Brisacher, Wheeler division of Cunningham 
| & Walsh, San Francisco. 


et more than 14! 


(of lowa’s Sales Potential) 


WHO gives you lowa’s 
Metropolitan Areas ('/3 of the Market) 
--- PLUS THE REMAINDER OF IOWA! 


lowa has six Metropolitan Areas 
which, all combined, do 35.8% 
of the State’s total retail sales. 


REMAINDER OF IOWA 64.2%! 


Sioux City —4.7% 
Des Moines — 10.4% 
Dubuque — 2.8% 
Tri-Cities — 9.4% 
Ceder Rapids — 4.1% 
Waterloo — 4.2% 


A number of radio stations can give you good coverage 
of ONE Metropolitan Area . . . but WHO gives you high 
coverage of virtually ALL lowa Metropolitan Areas, 
plus practically all the REMAINDER of Iowa, too! 


FREE MERCHANDISING! 


WHO Radio maintains one of the nation’s most com- 
prehensive and successful FREE merchandising services 
in 350 high-volume grocery stores for FOOD adver- 
tisers who buy $300 gross time per week; in 250 high- 
volume drug stores for DRUG advertisers who buy 
$250 per week. (A $200 Food plan is also available). 


Ask us — or PGW — for all the facts! 


RETAIL SALES 
1956 Consumer Market figures 


WHO 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO-TV, Des Moines 

WOC-TV, Davenport 


S&H Attacks New 


Anti-Stamp Law 


in Tennessee 


New York, Feb. 26—Sperry 
Hutchinson Co. last week labeled 
as discriminatory the anti-trading 
stamp bill which was passed by the 
Tennessee legislature. S&H dourly 
predicted it will be found uncon- 
stitutional. 

The bill was passed by the Ten- 
nessee house 87 to 5. It had cleared 
the senate last month by a 26 to 
2 vote. 

The bill provides for a 2% gross 
receipts tax to be imposed on all 
retailers within the state issuing 
trading stamps. It would double 
the present license fee for trading 
stamp companies. 

William S. Beinecke, vp and gen- 
eral counsel of S&H, said he felt 
the bill is “designed to favor cer- 
tain merchants at the expense of 
other merchants and the consum- 
er.” In his opinion, the bill “is 
clearly unconstitutional. No state 
has the power to outlaw a legiti- 
mate form of business.” 

“Only last year,” he continued, 
“Tennessee’s supreme court held 
a statute unconstitutional which 
sought to outlaw the issuance, with 
sales of gasoline, of various bene- 
fits, concessions and discounts.” e 


Automatic Newsvending 
Elects James Jae President 

Automatic Newsvending Corp., 
St. Louis, has elected James F. Jae 
president and appointed him gen- 
eral manager. Mr. Jae, a former 
president of J. N. Vending Corp. 
and circulation director of the St. 
Louis Globe Democrat and most 
recently head of Publishers Coun- 
selors, succeeds Franklin R. Jackes, 
who continues as an officer and 
member of the board. 

Automatic Newsvending makes 
and services coin-controlled daily 
and Sunday newspaper sales 
equipment. The company has ac- 
quired sales and service rights to 
J. N. Vending Corp.’s Newsserver 
and is developing another mod- 
erately priced vender. 


Marie does tt 
FASTER... 


complete mailings, multi- 
graphing, ee 
ing, addressing, fill-in on 
nee any letters, 
planograp ing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
LL WAbash 2-8655. 
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Along the Media Path 


came closest to predicting the 


/contest. They had to match up 


First quarter ad volume in Out-| 
weather “low” on Feb. 22, 1957.|door Life in 1957 broke all records | first quarter in its history. A gain 
|Agency personnel were given aj/in the magazine's 59-year history. | over 
|chance to compete in their own Linage totaled 89,327. 


61 
Holiday announces the biggest 


1956 of 10.4% 
| 18.5% in revenue. 


in linage, 


The Chicago Tribune invited | 
more than 400 Chicago men’s and | 
boys’ wear retailers and manufac- | 
turers to the preview of a new) 
film. The film, a documentary by 
the American Institute of Men’s 
and Boys’ Wear, is titled, “An In-| 
dustry in Action.” The premiere 
was held March 1. 


e A $700,000 expansion program 
has been launched by Tri-Cities | 
Publishing Co., Muscle Shoals, | 
Ala., for its newspapers. It pub- 
lishes the Tri-Cities Daily and the 
Florence Times. Expansion will in- 
clude a new $340,000 building and | 
new $230,000 press. Completion is | 
expected by next Aug. 1. 


e KOLN-TV, Lincoln, Neb., has| 
put out a new coverage folder. It) 
includes new figures from the 1956) 
Nielsen coverage service. Data cov- 
ers population, families, buying 
income, retail and food sales. 


e “KWIZ not only insures your | 
business success but also insures 
your life.” This is the new motto | 
being used by the Orange County, | 
Cal., radio station. Local advertis- | 
ers are insured for the amount of 
the contract they sign for a year. | 
If the advertiser cancels before the | 
contract expires, his insurance is) 
also canceled. | 


e The Hartford Times published a | 
16-page Home Show section Feb. | 
15. The section was in conjunction | 
with the opening of the annual 
Home Show conducted by the 
newspaper and the Home Builders 
Assn. of Hartford County. 


e The Chicago Daily News will 
print a “Modern Living Home & 
Garden” section on March 22. It 
is timed to come out with the 
opening of the Modern Living 
Home & Garden Show at Chicago’s 
Navy Pier. 


e “Sunday comics—of all Sunday | 
supplements—come closest to be-| 
ing read by the whole family.” | 
This is one of the major conclu- 
sions of a new study by Puck— 
The Comic Weekly. It is called 
“Basic Patterns of Sunday News- 
paper Readership.” Another con- 
clusion: Sunday comics reach both 
the adults and the teenagers. 


e The Arkansas Democrat, Little 
Rock, has increased its body type 
to 8-pt. Linotype Corona. It has 
also reduced its column width to 11 
picas. 


e The Herald, Albany, Ga., has, 
also increased its body type size | 
to 8-pt. Linotype Corona. 


e Cotton fashions will be the. 
theme of the May issue of Harper’s | 
Bazaar. Six of the issue’s pages will 
feature fashions designed by Gi- 
venchy for use by Audrey Hepburn 
in the movie “Funny Face” and 
adapted as cotton fabrics. 


e The Register, Torrington, Conn., 
published a 16-page standard-size 
auto section Feb. 20. 


e The Journal-Standard, Freeport, 
Ill, has changed to a new typo- 
graphic format. It features a head 
dress in Linotype Spartan bold 
with italic. The newspaper will | 
also use Spartan medium with) 
heavy in its display advertising. | 


e TV Guide is now permitting ad- 
vertisers to use from two to four) 
different full-page ads in one na-_ 
tional feature section. Under the 
plan, the advertiser can test dif- 
ferent copy in two different-size 
geographical areas in the same is-| 
sue. He will also be able to run 
two or four different ads. Base | 
b&w page cost is still $8,000. But 
production charges run as high as | 
$600 additional, according to how 
many changes are made. 


e Transportation Supply News is 


|'names of WOR personalities with | 


now one of 16 business papers 
whose circulation is 100% BPA 
verified. 


e San Antonio’s fourth and new- 
est tv station—KONO-TV—began 
operating Jan. 21 on Channel 12. 


e For the second year in a row, 
Seventeen is conducting a spring 
sterling silver promotion. 12 silver 
manufacturers are cooperating. 
The theme of the promotion is: 
“Graduation Time Is Sterling 
Time.” The companies joining in 
on the drive are Alvin, Frank 
Smith, Gorham, Heirloom, Inter- 
national, Kirk, Lunt, Reed & Bar- 
ton, Sieiff, Towle, Tuttle and Wal- 
lace. 


e WOR, New York radio station, 
feted its 35th anniversary Feb. 22 
with a guessing contest. Fifty 


prizes will go to listeners who 


rhyming riddles. 


e U.S. Tobacco Journal published 
a special section in its Feb. 18 is-| 
sue with an article entitled “Salute | 
to Cigars.” 


e Department of New Laurels: 

The Boston Herald-Traveler 
published the largest boat section 
in its history on Feb. 24. It had 52 
pages and more than 90,000 lines 
of advertising. 

Sports Illustrated reports orders 
for advertising for the first half of 
1957 are already in excess of ad 


|yolume carried in the first half 
|of '56. 


WCBS-TV, New York, says its | 
spot tv billings increased by 12.6% | 
in January over the same month 
last year. 

Town & Country reports a Feb- 
ruary advertising increase of! 
15.7% over February, 1956. 
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What’s Happened to Boston 


Newspaper Circulations? 


These are the Official Audit Bureau 
of Circulations figures... 


MORNING GLOBE 149,371) 32,876 | 43,164) 225,411 
EVENING GLOBE 129,300} 21,565] 4,086) 154,951 
COMBINED DAILY 278,671 | 54,441 | 47,250 | 380,362 
SUNDAY GLOBE 271,186 | 88,479 | 83,305 | 442,970 
MORNING HERALD 116,879} 38,724) 46,504) 202,107 
EVENING TRAVELER 159,442} 26,814) 8528) 194,784 
276,321 | 65,538 | 55,032 | 396,891 

156,432 | 74,238 | 74,601 | 305,271 


NEW ENGLAND’S FASTEST GROWING 


The Boston Globe 


Cresmer & Woodward, Inc. 
New York, San Francisco, Los Angeles 


NOTE: As yet no Interim Report 


has been filed by the 


Boston 


Record-American Advertiser. 


All gains based on 
comparison of 4th 
quarter 1956 over 4th 
quarter 1955. 


Boston Globe 


COMBINED DAILY GAIN 


city zone + 64,566 
TRADING Zone 15,544 
COMB. CITY pete i 
“Trapina, = 80,110 
ALLOTHER + 13,547 
TOTAL GAIN + 93,657 


Boston Globe 


SUNDAY GAIN 


CITY ZONE 


TRADING Zone + 


ALL OTHER 


TOTAL GAIN + 


+ 32,331 


+ 48,650 
+ 14,807 
63,457 


NEWSPAPER 


Scolaro, Meeker & Scott 
Chicago, Detroit 


MORNING 
EVENING 
SUNDAY 


The Leonard Co. 
Miami Beach, Florida 
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McAdams Specialty Is 
Just What Doc Ordered 


(Continued from Page 3) 


what incredible growth in the past 
10 years reflects the revolution in 


marketing that has swept through | 
od 4 jon research. The multi-million- 


the pharmaceutical industry. 

Dr. Arthur 
Sackler, a_ re- 
search 
atrist, who suc- 
ceeded William 
D. McAdams as 
president in 1947 
and who is now 
chairman of the 
board, recalls 
that when he 
joined the agen- 
cy in 1943 there 
were six em- 
ployes, including himself, Mr. Mc- 
Adams and Mrs. Helen Haberman. 
Of these six, five are still active 
with the agency. Mrs. Haberman 
is now senior vp. Mr. McAdams, 
founder of the agency, died in 
1954. 


Helen Haberman 


® Dr. DeForest Ely, a Johns Hop- 
kins Medical School graduate who 
has just succeeded Dr. Sackler as 
president, recalls that when he 
joined the agency in 1947 there 
were 35 employes. 

Thus, in staff, the agency has 
grown by nine times in the past 
nine years and by 50 times in the 


past thirteen—a rate of growth| 


that outpaces even the pharma- 
ceutical industry. 

In some ways, McAdams re- 
sembles other agencies. It has cli- 
ents—15 of them at the present 
writing—and they can present 
problems at times. It has account 
executives who work with clients. 
It prepares and places advertising 
for clients, extracting the custom- 
ary 15% on the gross, 17.65% on 
the net. 

In many other ways, however, 
McAdams is in a class by itself. 
It is startling enough for an agen- 
cy to have a fellow of the Ameri- 
can Psychiatrie Assn. as board 
chairman. 

It is even more startling to find 
an agency with a medical staff of 
30 doctors (23 of them physicians), 
each working full time on the pro- 
motion of ethical drugs. Outside 
of the medical and hospital fields, 
the agency is one of the largest 
employers of physicians in the 
country. 


® McAdams is a lusty offspring 
of the “wonder drug” era. The 
marketing of penicillin, the first 
antibiotic, in 1943 opened the 
floodgates to a torrent of new 
pharmaceuticals. Penicillin was 
followed by streptomycin, sulfona- 
mides, vitamins, sex hormones, 
histamines, adrenal cortical ster- 
oids, broad-range antibiotics (Au- 
reomycin, Chloromycetin, Terra- 
mycin, Tetracyn) and now the 
tranquilizers. 

Ethical drug sales climbed from 
$200,000,000 in 1939 to $1.2 billion 
in 1955. Antibiotics, non-existent 
14 years ago, today. have estimated 
sales of $400,000,000 and are being 
used to treat more than 100 dis- 


eases. The tranquilizers, non-bar-| 


biturate drugs unknown to prac- 
ticing physicians before 1954, now 
do a $75,000,000 volume. 

In 1956, druggists filled some 
625,000,000 prescriptions, an 8.5% 
gain over 1955. Pharmaceutical 
clients serviced by McAdams ac- 
counted for at least 


psychi- | 


said: “The industry lives in the 
shadow of its own obsolescence.” 

Pfizer, a McAdams client, cur- 
rently spends $7,000,000 annually 


dollar research budget is, by now, 
a commonplace among the big 
producers. 

The face of pharmaceutical 
marketing has been changed radi- 
cally by these developments. Dr. 
Ely points out that whereas for- 
merly it took as long as three to 
five years to launch a product, and 
from five to 10 years to reach its 
sales peak, “woe be to the house 
that fails today to get its product 
across in a matter of months— 
certainly not more than a year.” 

One of the major marketing 
changes is evident at the retail 
level. Less than 15 years ago, 
pharmacists compounded 75% of 
their prescriptions; now it is esti- 
mated that nine out of 10 pre- 
scriptions are completely prepared 
by the manufacturer, ready for 
dispensing. The doctor’s prescrip- 
tion is written in English today, 
and it more often than not speci- 
fies-a brand name. 


s With this acceleration of the 
marketing process, advertising has 
come to play a more important 
role in medical communications. 
Pharmaceutical producers are do- 
ing more advertising. (They will 
spend roughly $300,000,000 in 1957 
on advertising and promotion of 
ethical drugs.) They are doing it 
more aggressively and more im- 
aginatively. (New media have 
been created to reach the doctor.) 

And they are turning more of it 
over to the advertising agency. 
Eli Lilly & Co. appointed its first 
advertising agency [Fuller & Smith 
& Ross] in 1955; among the major 
producers, only Abbott Laborato- 
ries remains without an agency 
for placement of its professional 
advertising. 


® Dr. Sackler points out that none 
of the leading drugs being mar- 
keted today was known when the 
average doctor was in medical 
school. Pharmaceutical advertis- 
ing, in medical journals and direct 
mail pieces, therefore has an edu- 
cational function, supplementing 
technical articles and post-gradu- 
ate courses in the dissemination 
of new medical information. Doc- 
tors not only have to be informed 
about the discovery of new drugs, 
they have to be told how and 
when to use them. 

Dr. Sackler regards this point 
as very important. He maintains 
that no more than 20% of pharma- 
ceutical advertising expenditures 
can be considered brand promo- 
tion. 

“The bulk of the money being 
spent,” he says, “is primarily for 
informational and educational us- 
es. The term, ‘advertising budget,’ 
is therefore a misnomer. This ‘pro- 
motion’ is as essential for the safe 
and proper use of drugs as good 
driving and accident prevention 
campaigns are for the safe and 
proper use of automobiles.” 


® As the ethical drug business be- 
gan to expand during the war 
years, McAdams was faced with 
a major policy decision: Should 
competitive accounts be accepted? 
The decision was yes. E. R. Squibb 


15%—and|& Sons, a client since 1926, was 


more likely 20%—of this prescrip-| joined between 1943 and 1945 by 


tion drug volume. 


® Pharmaceuticals 


}the Upjohn Co., Thos. Leeming & 
| Co., 
are not the|and Warner-Chilcott 


Burroughs Wellcome & Co. 
(then the 


small, quiet, orderly business it); Maltine Co.). 


once was. Ethical drug houses to- | 
day race furiously with one an-| handling 


other to make obsolete their own 


By 1950, McAdams also was 
Pfizer, Hoffman-La- 


Roche Co., Davis & Geck, Ciba 


products. John E. McKeen, presi-| Pharmaceutical Products and Ross 


dent of Chas. Pfizer & Co., has! 


Laboratories (then M&R Labora- 


tories). 


market Bristol-Myers’ Tetracy- 


Dr. Sackler, equipped now with| cline. Pfizer is McAdams’ largest 


hindsight, explains that the deci-| 
sion to accept competitive business 
flowed from the determination to 
build a comprehensive medical 
agency. “If we had limited our- 
selves to non-competitors,” he 
points out, “the agency would 
have been restricted to two or 


three clients and thus restricted | 


in know-how—unfamiliar with 
large sections of the pharmaceu- 
tical market and unable to expand 
the scope or quality of its services. 

“It was simply a question of 
exclusivity with no know-how or 
non-exclusivity with the know- 
how.”: 


= The “know-how” Dr. Sackler 
refers to comprises the ways and 
means of communicating with the 
medical profession. The agency 
has developed such a formidable 
array of medical communication 
techniques that it has been able 
to attract—without much solicita- 
tion (McAdams has no new busi- 
ness committee, not even a new 


The Medical Field 


New York, Feb. 26—There are 
14 advertising agencies in the 
country which specialize in the 
preparation and placement of eth- 
ical drug advertising. 

Six of them belong to the Assn. 
of Medical Advertising Agencies, 
formed in 1952. They are: William 
Douglas McAdams Inc., L. W. 
Frohlich & Co., Robert E. Wilson 
Inc., Hoffman Advertising Inc.— 
all of New York—and Lee Rams- 
dell & Co., Philadelphia, and Paul 
Klemtner & Co., Newark. 

Dr. Arthur Sackler, of McAd- 
ams, 1s president of the associa- 
tion. 

Others are: Noyes & Sproul, 
Medical Advertising Service, 
Cortez F. Enloe Inc., Sudler & 
Hennessey, Burdick, Becker & 
Fitzsimmons, Pharmaceutical Ad- 
vertising Associates—all of New 
York—L. G. Maison & Co., Harry 
C. Phibbs Advertising Co. and 
Jordan, Sieber & Corbett, of Chi- 
cago, Chew, Harvey & Thomas, 
Philadelphia. 

After McAdams, Frohlich is the 
largest in the field. It is believed) 
to be about two-thirds the size of 
McAdams. 

Among the consumer agencies 
with a stake in this field are: 
Lewis & Gilman (American Home 
Products), Charles W. Hoyt Co. 
(Merck, Sharp & Dohme), Fuller 
& Smith & Ross (Eli Lilly), 
Doremus-Eshleman (Smith, Kline 
& French) and Geare-Marston 
(Lederle Labs), which recently 
merged with Ruthrauff & Ryan. e 


business man)—companies direct- 
ly competitive with one another. 

For example, in the late ‘40s, 
McAdams was engaged in intro- 
ducing simultaneously three ther- 
apeutic vitamins in the newly de- 
veloping high potency dosage field 
—Zymacaps for Upjohn, Thera- 
peutic Formula for Squibb and 
Theravita for Warner-Chilcott. 

In the booming tranquilizer 
market, McAdams currently is the 
agency on two of the leading en- 
tries—Ciba’s Serpasil and Pfizer’s 
Atarax, although it handles only 
medical journal placement for 
Serpasil. 

In the antibiotic field, McAd- 
ams handles two of the largest 
suppliers, Pfizer and Upjohn. 
Squibb, a smaller factor in the 
field, was a client until January of 
this year. 


® The rather unusual and ticklish 
position in which McAdams may 
find itself is exemplified by the 
competitive battle in antibiotics. 
Pfizer brought suit in 1955 against 
Bristol-Myers Co. for an alleged 
infringement of its patent on Tet- 


racycline, a new broad-range an- 
tibiotic. Also named as defendants | 


| were Upjohn and Squibb, which 


client; Upjohn is the agency’s sec- | 


ond largest client; and, until it 
departed in January, Squibb was 
McAdams’ oldest client. 

McAdams has managed to keep 
all of these conflicting parties un- 
der one roof by maintaining sep- 
arate account groups within the 
agency—in effect, little agencies— 


| within a large agency. Only the 


officers of McAdams have access 
to all of the accounts. 

It seems to work. Or at least 
the disadvantages are outweighed, 


in clients’ eyes, by the multiplicity | 


and quality of services available 
through McAdams. 


® These services, which have been 
developed gradually over the past 
15 years, are supplied through an 
integrated group of separately in- 
corporated organizations. As an 
advertising agency operation, Mc- 
Adams is unique simply from the 
scope of its functions. 


e One unit, Medical Press Inc., 
produces a bi-weekly magazine, 
Spectrum, for Pfizer. 


e Another, Physicians News Serv- 
ice Inc., turns out a 16-page week- 
ly newspaper, Scope, for Upjohn. 


e Medical & Science Communica- 
tions Associates Inc. is a public 
relations unit. It services science 
writers, editors and broadcasters 
with regular newsletters, feature 
articles and spot announcements 
on health and medical subjects. 


e World Wide Medical News Serv- 
ice Inc. devotes itself exclusively 
to the reporting and publishing of 
medical and pharmaceutical news 
from all over the world. It main- 
tains a worldwide network of 100 
correspondents, most of them 
doctors. If you want a report on 
a medical meeting held in Ceylon 
last week, World Wide has it. 


e Marilyn Associates Inc. is a 
separately organized art depart- 
ment, with a staff of 40. It en- 
compasses two specialized units, 
one for the production of scientific 
illustrations and anatomical draw- 
ings, the other for photomicro- 
graphic work. The latter unit has 
grown virulent bacteria, such as 


tetanus, for the purpose of photo- | 
| graphing them. It maintains fully- 
j;equipped photographic laborato- 


ries in two hospitals. 


e Medimetric Institute is the mar- 
ket research arm of McAdams. 


Each year it publishes 34 volumes | 


of statistical data relating to drugs 
and the practicing habits of 
American physicians. A national 
prescription sales index (a prod- 
uct-by-product tally of prescrip- 
tion sales) is maintained through 
a panel of 1,000 pharmacists. An- 
other panel—of some 600 physi- 
cians—is available for surveys of 
general practitioners. Among the 
non-McAdams clients who have 
used these services are Mead 
Johnson, Procter & Gamble, News- 
week and Time. 


8 Within William Douglas Mc- 
Adams Inc. itself, there is a radio- 
television department, which is 
currently producing, for the sec- 
ond consecutive year, a series of 
closed-circuit telecasts sponsored 
by Upjohn; two veterinarians, 
who, at times, will perform dissec- 
tions, so that technical articles 
and advertisements can be prop- 
erly illustrated; a dentist and a 
doctor of osteopathy, both well 
versed in the promotional aspects 
of their fields; a media depart- 
ment, which keeps track of some 
500 medical journals, 150 trade 
papers, 10 nursing magazines, 15 
veterinary journals and 25 dental 
publications; a library, which re- 
ceives copies of some 750 journals 
(in many cases, six or seven cop- 


ies of each) and which spends) 


about $20,000 a year on medical 
books. 
The Pfizer magazine ran for 


Advertising Age, March 4, 1957 


four years, from 1952 to 1956, as 
|}a weekly 12-page insert in the ad- 
vertising pages of the Journal of 
the American Medical Association. 
It was the largest single contract 
in medical advertising history. 


® A slick-paper magazine, written 
in readable but highly technical 
style, Spectrum showcased Pfizer 
ads and sought to entertain as well 
as inform the doctor. 

This editorial approach was 
| adapted in 1955 by another McAd- 
ams client, Ciba, which launched 
a semi-monthly newspaper, Med- 
ical News, distributed directly to 
doctors. Only Ciba eschewed the 
McAdams empire and went to an- 
other medical agency, Sudler & 
Hennessy, which produces the 
newspaper, while McAdams con- 
tinues to place all of Ciba’s jour- 
nal advertising. (Sudler & Hen- 
nessy, however, had to get its 
managing editor from the McAd- 
ams organization.) 


® As with other agencies, McAd- 
ams’ greatest investment is in its 
manpower. This staff includes 
promotionally-oriented doctors 
and medically-oriented promotion 
people. 

Dr. Sackier estimates that it 
takes three years to train a copy- 
writer in the intricacies of phar- 
maceutical marketing. The heart 
of the manpower pool is the medi- 
|cal staff, headed by Dr. Lawrence 
Sophian, formerly on the faculty 
of the Harvard Medical School and 
from 1939 to 1952 director of lab- 
oratories in the U. S. Public Health 
Service. 

The doctors at McAdams are 
capable of (1) assisting in the 
|technical development of a new 
drug, €2) placing new products in 
clinics for testing, (3) recommend- 
ing new applications for drugs and 
(4) making suggestions on pack- 
aging and advertising. 


® The non-doctors in the agency 
management group are: Mrs. Ha- 
berman, who also has two novels 
to her credit (one on the advertis- 
ing business—‘How About To- 
morrow Morning?”’), William Dur- 
yea, exec vp and account group 
supervisor (Ciba, Leeming, Bur- 
roughs Wellcome), who joined 


John Kallir 


| McAdams in 1951 after serving as 
| Sales promotion manager of White 
Laboratories (a McAdams client) ; 


Williom Duryea 


land John Kallir, creative vp and 


jaccount group supervisor (War- 
ner-Chilcott, Nepera, National 
Drug Co.), who joined the agency 
in 1952 from Paul Klemtner & 
Co., another medical agency. 


® McAdams, it seems, needs three 
to four times as much personnel 
per million dollars of billing as the 
average consumer agency. This is 
not to say that the agency is a 
non-profit organization. Dr. Sack- 
ler points out that virtually noth- 
ing is spent on entertainment or 
new business solicitation. 

“Our financially successful op- 
erations are also made possible,” 
he says, “by the fact that almost 
every individual in the organiza- 
tion must have an operational 
function. The officers of the agen- 
cy still participate actively in crea- 
tive work.” 

Admen who daydream about 
obsolescing products would find 
McAdams a dream-come-true, ex- 
cept that the people at McAdams 
| often find it a nightmare. No soon- 
er is a new drug out than the pro- 
| ducer (or its competitor) is work- 
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Advertising Age, March 4, 1957 


ing on an improvement. An ethical | 
drug can be outdated today in as_| 
little as three years. In some in- 
stances, volume on one product 
has shifted to the tune of $10,000,-| 
000 within a three-month period. 
More than 70% of today’s ethical | 
drug volume is done on products 
which didn’t exist 10 years ago. 
® This high mortality rate puts 
extra pressure on advertising to 
deliver an immediate return in 
the form of sales. “If a pharma- 
ceutical company stays with al 
product too long, it runs the risk | 
of losing its profit,” Dr. Sackler | 
points out, and there are exam-| 
ples readily available to illustrate 
his point. 

When penicillin was first mar- 
keted in 1943, it @old for $20 per 
dose of 100,000 units, wholesale. 
The 29 lbs. of production in that 
year was worth $3,000,000—rough- 
ly $100,000 per lb. By 1953, the 
750,000 lbs. produced was worth 
only $50,000,000, or $65 a pound, 
The price, by then, had dropped to 
l¢ per dose of 100,000 units; peni- 
cillin now wholesales for about 
0.3¢ per dose of 100,000 units. Two 
producers—Commercial Solvents 
and Schenley Laboratories—have 
retired from the field because of 
the diminishing profit. 

Streptomycin, which originally 
sold for $2.70 per gram, is now 
down to 7¢ per gram. 


® It is imperative, therefore, for 
producers to cover their costs and 
make their profits when the drugs 
are new—before competition rips 
the bottom out of prices. 

Schering Corp. provides a dra- 
matic enough example. In 1954, 
Schering introduced a new corti- 
sone product for arthritis. As a re- 
sult of the drug’s quick accept- 
ance, Schering’s sales bounded 
from $19,400,000 in 1954 to a phe- 
nomenal $46,000,000 in 1955—a 
gain of more than 100%. 

A Wall St. broker commented: 
“We don’t know of another indus- 
try in which the sales of a long 
and well-established company can 
suddenly, without a major capital 
investment, bound forward more 
than 100% in a single year.” 

McAdams has seen the same 
amazing growth among its clients. 
When Pfizer became a client in 
1949, the century-old pharmaceu- 
tical house had sales of $47,553,000. 
In 1956, Pfizer’s volume topped 
$170,000,000—an increase of close 
to 400%. 


® McAdams has grown large 
enough to experience some pain- 
ful “desertions.” Last year, its 
oldest client, Squibb, departed un- 
der the wings of Dean Burdick, 
Upjohn account supervisor; Rob- 
ert A. Becker, professional adver- 
tising manager of Squibb; Donald 
F. Fitzsimmons, general manager 
of McAdams’ Chicago office, and 
Dr. Gerald Morson, a member of 
the McAdams medical staff. 

They organized a new medical 
agency, Burdick, Becker & Fitz- 
simmons (AA, Oct. 22, '56). And 
in 1955, when Benton & Bowles 
set up a separate division to han- 
dle ethical products of Eaton Lab- 
oratories, an operation since dis- 
continued (AA, Feb. 25), a number 


of McAdams people succumbed to | 


the lure of higher salaries. 

These were McAdams’ first se- 
rious defections—and they hurt. 
Dr. Sackler even complained to 
the Four A’s about the Benton & 
Bowles “raid,” although he takes 
a more philosophical attitude to- 
day. 

The departure of another client, 
Davis & Geck, at the start of this 
year may augur a heightening of 
competition in the medical agency 
field. 


® If so, McAdams feels it is pre- 
pared. It has in the planning 
stages several new specialized 
services for clients. It also recent- 


ly established a laboratory where 
research on animals is being con- 


ducted. 


On the credit side, the agency 
last year took on E. I. du Pont de 
Nemours & Co. as a client for pro- 
motion of its lysine (an amino 
acid) to doctors and pharmacists. 
Du Pont is one of the two non- 
pharmaceutical clients in the shop. 
The other is Ross Laboratories, 
maker of Similac formula for ba- 
bies. 

McAdams moved last year to a 
new 17-story building at 130 E. 


, 59th St., where it occupies the top 
|four floors and some space on the 
10th. 

Visitors to the main reception 
room are greeted by a striking 
Ben Shahn mural illustrating one 
of the precepts of Moses Maimon- 
ides, the 12th century doctor- 
philosopher. The precept—some- 
what strange for an advertising 
agency—is: “Teach thy tongue to 
say ‘I.do not know,’ and thou 
shalt progress.” . 


Easy Laundry Names Two 

Easy Laundry Appliances, Chi- | 
cago, a division of Murray Corp. of 
America, has appointed Richard G. 
Palmer manager of marketing) 
analyses and research and John R. | 
Annau assistant advertising and | 
sales promotion manager. Mr. Pal- 
mer formerly was with Hotpoint | 
Co. and Mr. Annau before joining | 
Easy was sales promotion manager | 
of laundry equipment of Norge) 
Sales Corp., Chicago. | 


THE IDES OF MARCH— 
will find us with largest 
number of nat‘l. advertis- 
ers’ contracts in our 10 yr. 
histery. - And, ad volume 
for Ist quarter “way ever 
"56. + See SRDS Class 2 « 
KING-size format, KING- 
size coverage + New Eng- 
land Equipment Dealer, 
Needham 92, Mass. 


MORE THAN $337,000,000-1S-SPENT — 


—FOR-FOOD-IN-LOS ANGELES... 


a 


a 


The 307,858 families who read The Mirror-News spend 


$337,471,689 a year for food. That’s because 
The Mirror-News is Los Angeles’ afternoon family newspaper 


... going daily into homes with growing children and 


active teen-agers ... the population with hearty appetites 


and many needs. Parents and youngsters alike turn to 


The Mirror-News for the information and reading enjoyment 


they want, and use this newspaper as their buying guide. 
Major food retailers such as Ralphs, Safeway, Market 


Basket, Mayfair Markets, Alpha-Beta, A & P, Jim Dandy 


and Clark Markets regularly use The Mirror-News to 
sell this active buying audience. 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST IN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


Virgil Pinkley, Editor and Publisher 


(Estimates of average family expenditures in the Los Angeles 
Metropolitan area (1955) adjusted on the Home Audit findings on 
family income and family size for Mirror-News families. 
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On the International Scene .. . 


As Viewing Increases 


By James O. Dunaway 

(Mr. Dunaway is a copywriter | 
at Leo Burnett Co. He is on leave 
of absence and is making a one- 
year trip around the world.) 

MELBOURNE, Feb. 26—A former | 
space salesman dollies in on the 
beautiful receptionist . . 
the studio, a copywriter sprays 
insecticide to keep flies off a table| # In an economic situation where 
of food displayed for a commer-|investment must be counted 
cial . . . A bearded friend of the | thousands instead of millions, pro- | tralian film industry dates back | Lever ‘ 
agency’s creative director readies | duction costs in hundreds instead | to at least 1905, when “The Kelly | brough-Pond, Kraft, and Craven | e’gn adver*icers than any other 
himself to serve as a contestant | of thousands, and with the added | Gang,” one of the first full-length | A Cigarets (to name a few), have 


on a quiz show... complication of an Actor’s Equity | features, 


Australian TV Billed $60,000,000 in 
1956; Forecast 200,000 Sets by 1958 


Many U. S. Marketers and| Television has come to Austra- | casting schedules. Stations ABV,|s The commercial stations started 


' la. 
Shows Star ‘Down Under’) The ex-space salesman is now 
a tv cameraman. The receptionist,| Australian Broadcast 
blessed with a soft British accent} sion, while the other 
as well as a highly telegenic face,| in each of Australia’s 2,000,000-| more than one station on the air 
smiles into the camera each week plus population cities are carry- 
as hostess for the “Kraft TV/ing a gratifyingly heavy load of 


creative commercials. 
| head, with an eye on the inevi- 


| table day when ratings will affect | w 
billings, is always on the lookout ih 


| for interesting quiz show contest- 
. Across ants. 


Theatre.” The agency 


|ban on live ty work, Australians 
| are adding on-the-spot improvisa- 
tion to overseas experience and 
top technical equipment to pro- 
| duce a high standard of viewing. 
| In just over five months, six 
mtg (three in Sydney and 


costs are so low (a top-quality | § 


one-minute demonstration com-| 
mercial can be brought in for as 
little as $500), that one can’t help 
wondering why more American 
tv films, both dramatic series and 
commercials, haven’t been made 


three in Melbourne) have gone on| here. 


|the air with regular daily tele- 


| Melbourne, and ABN, Sydney, are _with an average of four hours 


|operated by the 


production is so high (the Aus-|than 30% 


was made), and 


| 


goverpment's | transmission a day, and have now 
ing Commis-| reached an average of six hours 
two stations | daily. The next year should see| 


12 hours or more daily, if the) 
current trend continues. 
Most noticeable aspect of pro- 


One Sydney agency alone, J. gramming is the large number of 
alter Thompson of Australia,| filmed American half-hour dra- 
as already produced more than| matic and 
100 locally filmed commercials,| shows. Major sponsors, such as 
with many more in the works.|General-Motors-Holden (whose 
The quality of Australian film|Holden car accounts for more 


situation comedy 


of auto sales here), 


Bros., Kellogg, Chese- 


the | in the main plumped for the half- 


We io eok ss 6s we 8S 
VA- and FHA-financed . 
Conventionally financed ... . 


Total starts . Slee 
VA- and FHA-financed . ; en 
Conventionally financed ... . 


ARE YOU RIDING THE UPTREND 
IN THIS YEAR'S HOUSE MARKET? 


Don’t let talk of a possible decline in TOTAL housing starts this year obscure the fact that there is 
more than one trend in today’s house market. 


In the 4th quarter... 


Extra copies of this advertisement are available from: 


Architectural Record 


‘workbook of the active architect and engineer” 
119 West 40th Street, New York 18, N. Y. - OXford 5-3000 


Most current pessimism about the house market results from a tightening credit situation in which 
funds needed for financing new houses have been increasingly hard to get on FHA and VA terms. 


The VA rate is now 414%; the FHA rate recently has been increased to 5%. These rates must be 
increased, many people believe, if banks are to be persuaded to finance the volume of housing wanted 
by lower income families. 


However—a decline in the volume of VA- and FHA-financed housing does not mean a 
decline in quality housing which is financed primarily by conventional mortgages, the bulk 
of which are in the 542% to 6% range. 


In fact—the conventionally financed house market, which includes the quality house market, has 
been increasing both relative to the market as a whole and in absolute numbers. 


Here are government statistics on total new privately financed nonfarm housing starts classified by 
type of financing: 


1955 _ 1956 
266,700 234,400 down 32,300 
136,900 95,800 down 41,100 
129,800 138,600 UP 8,800 
In January... 
1956 _ 1957 
73,700 62,200 down 11,500 
36,000 19,800 down 16,200 
37,700 42,400 UP 4,700 


In 1955, 49% of total starts were conventionally financed; in 1956, 58% and in January 1957, 68%. 


Thus the credit squeeze is primarily on VA- and FHA-financed minimum houses—not on higher 
priced conventionally financed houses which are increasingly important in terms of the total market. 


This suggests that 1957 is a good year to cultivate the quality house market. And that, of course, 
means cultivating architects. 


You will reach the largest architect audience—responsible for planning the largest number of architect- 
designed houses—in Architectural Record’s regular issues and in Architectural Record’s bonus 
all-house issue, ‘Record Houses of 1957”, to be published in mid-May. 


| American viewers would recog- 


P. ROBERT POTESKY, newly appointed 
manager of the international divi- 
sion of the Journal of Commerce, is 
currently on anearound-the-world 
trip soliciting advertising for the 
Journal’s bi-weekly international 
edition. Now 10 years old, the edi- 
tion carries more linage from for- 


U.S. publication. 


hour filmed show. 


nize “I Love Lucy,” “Father 
Knows Best,” “Big Town,” “Rack- 
|et Squad,” “Victory at Sea” and 
| many others. 


® In addition, quiz shows with 
American names and _ formats, 
such as “Name that Tune” and 
|“Stop the Music,” are seen, as 
well as several Australian quizzes 
featuring popular radio stars Jack 
Davey and Bob Dyer as quiz- 
masters. Locally originated shows, 
news, and live and filmed sports 
| events fill most of the remaining 
| time. 
| As of Jan. 30, 1957, the Mel- 
| bourne area had 14,474 licensed 
tv sets, and Sydney had 6,001. 
|The 1956 Olympic Games, which 
|received excellent coverage over 
all three Melbourne stations, 
probably account for Melbourne's 
| substantial early lead in set sales. 
| With the price of a 17” set run- 
| ning about $400 at the absolute 
| minimum, plus another $50 for 
| installation, and with an average 
| income of $2,000 a year per family, 
| both retailers and manufacturers 
|seem to feel that sales are pro- 
| ceeding satisfactorily. 

Based on American and British 
experience, the Australian gov- 
ernment’s department of trade 
| Statistics estimates that 200,000 
sets will be in use by Jan. 1, 1958. 
Broadcasting & Television, fort- 
nightly trade journal of the indus- 
try, after surveying all set makers 
in the country, expects the num- 
ber to be between 100,000 and 
150,000, with an audience of three 
viewers per set. 


® Certainly, interest in tv is 
widespread among the people. It’s 
}a common sight in Sydney or 
| Melbourne to see 20 or 30 people 
standing on the sidewalk in front 
of a store watching a television 
set operating in the window. In 
addition, many Sydney pubs have 
installed tv and proclaim it on 
posters outside (a practice less 
prevalent in Melbourne, where 
| Pubs close by law at 6 p.m.). 

; One sharply limiting factor to 
| growth of television in Australia 
|is the relatively small size of the 
market. Sydney, with 2,000,000 
population, and Melbourne, with 

1,600,000, contain more than one- 
third of the 9,500,000 Australians, 
'and provide excellent concentra- 
tions of buying power. Brisbane 
and Adelaide, each with just over 
500,000 people, and Perth, with 
nearly 400,000, are the other large 
metropolitan centers. The other 
half of the population is scattered 
thinly over an area as large as 
the U. S. 

A microwave relay between 
Sydney and Melbourne is ex- 
pected by 1960. By then also Bris- 
bane, Adelaide—and possibly 
Perth—should have local stations. 
Within a few years, Brisbane and 
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Naturally you want your product to look its best when 
it meets the people who matter most. 

LIFE INTERNATIONAL and LIFE EN ESPANOL, 
magazines distinguished in content and format, are 
unique in their ability to give your product a “better 
look” around the world. 

The powerful visual impact of their large page size 
and superb reproduction add great strength to your 
selling story. 

LIFE INTERNATIONAL, published in English 
around the world, and LIFE EN ESPANOL, printed 
in Spanish for Latin America, deliver a combined net 
paid circulation of more than 610,000 every fortnight. 


With an average of 7 to 8 readers per copy, these 
magazines not only present your product and your 
company at their best, but they reach an estimated 
combined audience of 4,700,000 of your best over- 
seas prospects—key people in business, government 
and the professions. 


It is easy to understand why leading companies the 
world over place more advertising lineage in each of 
these magazines than in any other U. S. overseas edi- 
tion. They recognize that important people everywhere 
respond to LIFE’s International Editions—as you'll 
discover, too, when your advertising messages appear 


on their pages. 
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How to sell the most 
Latin Americans... 


SC Aect this great prosperous audience against the readers of 
other international magazines. 

Whatever products or ideas you're promoting south of the 
U. S. border, you'll reach three to four times more customers 
through the Digest than through any other magazine. . . 

More people of higher income . . . 
ment and community leaders . . 


more business, govern- 
. more people with higher 
education. They own more homes, more cars, more refrigera- 
tors. They live better, travel more, dress better. 

And advertisers can reach these customers at half the cost 
per reader compared to other publications! 


Best read throughout the world 


In most other world markets beyond Latin America, the 
Digest also provides the most effective economical coverage 
of customers for a wide range of industrial and consumer 
products. 

The Digest is the world’s only “truly international” pub- 
lication. Wherever it goes, the Digest “speaks the language” 


of your customers and prospects, and penetrates your markets 
more thoroughly. 


Sell locally, where you choose, in these editions of Reader’s 
Digest — 
Circulation 


1,623,309 
900,000 
1,739,606 
2,594,114 
871,998 
492,371 


Latin American (5 editions, 4 Spanish, 1 Portuguese) .. . 
Canadian (2 editions, English, French) 

British Commonwealth (5 editions, English) 

Western European (8 editions, 4 languages) 
Scandinavian (4 editions, 4 languages) 

Middle & Far Eastern (2 editions, 2 languages) ..... 
Overseas Military (English) (120,000) 

United States . 11,024,410 


WORLD-WIDE TOTAL . 19,245,808 


More international advertisers invest more money in Reader's 
Digest than in any other international publication. Last year 
nearly 3,000 advertisers used 19,896 pages. 

For details on Digest coverage of your overseas markets, 
call your Reader's Digest representative. 
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ising dollar 


Reader’s Digest gives you 
triple the coverage of 
any other magazine... 

at half the cost per reader 


—- 530,280 639,390 591,200 


Car-owning Home-owning Business 
families . families executives 


a a 
| 


937100 1,017000 7.675,000 


Refrigerator A and B income 
households families Total readers o 
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hae 


People have faith in 


‘ }Reader’s Dige ~ oa 


Largest magazine circulation in the U. S.A. and throughout the world 
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Advertising Age, March 4, 1957 


On the International Scene .. . 


Adelaide probably will be tied in 
with Sydney and Melbourne on 
the microwave, but it is difficult 
to see how Perth, 1,400 miles west 
of Adelaide, can be hooked on to 
the network in the next ten years. 

The small Australian popula- 
tion is reflected in small (by U. S. 
standards) agency billings. No 
statistics worthy of the name are 
available, but one well-informed 
source estimates total agency bill- 
ings for 1956 at $60,000,000. J. 
Walter Thompson of Australia is 
estimated to be the leader in bill- 
ings with about $7,000,000, and 
George Patterson Pty. Ltd., ac- 
cording to the same source, follows 
with some $5,000,000. 

Australian agencies employ a 
commission system similar to the 
American one, but with one im- 
portant difference—the commis- 
sion allowed by media is only 
10%. General practice has the 
|agency collecting the “other 5%” 
|directly from the client. . 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
es Sean S. products . .. demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


In any of these 5 important markets ... you talk 
to the big audiences with the Storz Station 


MINNEAPOLIS-ST. PAUL . . . with WDGY. NEW ORLEANS . . . with WTIX. 


January, 1957 Trendex puts WDGY first! Whether Month after month WTIX widens or maintains its 
you prefer Trendex, Hooper, Nielsen or Pulse, WDGY first place position in New Orleans listening. First by a 
has prime availabilities in first place segments in the report wide margin per latest Hooper. And first on Pulse 


(6 a.m.-6 p.m., Mon.-Fri.) 
WTIX GM Fred Berthelson. 


you like best. Ask Adam Young Inc., or 


Labunski. 


See John Blair or WDGY GM Steve 


MIAMI .. . with WQAM. 


It's happened! With Storz Station programming, 
WQAM has leaped to first in the morning (27.1% aver- 
age share) . . . first afternoon (32.69%) . . . and first all day 
on latest Hooper. Covering all of Southern Florida with 
5,000 watts on 560 ke. See John Blair or WQAM GM 
Jack Sandler. 


The Storz Stations 


Today's Radio tor Today's Selling 
TODD STORZ, President 


OMAHA .. . with KOWH. 


Now in its sixth year of first place dominance. First 
on latest Hooper, Pulse and Trendex, in all time periods. 
Contact Adam Young Inc., or KOWH GM Virgil Sharpe. 


KANSAS CITY .. .with WHB. 


First per Hooper, first per Area Nielsen, first per 
Area Pulse, first per Metro Pulse. 879% renewal rate 
among Kansas City’s biggest advertisers proves dynamic 
sales power. See John Blair or WHB GM George W. 
Armstrong. 


Big Ad Budget 
Set for Swedish 
Office Machines 


| Matmo, Swepen, Feb. 26—Ak- 
| tiebolaget Addo, Swedish office 


machine manufacturer, has _ in- 
|creased its advertising budget 
| 30% this year. 


Addo, now operating in more 
than 100 countries, has enjoyed a 
| steady sales climb since the end 
| of World War II, when it began a 
| vigorous export promotion for its 
|}adding machines. 

In the past two years, total 
sales have expanded by nearly 
50%. Nils O. Melin, Addo adver- 
tising manager, told ADVERTISING 
AGE that volume has now passed 
the $11,000,000 mark. 


® Addo exports 82% of its total 
| production and its biggest over- 
seas market is the United States, 
| wane accounts for 22% of these 
| exports. The company is now the 
leading exporter of adding ma- 
chines to the United States. 

Individual advertising pro- 
| grams are administered locally by 
Addo branches, but the headquar- 
ters office here strives to main- 
tain a close coordination of ad- 
vertising style and content. Addo 
has become known in advertising 
circles for its clean, modernistic 
design. 

Mr. Melin controls the world- 
wide advertising program from 
Malmo. He sends abroad layouts, 
blocks, brochures, posters and 
leaflets—and even some copy. A 
sprightly, well-produced house or- 
gan, “Figures,” is distributed in 
five languages and helps to knit 
the operation together. 


/® Addo is an advertising-con- 
scious company. In _ reviewing 
1956 operations, Mr. Melin pointed 
out: 

| “Advertising—at least in our 
line of business—is rapidly chang- 
ing in character these days. As 
sales competition gets noticeably 
harder, the crucial battle in the 
world of trade is more often than 
not lost or won on the field of 
advertising. The advertising ef- 
fort is clearly emerging as an un- 
disputed and important factor in- 
volved in practically every single 
sale recorded. No one with a 
realistic business outlook can af- 
ford any more to regard adver- 
| tising as a necessary evil.” 


# On the international media 
| level, Addo today relies principal- 
\ly on the international editions of 
| Time. Mr. Melin told AA that in 
| 1957 Addo will run 13 insertions 
'in each of three Time editions— 
| Atlantic, Pacific and Latin Amer- 
ican. A schedule will also run in 
La Officina and Office Equipment 
Exporter. 
This advertising is placed 
through Addo’s agency here, 
| Svenska Telegrambyran. In the 


U. S., Addo’s subsidiary, Addo 
Machine Co., uses F. W. Prelle 
Co., Hartford, Conn. © 


Dutch Publisher 
to Print ‘Newsweek’ 
European Edition 


AMSTERDAM, Feb. 26—Beginning 
with the March 4 issue, the Euro- 
pean edition of Newsweek will be 
printed in the Amsterdam pub- 
lishing house of N. V. de Ar- 
beiderspers. It previously had 
been printed in Paris. 

A new 96-page, high-speed web 
offset press, said to be the largest 
offset press in the world and the 
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FRENCH SPANISH DANISH 
EDITION EDITION EDITION 


MECANIQUE 

POPULAIRI 
<a 

eee 5 


Circulation 109,852 Circulation 201,006 Circulation 33,456 


POPULAR 
MEKANIK & 


POPULAR MECHANICS - 200 EAST ONTARIO STREET - CHICAGO, ILLINOIS - Telephone WH 4-0100 


Other Offices: New York, Cleveland, Los Angeles, San Francisco, London 


FIRST ISSUE: FEBRUARY, 1957 
ESTIMATED CIRCULATION 50,000 PLUS 
PUBLISHED IN MILAN, ITALY 


SWEDISH GERMAN 
EDITION EDITION 


POPULAR 
MEKANIK 6 


Circulation 37,907 Circulation 74,750 


Da A Sah 2S oe ea es aaa eS) aie Bey eres eee 8 ec Ne ae SS pete ER ES ret Sine Seem SMM ies ere oe Se Se i es ek ms ete, a 
Tee oars rear ee ee SEs + > Bo sig Pele a ee ae ae ies: ee he se ae aN > See ‘ae A eo ee ‘ 7 oe ec ee 
tte eee hak oe LS ao a: j ae a aa ee | ee a io: Remi lal ts a aan eae 
ae : fa es a : : mee C= Cree 2 3 ; es . ° Pay. eh 
aia : 2 2 
e ea yak 
7 Ns 
B ee 
a eh) 
a a * ae 
* i f ee 
: ce 
. Wi 4 hea 
i ye: #) es ca © pes : 3 3 
— ae a ae bi SN Regeeee te © “i 
oe ie iar e é 2 - 3 Ss aan _ ne oe a d « — : +2 ow : fie Kale F 
J . ek: aes Ca ae a in alae ae om — ; ae Sm 
ieee ee sie es : hy wee tee eas 
oe a : ae ‘ Ce er ea gt 
ib. - eg? ee 
a id Baty 
“ Pe - te 
= ete 
i ¢ 
E ; 
— 
- _ 

n m * “:.4 aa igh 
TA MEN a ae 
oe : : ele 
‘i & 5 : 
ie ” ee = 

ode so ih : 
; -— ; ey . i 
: ne = eS ee 4 peser alo 195 pili 
ao eee 2 ie Be ee Ce... bis 
ean... Sa Cage. ae Siena : lire ae 
Te ae : a - FE 
Fees | Oa 3 mae ‘ Be Fa 
ec: 2 ee ae egg’ 
aw e3 aa 5 ve e : is ‘ae > — — kava xe 
Ce eee oe ae 4 a ook , ett ge “ Se oe 
‘ ; ee 0... r eee ee ees i a 
. , ie ; " Oa eee: veers) A Gy 
\ «) ~ Pe UR or TE gn 
— . ie Og ot ae fe Oe 
ee aS: i Shed 5 * Pat, eas j Bat ; ik 
, an en OC eee 
, <a ’ ee Pe Re ly “ee 
5 .. Oe ie a er iy ae 3 Bop 
“ : rT a Ei ny Sa rat. rod ; eon “te ed 
a : : ‘ FG SEE hoy. *e Boe as a etn ae 2 “e 
te . | ie Were “Cod 2 ee | 
‘ ‘ eg ore 5. ied Sei) 
; : ty ‘ eke ate he hr ig ove ; 
< ~ @ te ' i ve ee ae ey tae > ae . : gis jy a se oct 
x f mn qe pe . H 
See € se x , , cae 
; rie : . : nn a oe 
‘cart Ply n> tes a ae 
sae stp eT ley omer” — ee 
| be a oe oe 
aaa -. ’ 
; Paste 
. “< fire ta 
aa «Ford Wavi di tutti es 
, ¢ odeltt NE 
™ ca ALT POSTO = case AME | 
LA FLOTTA RU Agricoli So 
i partiqeaw | Sa 
pa 9 a 
: “ m Gal . ‘ rede 
7 i) Canale di Panama a ~ p 
aan 
’ ye is 
‘ 
i? 3 
o (3 e' 
MECANICA POPULARI Pes 
POPULAR @ MECHANIK es: 
p REVISIA ma 
I rd _ ~ _— a ag 
- - 7 ' “ ‘ . _ ak pie, 
} i] P ’ we + a ai A » ae 
; py A 4 i "* . & : 
‘ 5 5 \ & ‘ eika 
an ’ . ie , : = wy ; A 33 
2 be 74 - : 7 _- | a : ed 
oe ee 
com lp Pe 
yee 
bean = . < ; ef : ~ a a ‘ x 3 * 
een > — ss a ‘ a ae ee a sed i y " . coer re (eer eee % : i ” M4 
ieee iovearasceeme ee 2 ee ML ae ee a ae ai ue 06 ER a eacts, = Sea et ae ee ed ee Sti So Se Alaa ; yc ar ees ee | 
: Cae ee age’ Net oe big Sara d LA % ge oe ae IS oe RR... ee ee ee eee ees 
enn pel ah, 3 ie ear Legge ae Cee 2 aie eae ce ere Oe ATTA ae lett i) SR et pelea Sor a rk Se oe ee Ss oe st ee ae, ee et eres ine oa er 
es FF aah: ee coe = Ao aes Ue eS a ee pret ce as Bigs sons RE = papbagge Ree ok SOY igh chan a anne Sie Saeed es Ae Pe eng a Te i ee es fe ik fag : 
ee Meat htc RS) Fant: SR Sk. a eo ae aoe EIEN tins Sl erm to op AES Le age A UNG 5 eae eles 590) ip ne Be ae Tye eR foe ne eee, 
Eee Sr Se ot Sys Sat She cag AA Rc erage eg rae * Le oo, Ra AR DR he coi ir oka rigs aoa unee” 5. | Ap ceariteant ae in hes age ere Pe S eme LEueE Sk ead ae Ree Area AU kr ae re aN Cee 2: 5 | Oe oe 
ees tly: GS OMS RU Sickest oe ape ‘gales ae Pee i ae. ee ; Ne Re Para a eA PG a ao aot ade A RS ras) OAS = aa 
2 AG J og oa 7 aay ° “i ie : CS nce | : = " t ¥ . eT ee Reis ee ’ ae aie, : : af Pape eS Ba 


70 


On the International Scene... 


only one to print in four colors,|the Maschinenfabrik Augsburg- 


has been installed in the Dutch | 
plant, partly to accommodate pe 
Newsweek production run. 


The $750,000 press was built by | 


A & F FILM CORP. 
1434 St. Catherine St. W. 
Montreal 


Nuernberg Works in West Ger- | 


many. It has a capacity of 22,000 
impressions per hour. 


s The new press will enable 
Newsweek to reach its readers 
many hours earlier. 
for example, the edition will be 
available 24 hours ahead of pre- 
vious schedules. 

Films of Newsweek pages will 
be flown each week on Monday 
from the McCall Corp. plant in 
Dayton, O., where the domestic 
edition is printed. The films will 
be scheduled to reach Amsterdam 
at 10 a.m. on Tuesday, with the 
edition off the press by Tuesday 
night. 


s In line with the shift to Am- 


sterdam, the advertising service | 
office for the European edition | 
has been shifted from Paris to 
London. 

The March 4 issue will run to) 
60 pages, including a four-page, 


In Britain, 


four-color picture spread of Am-| 


sterdam. Some 6,000 copies will 
carry a special wrap-around cover 
for mailing to advertising agen- 
cies and advertisers. 

Newsweek’s European edition 
| increased its circulation 36.7% in 


| 


| 1956, to a total of 43,831. e 
A&F Pushes TV in Canada 
A&F. Film Corp., Montreal, 


which is celebrating its 20th anni- 
versary this year, now is providing 
more than 300 hours of tv pro- 
gramming per week on all Cana- 
dian stations. A&F represents 36 
American and 11 French producers 
in Canada. 


Ontario is 145,243 sq. mi. 
Bigger than Texas 


IN ONTARIO 


The Loudon Five Press 


IS 5,304* COPIES DAILY, 
BIGGER THAN ANY OTHER NEWSPAPER 


OUTSIDE OF 


London is the ‘‘lone star’’ of Canadian Test Markets 
... your advertising strikes home in rich South Western 
Ontario through more than 100,000 copies daily! 


The London Free 


Western Outarios Foremest Meuarpaper 
* Publisher's statements, 6 months ending Sept. 30, "56 


TORONTO DAILIES! 


| 
| 


Government Solves Yen 
Problem to Promote 
Farm Products Export 


Toxyo, Feb. 26—A $200,000 | 
test campaign to increase con- 
sumption of Japanese cigarets 
containing U. S. tobacco is now in 
its final stages. 

The drive, which got under way 
last June with strong financial 
support from U. S. interests, has 
utilized radio, television, news- 
papers, magazines, posters, con- 
tests and point of sale displays to 
promote four brands: Fuji, Peace, 
Hikari and Pearl. 


Initial results are now being 
_ analyzed. If they prove to be fa- 
| vorable, the promotion may be 


extended for another year. 


- 


E. T. JONES 


chief radio operator on two 


ships and a land station, he became 
the editor of Radio News and later 
was radio supervisor for Gulf Division, 
U.S. Shipping Boord. He was also 
manager of a wholesale radio divi- 
sion, and assistant district manager for 
Victor Talking Machine Company. 


When RCA bought Victor, he became 
a departmental sales manager and 


“The MARKET DATA BOO 


sige 


soys E. T. JONES 


Ry 8 Sree 


A 


Pte 


Administrator, General Promotion 4 


Radio Corporation of America 


“We operate a very complex business comprised of four major depart- 
ments: Broadcast Department; Communications; Electronic Computers; 
Theatre, Industrial and Sound. With so many sections using our adver- 
tising department services, it is necessary for us to do an educational job 
. . . $0 that these department managers have a good understanding of 
the market and media recommended—or that is available. | remove vari- 
ous sections and, via memorandums, send each section to the right 


K plays a 


important role at RCA”, 


very 


| 


person to review and use in their files. The Market Data Book has done 


an excellent job.” 


Mr. Jones’ life interest was indicated 
by the first class wireless operator's 
license he held when he completed 
grammar school. Following stints as 


steam- 


subsequently was promoted to several 


RCA positions in advertising and pro- 
~ motion. In 1945, he was appointed to 
his present position in the Commercial 


Electronic Products Division. 


‘po Ee 
MARKET DATA and 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


of 
INDUSTRIAL 


ment, market research management, 
sales and top management. 


The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 
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PREMIUM SELLING—Four brands of Japanese cigarets using some 

American tobacco are pushed in joint U.S.-Japanese effort. Higher 

price makes them harder to sell, so the gift angle is stressed 
strongly. 


Japanese Cigarets Get Joint Ad Push 
From U.S. and Nippon Tobacco Men 


The campaign is an example of 


| the worldwide activities stimu- 
| lated by the U. S. Department of 
| Agriculture to develop broader 


overseas outlets for U. S. farm 


products. 
Under Public Law 480, the 
Agricultural Trade and Assist- 


ance Act of 1954, the U. S. gov- 


;}ernment has entered into agree- 


ments with many nations, 
including Japan, looking toward 
increased promotion of American 
farm products. 

A typical international agree- 
ment provides for the U. S. to 
compensate American farmers in 
dollars for commodities shipped to 
an overseas buyer who makes 
payment in local currency. Por- 
tions of the local currency col- 
lected by the U. S. government 
are re-invested abroad in econom- 
ic projects, including development 
of markets. 


® The cost of the cigaret promo- 
tion in Japan is being split three 
ways, with the U. S. government 


|using Public Law 480 funds to 


cover the lion’s 
budget. 

Under this plan, the U. S. gov- 
ernment is drawing on its hold- 
ings of Japanese yen to under- 
write about 85% of the $200,000 
promotion. American tobacco 
trade groups are guaranteeing 
5% and the remaining 10% is 
being borne by Japanese tobacco 
dealers. The Japan Monopoly 
Corp., which makes all tobacco 
products in this country, is not 
making any direct contribution. 

There are 14 different brands 
of cigarets, pipe tobacco and cigars 
marketed in Japan, with cigarets 
accounting for 90% of the pro- 
duction of the Monopoly Corp. 
There are seven different brands 
of cigarets. 


share of the 


® The Japanese are “average” 
smokers. Per capita consumption 
in 1956 was 1,170 cigarets, com- 
pared with 1,200 in France, 2,500 
in Britain and 4,000 in the U. S. 
It is estimated that 85% of male 
adults in Japan now smoke, but 
only 15% of the women. 

The leading cigaret brands here 
are Golden Bat and Shinsei. Nei- 


|ther contains any American to- 


bacco, and both sell very cheap. 
Shinsei, selling at 10¢ per pack 
of 20, had more than half the 
market prior to the current cam- 
paign. Golden Bat, priced at 8¢ 
per pack, had about one-quarter 
of the market. 

Presence of American tobacco 


MARKETING 


200 EAST 


ILLINOIS STREET 


CHICAGO 11, ILLINOIS 


inflates the price of a _ cigaret. 
Fuji, with 40% American tobacco 
content, retails for 28¢ a pack, 
putting it well beyond the means 


‘of most Japanese. Peace, with 
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25% American tobacco content, 
sells for 22¢. Hikari and Pearl 
both have about 10% American 
tobacco content and sell for 16¢. 


® Hikari has been the leading 
seller in the “American” group, 
accounting for a little more than 
10% of the market. Pearl was first 
introduced in 1955. 

Peace, formerly a more sub- 
stantial seller, is getting the main 
emphasis in the current campaign. 
In 1953 Peace had a 17% slice 
of the market, with record sales 
of 15 billion cigarets. In the fol- 
lowing two years its sales de- 
creased by more than 60% and 
its share of market was reduced 
to 5%. There has been an inclina- 
tion here to pin some of the blame 
on cancer scares, since there has 
been a noticeable shift to Shinsei, 
a so-called “mild” cigaret. 

The cigarets with American to- 
bacco are being promoted here as 
“high-quality” lines and there- 
fore suitable as gifts. “Choose 
Peace cigarets as a gift,” says the 
headline in one ad. A little bit of 
snob appeal is involved; it is said, 
not entirely facetiously, that some 
Japanese business men smoke 
Peace or Hikari during the day 
to impress their colleagues and 
clients, and then revert to Golden 
Bat or Shinsei at home—to save 
money. 


s “Rich in the taste and flavor 


|American trade groups left for, 
| Japan last spring to negotiate 
| with the Japanese, the selection | 
| had been narrowed to J. Walter | 
| Thompson Co. and Gotham-Vlad- | 
|imir Advertising. 

On-site study of the situation 
quickly indicated that the Japan- 
ese felt the campaign should be 
handled by Japanese agencies. As 
a result, it was agreed that the 
account would go to Dentsu and 
several smaller Japanese agen- 
cies. However, J. Walter Thomp- 
son was retained by the American 
groups in an advisory capacity. 

If the campaign is successful 
and extended for another year, it 


tive cigaret advertising in Japan | 
and may also clear the way for 
similar promotions in other fields. | 


Nixon to ‘Physicians’ Desk’ | 
Frank L. Nixon has been ap- 
pointed an advertising representa- 
tive of Physicians’ Desk Reference. 
He formerly was with the ad de- 
partment, Lederle Laboratories di- 
vision, American Cyanamid Co. 


In Canada 


may set a precedent for more es your best prospects read 


The Financial Post 


Canada s foremost 
business newspaper 


M* than 90% of all Post subscribers and 
newsstand buyers are in business, profes- 


sions, government. 


In business, nearly 8 out of every 10 are man- 
agement men with enormous buying influence 
in all types of business and industry across the 
nation. Their average annual income is more 
than three times the national average for Cana- 


dians.* 
reach Canada’s biggest buyers 
To sell more across Canada, 


The Financial Post 


481 University Avenue, Toronto 2 


1242 Peel Street, Montreal 2 
West Coast Representatives in the U.S.A. 


Duncan A. Scott & Co., Son Francisco & Los Angeles 
*Source: ‘‘Canado's influence grovp,"’ a study of Post subscriber 
characteristics by Gruneou Research. Available on request. 
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of Virginia leaves” is another 
prominent copy theme in the cur- | 
rent campaign. 

Since the tobacco business in | 
Japan is a monopoly, the govern- | 
ment frowns on any large ad- 


| 


TASTY GifT—This full color counter 

card is part of U.S.-Japanese pro- 

motion. Copy says “Choose Tasty, 

Fragrant Virginia Blend Cigarets 
as a Gift.” 


vertising expenditures. However, 
the directors of the Monopoly 
Corp. felt more promotion was 
needed and the U. S. funds were 
therefore very welcome. 

From the U. S. side, the cam- 
paign is based on a contractual 
agreement involving the Depart- 
ment of Agriculture and three to- 
bacco trade groups—Tobacco As- 
sociates, representing exporters of 
‘flue-cured tobacco as well as 
some producers; the Burley & 
Dark Leaf Tobacco Export Assn., 
for exporters of other types of 
tobacco, and the Leaf Tobacco Ex- 
port Assn., a dealer group. 


s The program goes beyond ad- 
vertising, with the American to- 
bacco groups joining in an effort 
to give the Japan Monopoly Corp. 
an insight into U. S. merchandis- 
ing methods used for cigarets. As 
part of this program, two officials 
of the Monopoly Corp. were 
brought to the U. S. last summer 
to spend 20 days at J. Walter 
Thompson Co. and 10 days at 
Philip Morris Inc. 

Originally, the American Assn. 
of Advertising Agencies was 
asked to supply a list of agencies 


qualified to handle the account. 
By the time representatives of the 
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martinsville, va. 


danville, va. 


wfmy-tv 
maximum 
power on 
channel 2 
greensboro, n. c. 


Take advantage of WFMY-TV’s on-the-ball coverage of the Prosperous 
Piedmont section of North Carolina and Virginia and watch your sales and 
profits grow. You'll like the way the ball bounces here in the industrial 
South where complete coverage of the area is delivered only by 
WFMY-TV. Call your H-R-P man today for full details. 


50 Prosperous Counties 
$2.5 Billion Market 


2 Million Population 
$1.9 Billion Retail Sales 


GREENSBORO, N.C. 


Represented by 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — Sen Francisco — Atlanta 


WFMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 
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GREATEST 
FLEXIBILITY 


Use one theatre, or as 
many as 16,000 theatres 
from coast to coast dur- 
ing a week. USE... 


THEATRE SCREEN 
ADVERTISING 


ZAVAPA . 
ra 
1032 Carondelet Street 
New Orleans, La. 


Fox Head Will Go 
Fishing for Beer 


Drinkers in 2 Drives 


WAUKESHA, Wis., Feb. 28—The 
Fox Head Brewery literally is “go- 


ing fishing” this year to find new | 


customers for its Fox Head “400” 
and Fox DeLuxe beers. 

One phase of the promotion for 
Fox Head “400” is a telephone in- 
formation service for fishermen. 
This service will enable fishermen 
to obtain current reports on fishing 
conditions, like what type of fish 
are biting, what bait to use and 
what locations are best. 

The information will be con- 
tained in a 60-second recorded 
message which will have a com- 
mercial for Fox Head “400” at the 
beginning and end of the message. 


® The second phase of the drive 
will be a tagged fish contest in Il- 
linois which will take place around 
April 12. A total of 400 tagged fish 
will be placed in Wolf Lake and 
the Fox Lake chain (both near 
Chicago). Tags on these fish can 
be redeemed for prizes of fishing 
and sporting equipment. A sim- 
ilar contest also may be held in 
Wisconsin. 

The “fishy” promotion will be 
backed by a five-a-week radio 
show on WBBM, Chicago, and on 
the “Fred Waring Show” on 
WFOX, Milwaukee. Small space 
ads in Illinois and Wisconsin 
newspapers plus radio spots and 
point of sale material will be used. 

Fox DeLuxe will be pushed with 
a saturation radio spot campaign, 
mainly in the Chicago market. 
Schram Advertising, Chicago, is 
handling the promotion. 


TYPOGRAPHY 


ENGRAVING 


PRINTING 


faithorn offers you ail three 
services ... to coordinate your 
jobs and save you time and money. 


phone WHitehall 4-2300 


CHOI doa 


Dearborn St, Chicago 10, it. 


TYPOGRAPHY 
ENGRAVING 
PRINTING 


PEPSI MANUAL—AII franchised Pepsi- 
Cola bottlers are receiving a four- 
volume catalog to help them tie in 
their advertising and sales promo- 
tion with the national campaign. 


Brother Steps Up 
Ads, Broadens Its 
Line of Imports 


New York, Feb. 28—Brother 
International Corp. reports it has 
increased its advertising budget 
“considerably” for 1957. 

Brother, importer of Japanese- 
made sewing machines, home 
knitting machines and _ other 
Brother appliances, spent roughly 
$150,000 in advertising last year. 
Seklemian & North became the 
importer’s agency Jan. 1. 

Brother will use magazines and 
television. On April 1 it will in- 
augurate a spot tv drive covering 
all major U. S. markets. Two- 
color ads, ranging from half-page 
up to two-thirds of a page, are 
scheduled for Family Circle, Good 
Housekeeping, Life, Look, Mc- 
Call’s and Parents’ Magazine. Six 
pattern books also will be used. 

Two-thirds of the promotion 
will be devoted to sewing ma- 
chines. Brother will introduce this 
year a new zig-zag model, the 
Flair-Matic, selling for $99. The 
importer asserts it now has “the 
most complete line of zig-zags 
under a single brand.” 


® The Brother line also includes 
four two-tone home knitting ma- 
chines—in pink and charcoal—re- 
tailing from $119 to $229.50. 
Max Hugel, president of Broth- 
er, has just returned from a trip 
to Japan. He reports that the 
Japanese company eventually will 
introduce other lines in this coun- 
try. A Brothertone radio has al- 
ready been introduced and will 
be mentioned in some of the 1957 
ads. The complete Brother line 
includes blenders, steam irons, 
electric fans, washing machines, 
motorcycles and refrigerators. e 


Masland Repeats ‘Happy Mood 
Color’ Theme in Spring Drive 

Cc. H. Masland & Sons, New 
York, will repeat its “happy mood 
color” theme to point up the im- 
portance of color in carpets in its 
spring campaign. Color pages in 
Better Homes & Gardens, House 
Beautiful, House & Garden, Mc- 
Call’s and Sunset magazine will 
emphasize that “happy mood” col- 
ors are cheerful colors that give an 
emotional lift to the home, “mat- 
ing perfectly” with the most pop- 
ular decorator colors. The ads of- 
fer a 25¢ 36-page booklet on color 
coordination. 

The company also is using local 
and trade advertising and an ex- 
tensive array of retailer aids. An- 
derson & Cairns, New York, is the 
agency. 


Lever Ltd. Names Collett 

R. B. Collett, formerly vp and 
manager of the Toronto office of 
Young & Rubicam, has resigned to 
become advertising advisor to the 
marketing divisions of Lever Bros. 
Ltd., Toronto. He will be succeeded 
by Trevor G. Goodman, formerly 
account supervisor, who has been 
with Y&R for more than 10 years. 


L. O. Lemon, JWT 
Exec, with Agency 
(33 Years, Dies at 57 


New York, Feb. 28—Luther 
Orange Lemon, 57, treasurer and a 
director of J. Walter Thompson 
Co., died today at his home in Mt. 


Kisco, N.Y., presumably of a 
heart attack. 
Born in Richmond, Ind., Mr. 


Lemon was graduated from Co- 
lumbia University in 1924 with 
a BS. degree. He joined the 
Thompson agency the same year. 
In 1937 he was named assistant to 
the treasurer. He became control- 
ler in 1944, treasurer in 1946 and 
was elected a director of the com- 
pany in 1947. He was a member of 
the Controllers Institute, the 
Church Club and the University 
Club. + 


JOHN C. NICHOLLS 


MonrtTREAL, Feb. 26—John Chal- 
mer Nicholls, 64, advertising man- 
ager of Atlas Asbestos Co. Ltd. 
and veteran advertising executive, 
died Feb. 17 in Montreal General 
Hospital after a short illness. 

Born in Peterborough, Ont., Mr. 
Nicholls went to Pittsburgh in 
1923, joining the advertising de- 
partment of the Joseph Horn Co. 
department store, where he subse- 
quently became advertising man- 
ager. 

Returning to Canada in 1930, he 
was appointed advertising manag- 
er of Henry Morgan Co. Ltd. here. 
He moved to Foster Advertising 
Ltd. in 1945 as manager of the 
agency’s local office, and _ re- 
mained with the agency until he 
accepted the Atlas post in 1950. 


GEORGE SPEYER 

Cuicaco, Feb. 26—George W. 
Speyer, 82, manager of mechani- 
cal production for the J. Walter 
Thompson Co. here from 1922 un- 
til his retirement in 1948, died 
Feb. 21 in Edgewater Hospital. He 
had been a member of the Adver- 
tising Agency Production Men’s 
Club and the Chicago Club of 
Printing House Craftsmen. 


SAMUEL CROMIE 


Samuel Patrick Cromie, 39, vp 
and assistant publisher of The 
Vancouver Sun Publishing Co., 
drowned Feb. 16 in a boating acci- 
dent north of Vancouver. 


VANCOUVER, B. C., Feb. 26—| 


Mr. | 


Advertising Age, March 4, 1957 


Cromie was testing a small boat 
with a friend when it capsized at 
Halfmoon Bay. The other man, 
William Dix, also of Vancouver. 
still is missing and presumed 
drowned. 

The Sun Publishing Co., of 
which Mr. Cromie’s brother, Don, 
is president, publishes the Van- 
couver Sun and the News, Gar- 
den Grove, Cal. He was the third 


son of Robert James Cromie, 
founder of the Sun. 

STEWART ANDERSON 
NEEDHAM, MaAss., Feb. 26— 


Stewart Anderson, 42, a former 
advertising executive and con- 
tributor to the National Geo- 
graphic Magazine, died Feb. 14 at 
his home here. Mr. Anderson had 
been with the advertising depart- 
ment of Lever Bros. At the time 
of his death he was associated 
with Wellesley Press Inc., Welles- 
ley, Mass. 


JOHN A. FULLERTON 

Toronto, Feb. 26—John A. Ful- 
lerton, 79, business paper publish- 
er, died Feb. 24 at his home here. 

Chairman of the board of the 
Fullerton Publishing Co., he estab- 
lished the company as a one-man 
operation. Fullerton now publishes 
Canadian Purchasor, Laundry & 
Dry Cleaning and Radio Television 
& Appliance Sales. 


Colgate Elects Hart, Lesch 
Colgate-Palmolive Co. has elect- 
ed Ralph A. Hart to the new post 
of exec vp. He is succeeded as 
president of Colgate Palmolive In- 
ternational by George H. Lesch. 
Also elected a vp of the parent 
company, Mr. Lesch has been vp 
of Colgate Palmolive International 
in charge of sales and advertising 


for the United Kingdom and 
Europe. 
JWT Appoints Benoit 


Woodrow Benoit, formerly a 
television supervisor of Young & 
Rubicam, has joined J. Walter 
Thompson Co., New York, as a 
group head in the radio-tv de- 
partment. 


wORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION | 
SRS “Redio-Active’ MBS 


\4 


"He's a big advertising man, all right. He just whispered, 
"The Solid No. 1 in Solid Cincinnati is the Cincinnati Enquirer’.” 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including a 
21,000 - 

a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 


ge in City Zone circulation . . . 


Schmitt, Inc. 
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PHOTOGRAPH FROM LIFE DECEMBER 19, 1955), BY LARRY BURROW 


ELOQUENT 


Only the camera can be so revealing, can tell so much in one 
swift, sensitive act of vision. Take this poignant picture of Sir 
Winston Churchill’s heartfelt response to an ovation from his 
countrymen. Powerfully eloquent, it is the kind of uniquely 
personal photo-journalism that makes people respond to LIFE. 


Readers respond because they feel and share in story and pic- 
ture . . . because they are personally rewarded by being so closely 
identified with events great and small. 


They look, think and react to LIFE’s memorable pictures, 


meaningful words and advertisements that make a deep and 
lasting impression. 


That is what makes LIFE such an effective advertising medium. 


1. LIFE gives you the largest repeat audience of any weekly or bi-weekly 
magazine . . . 15,800,000 people read 8 or more out of every 13 issues. 


2. LIFE reaches 3 out of 5 households in the average community in the 
course of 13 issues. 


Audience Sources: A Study of the Household Accumulative 
Audience of LIFE; A Study of Four Media 


PEOPLE RESPOND TO 


Copyright 1957, TIME Inc. 
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PHOTO 
REVIEW 


OF THE 


Davidson Hubbers 
Wheeler Buchle 


UNITED, WE StTAND—Meeting in London during the last week of Janu- 
ary, these European agency people set up Continental Advertising & 
Marketing Agencies, New York. Seated around the table are: A. R. 
Jefferson of Samson Clark & Co., London; Sterling Wheeler, exec vp 
of CAMA; Fraulein A. Buchle of Werbeagentur Dr. Hegemann, Dus- 
seldorf; H. Vettewinkel of Van Hees N. V., Amsterdam; M. A. van 
Ypersele and M. G. Chantren of Publicite Vanypeco, Brussels; M. A. 


Jefferson 


Svane 


Ypersele E. Elinder Chantren Malherbe 


de Malherbe of Agence Francaise de Propagande; and Elof Elinder 
of Wilh. Anderssons Annonsbyra, Stockholm. Standing are: T. Becker 
of Alfsen & Becker, Oslo; J. T. Davidson of Samson Clark; H. Hub- 
bers of Hegemann; Rudolf Farner of Farner Advertising, Zurich; 
O. B. Svane and I. A. Nielsen of A/S D.E.A., Copenhagen; R. A. 
Loader of Samson Clark; and Rickard Elinder of Wilh. Anderssons. 
(Story on Page 26.) 


miiPoo im » 
~~ GETTING READY—Alex Osborn 
(left), vice-chairman, takes a 
breather during rehearsal for 
closed-circuit tv portion of an- 
nual convention of Batten, Bar- 
ton, Durstine & Osborn (AA, Feb. 


Ae 


INSPIRED—Oelerich Industries is 
packing its children’s shampoo in 
a toy—a plastic replica of Garfield 25). With him is Bob Bleyer 
Goose, a puppet employed by (center), director and producer 
WGN-TV, Chicago—and promoting of the telecast. The skeptical 
it in tv and newspapers. Harry’ chap is Jack Zoller, of the agen- 
Senne Advertising, Chicago, is the cy’s radio-tv department, co- 
agency. producer. 


Collies Grobe Wurtzebach Ponic Cline Dexter Frifield 


LUNCHERS—At a luncheon in Chicago given by Cosmopolitan, magazine executives re- 
ported to agency media people on the effectiveness of the publication’s new editorial 
and circulation program (AA, Feb. 25). Shown here are Al Callies, Al Grobe and Bill 
Cline of Ruthrauff & Ryan; Ed Wurtzebach, J. Walter Thompson Co.; John Ponic, 


Kysor 


Hokewill Ryan Buck Singleton Pfleger Davis Wright 


western manager, Cosmopolitan; Jim Kysor, Dick Dexter, Al Frifield, Bob Ryan and 
Gordon Buck, Foote, Cone & Belding; Frank Hakewill, Roche, Williams & Cleary; John 
Singleton, Roy Boyer and George Stanton, Tatham-Laird; Gus Pfleger and Tom 
Wright, Leo Burnett Co., and Helen Davis, Clinton E. Frank Inc. 


Boyer Stanton 


Von Tress Davis Boxter 


PARTY—These photos were taken during the three-day open house held by The Satur- 
day Evening Post in celebration of the move of its Chicago offices to the Prudential 
Bidg. Shown here are SEP men E. C. Von Tress, senior vp and advertising director, 
and J. E. Davis, vp and manager of the Chicago office. Hosts and guests in the photos 


Baldwin 
in the center and at right are Robert L. Marsh, Chicago publication manager, Ladies’ 
Home Journal; G. M. Baxter, J. Walter Thompson Co.; R. P. Hogan, Kraft Foods Co.; 
Harold E. Rich, Elgin National Watch Co.; R. Eaton, Chicago publication manager, 
Holiday; J. Baldwin, Needham, Louis & Brorby, and Irving Gerson, Young & Rubicam. 
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for two of its fertilizers, extending | film announcements per week are | Agency, Charlotte, has opened a |ager. 


Allied’s Fertilizers in Drive |13 weeks and covering 20 to 25)running for the two products. |branch office in Raleigh, N.C. A. 
The nitrogen division of Allied | markets in the South and Midwest, |Miles Hughey has been named| 
Chemical & Dye Corp., New York, | through Albert Sidney Noble Ad-| Walter Klein Adds Office |manager of the new office, and 


has launched a tv spot campaign |vertising. About eight one-minute; Walter J. Klein Advertising | Mrs. Nell Dodge is assistant man-| 


To bore into this rich 


NORTHERN 
ILLINOIS 


Your best selling-tool 


THE COPLEY 
BIG 3 GROUP 


Three busy, booming, interlocking areas com- 
prise the Number One Market in Illinois (outside 
Chicago). This market includes over half a mil- 
lion eager, able-to-buy people, representing over 
$300,000,000 retail sales in 1955. Reach these 
people and share these sales! Use the Copley Big 
3 Group! 


Thrifty all-3 rate saves you 18%! 


These are all home-town papers. They blanket 
this rich market. You can buy all three at an out- 
right saving of 9'2¢ a line-or 18%! 


Single rate: 
ee Ss ee 
0 Ee ee a oe 
0 Oe ea or eee 


Total ... 53¢ 
Thrifty all-Srate .......+4+4. . 48% 
Your saving . . -9”%@ aline! 


ELGIN COURIER-NEWS - AURORA BEACON-NEWS 
JOLIET HERALD-NEWS 


COPLEY NEWSPAPERS 15 “Hometown” Newspopers covering Northern Illinois — 
Springfield, Illinois — Greater Los Angeles — and San Diego, California . . . Served by the 
COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY COMPANY, INC. 


|of the Pasadena Independent and 


DON NUTTER, formerly advertising 
manager of the Long Beach Inde- 
pendent and Press-Telegraph, has 
been appointed general manager 


Star-News. 


Burlingame-Grossman Adds 4 
Standard Steel Corp., Chicago 
maker of bathroom cabinets, ac- 
cessories and tub enclosures, has 
named Burlingame-Grossman Ad- 
vertising, Chicago, to handle its ad- 
vertising. Trade publications and 
direct mail will be used. The agen- 
cy also has been named to handle 
advertising for American Evatype 
Corp., Deerfield, Ill., maker of 
plate making presses; Skin-Pack 
Inc., Chicago, exclusive distributor 
for Abbott Plastic Machine Corp.’s 
packaging equipment, and _ the 
Point-of-Purchase Advertising In- 
stitute’s 1957 Symposium & Exhib- 
it, to be held in the Palmer House, 
Chicago, April 10 through April 12. 


Catholic Press Council Elects 
William B. Ross, Baus & Ross 
Co., has been named president 
|of the Catholic Press Council of 
Southern California. Other officers 
are Robert J. McAndrews, John 
Poole Broadcasting Co., vp; Brad 
Atwood, Southern Pacific Railroad, 
|secretary; Doug Bridges, Para- 
|}mount Pictures, treasurer, and 
John Truxaw, Los Angeles Tidings, 
sergeant-at-arms. 


Papers’ Prices Increased 
Among the newspapers which 
recently increased the per-copy 
price are the Sunday Telegram, 
Worcester, Mass., up from 20¢ to 
25¢; News-Times, Danbury, Conn., 
up from 5¢ to 7¢ and the Patriot, 
Putnam, Conn., up from 7¢ to 10¢. 


For Your Personal Thoughts! 


this precision recorder 
fits in your pocket! 


minifon p D-s 


out of sight, out of mind—you get all the facts 


The perfect “secondary memory” to save 
| you time and work—the world’s only 
pocket-sized, push-button precision re- 
corder! Take it with you wherever you 
go. Records everything—up to 2 hours 
on a single reel! Plays back, erases, re- 
winds—great for dictation, too, and only 
28 ounces! Battery operated or A/C: 
Sold through authorized franchised desiers 
For complete details, write: 
@) GEISS-AMERICA 
| Dept. P.B. 2, Chicago 45, 1. 
| (a Canada: Imperial Typewriters of Canada 416 McGill St. Montrea! 2 Que 
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"Ad Age has 
| been invaluable 
\ fo me’”’ 


\ Says GEORGE S. PARKER II 
\ Export Advertising Manager 
\ Parker Pen Company 

ba | 


“Advertising Age has been invaluable to me in keeping 
up with the latest developments in the fields of 


international merchandising and advertising. 


Newsworthy information concerning this 
GEORGE S. PARKER |! 


George S. Parker II, a grandson of the founder of The field of advertising is relatively scarce, 
Parker Pen Company, has been export advertising man- 


ager for the firm since February, 1956. The post entails 
the direction of the firm’s advertising and point-of-sale 
promotional program in 135 world markets. The pen 
company is currently using 42 languages overseas to mar- more and more on what | read in 
ket its famed “51” fountain pen, plus newer ball-point 
lines. 


and | find as time goes on that | rely 


Advertising Age.” 
Advertising to introduce the new “61” pen started in late 

1956 as the firm launched the biggest Christmas scheduie 

in its 68-year history. 


Mr. Parker joined a machine tool subsidiary of Parker in 
September, 1952. Following that, in May, 1953, he entered 
the firm’s domestic advertising as advertising manager. In 
April, 1955, he transferred to the export division’s adver- 
tising department. 


A native of Janesville, Wis., Mr. Parker attended Lake 


Forest Academy in Lake Forest, Illinois. After taking a impotowl to 


bachelor of arts degree at Brown University, he entered 
the University of Michigan where he earned a master of 2 
arts degree with honors in 1952. importouit people 
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This Week in Washington... 


Packers FTC Immunity Is Periled 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Feb. 28—Agricul- 
ture Secretary Ezra Taft Benson 
has just ordered a study to find out 
how his staff is enforcing the 
Stockyards Act of 1923, which 
makes the department responsible 
for trade practices in meat buying 
and merchandising. To judge by 
congressional activity this week, 
he may have waited too long. 

Members of the Senate anti- 
monopoly subcommittee who have 
been looking into the meat indus- 
try say a jurisdictional no-man’s- 
land exists. Packers are exempt 
from regulation by the Federal 
Trade Commission, but the De- 
partment of Agriculture has only 
three people in its trade practices 
unit, including a stenographer. In 
34 years, the unit has yet to issue 
a complaint. 

While Secretary Benson is in- 
vestigating, bills have been intro- 
duced with bi-partisan sponsorship 
in both houses this week to take 
him out of the trust-busting busi- 
ness. 


s “Instead of building a special 
staff in the Department of Agricul- 
ture to control the meat industry,” 
said Rep. Henry A. Dixon (R., 
Utah), “the packers ought to be 
under the Federal Trade Commis- 


Real Do-it-Yourselfers 
Are Free Spenders 


Right now each do-it-yourselfer spends 
$23.61 for roofing; $17.47 for flooring; 
$23.73 for hand-tools; $82.36 for power 
tools (on a per reader average cover- 
ing @ 6-month period). Every issue of 
Home Craftsman reaches these hot 
prospects just as they're ready to start 
on projects requiring your products. 
Get the profitable facts about the buy- 


ing habits of real do-it-yourselfers. 


Write now. 


sion, which could do the job with 
little or no expansion of staff.” 

Originally the demands for anti- 
trust studies came from cattlemen, 
who claim packers dictate the price 
of beef on the hoof. But recent 
moves by packers to get out from 
under the restrictions of the 1920 
anti-trust consent decree have 
brought food processors and fed- 
eral anti-trust officials into the 
battle full tilt. 

Packers say the consent decree 
preventing them from expanding 
into most food lines other than 
meat is obsolete because of new 
competition from giant food proc- 
essors and distributors which has 
developed in the past 25 years. 


s But the food processors are 
alarmed at the prospect of this new 
competition, particularly while the 
packers are under the Stockyards 
Act, free from the eagle-eyed anti- 
trust activity of the FTC. 

As an object lesson, they recall 
the precedent already established 
in the margarine industry. With 
ads for other brands, Cloverbloom 
99 ads had been challenged by 
FTC. Where competitors were 
forced to take cease-and-desist 
orders, Cloverbloom 99 went free 
because Armour & Co. successfully 
argued it is responsible only to the 
Department of Agriculture. 

Meanwhile federal trust busters 
picture a nightmare world of their 
own, where Secretary Benson ends 
up with responsibility for the big- 
gest chunk of all anti-trust en- 
forcement. 


s As they see it, food processors 
and distributors (including big su- 
permarket chains) may decide to 
eliminate the advantage of the 
packers by going into the packing 
business themselves. Under these 
|circumstances, they say, it is very 


| likely that many of these compa- 


nies could successfully argue that 
they are entitled to the exemptions 
enjoyed by the companies which 


Act. 
« . . 
How to Lop $132,000,000 
Off the Postal Deficit 
The House chipped $132,000,000 
off the postal deficit the other day, 


zs FR . 
"pobeys . 


a 


are already under the Stockyards | 


and it didn’t hurt a Dit. 
|achievement should be credited to 
Rep. H. R. Gross (R., Ia.), who | 
raised a point of order and pre-| 
vented the adoption of legislation | 
which would have allowed the Post | 
Office Department to treat its an- 
nual contributions to the employes 
retirement fund as an operating | 
cost. 

In the past, the department's | 
contributions to the retirement) 
fund have been paid by the gov- 
ernment and never have showed | 
up in the postal budget. When the 
budget went to Congress this year, 
pensions and other items were 
sandwiched in for the first time to 
produce a prospective deficit for 
the next year of $654,000,000. 

In a sense, this represented 
vengeance on publishers and oth- 
ers who have complained bitterly 
in the past about the unfairness of 
charging airmail subsidies and | 
other special items to mail users. | 

Postal officials long ago agreed | 
to screen out the costs which mail 
users challenged. But at the time) 
they warned they would be back | 
with a list of new costs which' 
would make their critics wish they | 
had never raised the issue. 


Is McConnaughey Leaving? 

Choice of Successor Bruited 

One of the popular guessing | 
games these days is: “When will 
FCC Chairman George C. McCon- 
naughey leave, and who will take | 
his place?” The chairman’s term 
expires June 30. While he says he 
has been offered reappointment, 
it is generally believed he’s not go- 
ing to accept and that he may not 
even serve until his present term | 
ends. There is a substantial list of 
candidates for his $20,000-a-year 
job, including some lame ducks 
still seeking a roost after last fall’s 
elections. 


| 


Sen. Johnson Adds Heft 
to Auto Safety Law Drive 

If you have been skeptical about 
the steam behind movements de- 
veloping here for some form of 
federal intervention in the field of 
automobile safety, take a look at 
S. 1292, which would set up an 
automobile and highway safety | 
division in the Department of 
Health, Education & Welfare. It’s 
less drastic than bills already in- 
troduced in the House, which pro- 
vide for federally-written safety 
standards in the auto industry; but 
it bears the impressive sponsor- 
ship of Sen. Lyndon Johnson (D., 
Tex.), the majority leader. 

In a brief talk to the Senate, Sen. 
Johnson described the annual auto 
death toll as a “continuing national 
catastrophe.” He said the automo- 
bile has given us “mobility, em- 
ployment and a new freedom,” but 
lalso “death on an unprecedented 
scale.” Among the tasks of the 
proposed division of safety would 
be cooperation with research 
groups and a continuing program 
to make the public safety-con- 
scious. 


Wage-Hour Coverage Plan 

Dwindles; Still Is Attacked 

Labor Secretary James P. Mitch- 
ell caught it from both sides when 
jhe went before the Senate labor 
committee this week and advo- 
cated moderate expansion of the 
federal wage and hou: law. 
| Sponsors of new weaze-hour leg- 
lislation hoped he would endorse 
la blanket revision bringing about 
10,000,000 persons into the system. 
Instead, he balked at bringing in 
outside salesmen, agricultural 
workers, and employes of small re- 
|tail groups, three of the most im- 
| portant exempt group: 

The secretary favored legislation 
bringing about 2,200 large depart- 
ment stores and retail chains into 


This | 


| Worthington Corp. 


the system, a plan which would 
involve about 2,000,000 workers. 
For doing this, he came under the | 


Earnings of 


1956 Fiscal Year 


Company 1956 


American Viscose ...§ 239,339,000 $ 
Caterpillar Tractor Co. 685,939,782 
Chesapeake & Ohio Ry. 418,727,983 
Continental Can Co.“ 1,010,300,000 
Cribben & Sexton Co. 15,273,028 
Dayton Power & Light 73,527,000 
General Outdoor Advertising 33,426,896 
General Tire & Rubber 390,471,772 
Illinois Brick Co. . 6,161,730 
Interstate Bakeries Corp. 106,379,091 
366,355,381 
1,492,552,233 
Michigan Chemical Corp. 6,640,796 
Davis & Co. 134,092,736 
. ..++ 1,291,867,267 
270,311,337 
129,946,780 
. 2.372,725,739 
170,243,483 


Western Electric Co. 


1955 


259,442,000 $14,909,000 $24,709,000 $2.93 
533,038,331 
380,281,057 
929,400,000 
12,933,000 
68,023,000 
31,678,312 
295,731,096 
5,549,335 
99,730,326 
354,650,628 
1,219,474,812 
6,526,275 
123,113,244 
1,220,085,325 
246,684,301 
130,433,983 
1,853,299,056 
140,872,363 
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Advertisers 


Earnings Earnings a share 


1956 1955 


55,404,378 
66,735,879 
43,143,000 
147,648 
10,959,000 
2,503,936 
10,860,129" 


35,953,051 
57,982,747 
38,700,000 
441,039 
9,747,000 
2,386,044 
526,476 
3,429,855 
13,882,535 
14,368,292 
341,314 
14,322,015 
46,139,608 
21,336,139 
4,322,396 
63,339,798 
7,650,000 


SRBRREB 


3,516,818 
14,347,156 
17,071,250 

356,402 
17,645,728 
46,780,722 
22,355,721 

3,849,754 
75,054,119 

9,350,000 


[eeee coer ee ee 
BaHReRES 


6.11 


“Preliminary. "Includes RKO Teleradio Pictures earnings for the first 10 months of the fiscal year. 
The last two months’ earnings (not included) were an estimated $1,000,000. «Not given, but in ex- 


cess of 1956 earnings as listed. “Not given. 


guns of the American Retail Fed- 
eration, which protested that “any 
proposal to cover retailing at this 
time would contribute to inflation- 
ary forces.” 


‘Chicago Sun-Times’ Drops 
Edition, Boosts Sunday Price 
The Chicago Sun-Times, effec- 
tive March 4, is dropping its one 
remaining evening edition and is 
going 100% into the morning field. 


|Since the late Marshall Field ac- 
quired the evening Times and| 


merged it with the morning Sun 
in 1947, the Sun-Times has stead- 
ily placed heavier emphasis on 
morning paper coverage. During 


|the past year the newspaper has 


remained in the evening field with 
one token edition, representing ap- 
proximately 8% of its 586,000 daily 
circulation. 

With the Sunday, March 3, issue, 
the Sun-Times will increase the 
price of the Sunday edition from 
15¢ to 20¢ in the city and suburbs. 
Price of the Sunday Sun-Times 
was increased to 20¢ beyond the 
40-mile limit last June, when it 
added regional tv station program 
listings in its TV Prevue. 


Standard to Frederick-Clinton 

Standard Food Products Corp., 
Long Island City, N. Y., New 
York distributor of Paul Jones 
blended whisky, a product of Four 
Roses Distillers Co., has moved 
its advertising for the brand from 
Doherty, Clifford, Steers & Shen- 
field to Frederick-Clinton Co., 
New York. Plans call for a con- 
tinuous campaign in 18 metropoli- 
tan area newspapers, trade me- 
dia and point of sale displays. 
DCS&S continues to handle na- 
tional advertising of the brand for 
Four Roses Distillers Co., a Sea- 
gram subsidiary. 


Seeman Makes Record Offer 

Seeman Bros., New York, is of- 
fering 45 r.p.m. extended play rec- 
ords as a self-liquidating premium 
for White Rose tea. Consumers ob- 
tain their choice of records by 
sending a box top plus 25¢ to the 
Sam Goody Record Shop, New 
York. According to the company, 
the record offer was chosen be- 
cause of the “mutual association of 
music and tea with the home and 
moments of pleasant relaxation.” 
Anderson & Cairns, New York, is 
the agency. 


Pan-Am Life Plans ‘57 Push 

Pan-American Life Insurance 
Co., New Orleans, plans to use ads 
in Newsweek and 47 major news- 
papers in its 1957 campaign, built 
around the theme “Put yourself on 
your own payroll first!” In addi- 
tion to the U.S. campaign, Pan- 
American will use Life en Espanol 
and Selecciones del Reader’s Di- 
gest, starting April 28, in its Latin 
American campaign. Stone- 
Stevens, New Orleans, is_ the 
agency. 


‘Family Circle’ Advances 
Four Top Executives 

Family Circle, New York, has 
named Palmer K. Leberman 
chairman of the board and chief 
executive officer, in addition to 
publisher. Succeeding Mr. Leber- 


Thomas J. Patterson Palmer Leberman 


man as president is Carl J. 
Schaefer, previously exec vp. Mr. 
Schaefer will have charge of ad- 
ministration, accounting and cir- 
culation. 

Thomas J. Patterson, previously 
vp and editorial director, has been 


Charles C. Sibre Carl J. Schaefer 


named exec vp in charge of edi- 
torial, advertising sales and pro- 
duction. Mr. Patterson, who was 
also named to the board of di- 
rectors, joined Family Circle in 
1950 and shortly thereafter was 
named advertising director. In 
1954 he became editorial director. 
Also named to the board was 
Charles C. Sibre, secretary and 
treasurer of the magazine. 


Capper Adds Detroit Office 
Capper Publications has opened 
a Detroit office at 1128 Fisher 
Bldg., and Andrew M. Gent, repre- 
sentative for Capper daily news- 
papers, radio and tv stations, has 
moved his offices from Cleveland 
to Detroit. The office will be under 
the direction of Felix Morris, 
Cleveland branch manager, and 
will be used by all the Capper 
publications for their salesmen 
when they are in the Detroit area. 
Copyfitting 


ad you down? Get ne 
HABERULE 


Visua 


COPY-CASTER 


Discover for yourself how much foster, easier and 
more accurately you con copyfit all type jobs with 
this new, completely revised Hoberule. Tens of 
thousands of artists, od-men, printers, copywriters, 
editors, students sove hundreds of hours and dol- 
lors in costly resetting with this nationally famous 
copy-coster. Why don't you? At your artist supply 


store or direct. Complete with gouge, only $7.50 
\ THE HABERULE CO. { 
BOX AG-245+ WILTON, CONN. 
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Dailies Must Sell Themselves and Journalism 
Field to Young People, lowa Professor Says 


Cuicaco, Feb. 26—Daily news- 
papers must promote themselves 
more effectively and more exten- 
sively if they are to attract quali- 
fied editorial and advertising per- 
sonnel from the ranks of college 
graduates. 

This warning was sounded here 
today by Leslie G. Moeller, director 
of the State University of lowa 
school of journalism, who spoke at 
the annual winter and spring meet- 
ing of the Inland Daily Press Assn. 

In discussing the shortage of col- 
lege graduates entering the com- 
munications field, Mr. Moeller 
pointed out that the time has ar- 
rived when newspapers must com- 
pete with industry for college 
graduates. 

“Newspapers should advertise 
the advantages of a journalism ca- 
reer, not only in college newspa- 
pers, but in their own newspapers 
as well,” Mr. Moeller said. 


® He showed his audience several 
samples of ads placed by industrial 
and commercial companies in col- 
lege newspapers. “Newspapers are 
up against skillful and well pre- 
pared advertisements run by com- 
panies,” he said. 

“In addition to heavy ad cam- 
vaigns to lure college graduates, | 
many companies send representa- | 
tives to the campuses for personal 
contact and interviews with stu- 
dents,” he said. “Very few news- 
papers have bothered to visit col- 
leges and talk to students.” 

The low starting salaries paid 
by newspapers to beginning edi- 
torial and advertising personnel 
were blamed by Mr. Moeller as a 
major reason for young people 
shunning the newspaper field. The 
average newspaper starting salary 
is $73 a week, as compared with 
$90 to $100 weekly for other fields, 
he said. 


s Four successful advertising cam- 
paigns run in newspapers were 
described by Gordon F. Phillips, | 
business manager, the News, Mid-| 
land, Mich.; Ralph A. Kling, ad-. 
vertising director, the Telegraph- | 
Herald, Dubuque, Ia.; Michael | 
Progar, business manager, the) 
Press, Sheboygan, Wis., and J. M. 
Barenbaum, vp and general man- 
ager, Herald-Times, Manitowoc, 
Wis. 

Mr. Phillips described a 13-week 
large-space display ad campaign 
run by a real estate man in Mid- 
land. The ads featured pictures and 
copy on various hospitals, church- 
es, schools and other points of in- | 
terest in the city. 

The only “sell” in the ad was 
the real estate man’s name and | 
telephone number at the bottom 
with a suggestion that the reader 
see him “for the home of your 
choice.” 

The real estate man reported a 
very favorable response to his ad 
and credits much new business to 
the campaign, Mr. Phillips said. 
He has signed a new contract for 
one year and is running a new se- 
ries of ads featuring outstanding 
Midland citizens. The realtor also 
is continuing to do his “hard sell- 
ing” in the classified ads of the 
newspaper, Mr. Phillips reported. 

A photo page carrying nine pho- 
to-style ads proved to be very suc- 
cessful in Dubuque, Mr. Kling 
reported. Many companies which 
had never advertised in the news- 
paper before are using this innova- 
tion in his city, he said. 

The page carries nine photo- 
graphs with the sales message be- 
low each of the pictures. The ads 
are sold on a 13- or 26-week basis | 
and spots on the page are rotated 
each week. The cost to an adver- 
tiser with a 26-week contract is 
$30.81 weekly plus $5 for each 
engraving, Mr. Kling said. 

The newspaper has had more in- 


| 
| 
| 


quiries about the photo page than 
any other single advertising pro- 
motion, he said. A wide variety of 
businesses ranging from laundries 
to stone makers advertise on the 
page. There is a waiting list of 
companies wanting to advertise, he 
added. 


s A bank in Sheboygan has been 
running ads featuring art draw- 
ings and brief biographical sketch- 
es of its employes, Mr. Progar said. 

In addition, the bank is running 
large-space ads featuring histo- 
rical spots in the community. “A 
bank is people” is the theme of the 
campaign. The personality ads are 
prepared by the newspaper and the 
historical spots series by the bank’s 
advertising agency, Mr. Progar 
said. 

Mr. Barenbaum reported that his 
newspaper has sold 12 pages yearly 
to labor unions in his city. A total 


of 38 unions participate in the ads, | 
he said. 

The plan started after his news- 
paper was accused by a union 
official of being partial to indus- 
try, and criticized for not running 
labor news. The ads are made up 
like an editorial page with all of 
the copy on union views being 
written by union members, he said. 


® An IDPA survey of the news- 
print situation in the Midwest in- 
dicates a satisfactory balance of 
supply and demand, with the like- 
lihood that newsprint will again 
become tight by 1960, it was re- 
ported by Philip D. Adler, publish- 
er of the Times, Davenport, Ia., 
who also is chairman of the IDPA 
newsprint committee. 

In the over-all newsprint pic- 
ture, the trend is upward in price, 
production and supply, Mr. Adler 
said. Although the situation looks 
much better this year than in 1956, 
it may be some time before news- 
print becomes cheap or in great 


surplus, he said. 
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Mr. Adler estimated that the! Samsonite Offers Island 


jnew $135 per ton base price will 


cost Inland newspapers an extra 
$6,000,000 in the remaining 10 
months this year. 

The real demand is as much for 
a better quality of newsprint as’ 


for a dependable supply, he said. | 


He predicted a steadier flow of 
newsprint this year because of the 
recent installation of 11 new 
paper-making machines. 

Publishers should expect no 
miracles from investigations of 
newsprint prices being conducted 
in Washington and Ottawa, Mr. 
Adler warned. “As long as the 
pressure of demand continues, 
there is no enthusiasm to browbeat 
Canada—our best export custom- 
er,” he said. 


® First place awards for outstand- 
ing typography were awarded by 
the IDPA to the Herald, Morris, 
Ill.; Capital, Sedalia, Mo.; News- 


Dispatch, Michigan City, Ind.; 
Press-Gazette, Green Bay, Wis., 
and the Chicago Daily News. oe 


Shwayder Bros., Denver, maker 
of Samsonite luggage, is offering 
“an island paradise in the Pacific” 
as top prize in a limerick contest 
it is sponsoring, together with 
MGM and the Pacific Area Travel 
Assn. Details will be featured in 
four-color pages in the April 30 
Look and the May 11 Saturday 
Evening Post. Grey Advertising 
agency is the Samsonite agency. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
bry ano] BUREAU 


165 Church Street, New York 7, N. Y. 
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Broodcasting-Telecasting 
1735 deSoles Street, N.W. 
Washington 6, D. C. 
Telephone: MEtropoliton 8-1022 


alphabet soup?* 


No .. just some of the major advertising agencies who have 


picked Broadcasting-Telecasting as a nourishing place to 


run their house advertisements. 


Seems timely to point this out, since Young & Rubicam 
has just scheduled 13 pages of its own advertising in 


B-T for 1957. 


Speaking of A.B.C.'s, don't forget that B-T now is A.B.C.— 
the only radio-tv publication with membership in the Audit 


Bureau of Circulations. 


You can't beat paid circulation — and B-T has more of it 
annvally than all the other vertical radio-tv business 


magazines combined, 


Good thing to know about when you make advertising 


plans... 


\ *Translation for those unlettered in agency lore: 


Young & Rubicam, Inc. 

Batten, Borton, Durstine & Osborn, Inc, 
McConn-Erickson, Inc. 

Kudner Agency, Inc. 


Sullivan, Stouffer, Colwell & Bayles 
Norman, Craig & Kumme! 
Foote, Cone & Belding, Inc. 
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...for biggest gain in ’56 monet 


Advertising 


5000 


...for big gain in ‘65 


_.for, by far, the biggest |S 


ad volume in the field 
for several generations! 
PAGES OF ADVERTISING ~ 


CIVIL ROADS & CONSTRUCTION PROGRESSIVE CONTRACTORS CONSTRUCTION ARCHITECTURAL ARCHITECTURAL 
ENGINEERING STREETS EQUIPMENT ARCHITECTURE & ENGINEERS METHODS FORUM RECORD 


Source: industrial Marketing 


...for your help in keeping EN-R the 
hottest book in the nation’s hottest 


(a billion $ a week) market...construction! 


*and agencies, too, of course 


t 


ENGINEERING NEWS-RECORD + A McGRAW-HILL PUBLICATION ABP ABC «+ 330 WEST 42nd STREET, NEW YORK 36, N Y. 
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Researcher Finds a Void in Freud... 


Advertisers Urged to Follow Path of Rational Problem 


By Wroe Alderson 
Alderson & Sessions, Philadelphia 


In trying to devise winning strategies, 
advertisers necessarily rely upon some 
theory or explanation of how consumers 
can be expected to react to products or 
to advertising appeals. 

Many advertising experts are inveterate 
theorists themselves. Often the theories 
propounded are created on the spot to 
persuade clients to accept one campaign 
proposal or another. The great sums at 
stake and the growing sophistication of 
both clients and agency executives have 
created a demand for a more general the- 
ory of motivation with foundations in 
psychology and the other social sciences. 

Despite real progress in motivation the- 
ory and research, the diversity of theoret- 
ical positions, particularly in psychology, 
has created a confusion of counsel. Moti- 
vation research is an essential aid to ad- 
vertising strategy, but the advertising 
strategist would be well advised to assay 
the long range consequences of some of 
the propased theoretical positions. 


A Start—Behaviorism 

For more than a generation the psycho- 
logical foundations of advertising theory 
were relatively simple, consistent, and 
widely accepted. The behaviorism of John 
B. Watson was distinctly an American 
product which seemed well adapted to 
the American scene and to advertising in 
particular. 

According to this view a child entered 
the world with little except the capacity 
to receive impressions and to develop at- 
titudes and habits implanted by its elders. 
Similarly, the consumer entering the 
market was like a clean slate on which 
the advertiser could leave whatever im- 
pressions he pleased. 

This view concerning the role of ad- 
vertising spread rapidly after Watson 
himself left the university and entered 
the advertising field. Endless and mas- 
sive repetition was regarded as the foun- 
dation for advertising success. Habits of 
buying particular products or brands were 
to be inculcated in millions of consumers 
and constant repetition of simple and 
forthright messages became standard 
practice in advertising as in the classroom. 


s However inadequate this view of con- 
sumer psychology may seem today, it has 
a solid core of truth and continues to be 
manifested in advertising practice. In its 
extreme form this doctrine makes the 
consuming public an inert and docile mass 
without the power of rational decision and 
subject to manipulation at the will of the 
advertiser. 

At the same time it must be admitted 
that our daily lives are largely made up 
of useful habits, which help us to avoid 
an overwhelming volume of decision- 
making from moment to moment. A use- 
ful habit is not so much irrational as non- 


Solving Rather Than of Instinctive Drives 


Wroe Alderson, head of Alderson & Sessions, Philadelphia Marketing and Management Counsel, and one- 
time president of the American Marketing Assn., takes a look at Gestalt psychology and psychoanalysis— 
from which “the two principal schools of motivational theory are derived”—and concludes that advertising 
and marketing strategy based on Gestalt principles of goal-directed behavior has the odds in its favor in the 
long run. His comments are reprinted from “Cost and Profit Outlook,” Alderson & Sessions’ house organ. 


rational. It is not opposed to reason but 
can operate without the active interven- 
tion of reason. A rational being can prop- 
erly make a decision to cultivate useful 
habits as a way of economizing psychic 
energy. There are some routines which 
have the force of habit but never become 
entirely automatic. This is certainly true 
of so-called buying habits. Reminders 
through advertising, even though repeti- 
tious, can be of service to consumers in 
maintaining buying routines without real- 
ly infringing on the prerogative cf ra- 
tional choice. 


= Motivation research today attempts to 
penetrate more deeply and to lay the 
foundation for strategies other than that 
of conditioning the consumer through 
massive repetition. This is an inevitable 
response to the pressures for advertising 
efficiency. 

Contemporary motivation research has 
drawn its inspiration from schools of 
psychology first developed in Europe as 
compared to the earlier commitment to 
the native American school of behavior- 
ism. In fact, nearly all that now goes un- 
der the name of motivation research is 
derived from two great schools of Euro- 
pean psychology, each with numerous 
variations and each now firmly estab- 
lished in the United States. 

These two schools are in such glaring 
contrast with each other that the main 
thing they have in common is their oppo- 
sition to behaviorism and its faith in the 
conditioned reflex. This article will at- 
tempt to say something about what these 
two schools are, about the implications 
for advertising strategy of adopting one 
view or the other, and about possible 
reconciliations between the two for moti- 
vation research, for advertising strategy, 
and for management policy. . 


Contrasting Views of Motivation 

The two principal schools of motiva- 
tional theory are derived from Gestalt 
psychology and psychoanalysis. Gestalt 
psychology is associated with such names 
as Wertheimer, Kohler, Koffka, and Lew- 
in, all of whom came to the United States 
in their prime and published some of their 
most important work here. In fact Gestalt 
scarcely became a psychology of motiva- 
tion until it entered its American phase, 
having begun as a new approach to the 
psychological analysis of perception. 

Psychoanalysis is associated with such 
names as Freud, Adler, Jung, Rank, Sul- 
livan and Fromm. Psychoanalysis has 


Wroe Alderson 


also gone through a major transition 
from the preponderantly biological inter- 
est of Freud and his followers to the so- 
cial and cultural viewpoint of more recent 
writers such as Fromm, Sullivan, Kard- 
iner, and Horney. Gestalt as compared to 
behaviorism represented renewed interest 
in conscious mind and rational decision. 
Psychoanalysis invented and popularized 
such concepts as the unconscious or sub- 
conscious mind. 

Gestalt as a psychology of motiva- 
tion is pre-eminently concerned with 
goal-directed behavior and rational 
use of the resources of the environ- 
ment to attain conscious ends. Psy- 
choanalysis, at least in its earlier ver- 
sions, held that behavior is primarily 
determined by instinctive drives and 
contended that we are unconsciously 
motivated to seek goals which we do 
not recognize or may be unwilling to 
acknowledge even to ourselves. 


® In a general way one may be said to 
emphasize rational behavior and the 
other irrational behavior, even though it 
is not always possible to draw a sharp 
line between these two categories. 

One definition of rational behavior 
would be the conscious and deliberate 
pursuit of goals that are consistent with 
the survival and wel!i-being of the indi- 
vidual. Psychoanalysis would say that 
much of human behavior lies outside the 
area of rationality so defined, and that 
some of the most fundamental aspects of 
motivation are hidden below the level of 
consciousness. To the extent that this is 
true, it obviously complicates the problem 
of finding out what people really want or 


what motivates their behavior. 

It is also true, however, that rationality 
of goals or behavior would not necessarily 
mean that the task of motivation research 
would be easy. While psychoanalysis 
holds that ideas are repressed because the 
ego cannot accept them, people also for- 
get because they have achieved a satis- 
factory adjustment and have had no rea- 
son to recall their original motivations. In 
case after case there seem to be perfectly 
practical and common sense reasons why 
consumers should prefer one dishcloth, 
detergent or depilatory to another. If re- 
spondents seem vague when first chal- 
lenged to explain, it is probably because 
they have had other things to think about 
rather than any great inner tensions or 
anxieties connected with these everyday 
products. 


One of the difficulties about the 
concept of rationality is that it is not 
always considered from the viewpoint 
of the subject whose behavior is un- 
der critical scrutiny. The inherent 
standards of rationality in a field of 
consumer use may be quite different 
from imputed standards of rationality 
existing in the mind of the outsider. 
All too often some producer assumes 
that users place a high value on cer- 
tain technical characteristics of his 
product only to find upon investiga- 
tion that they have an entirely dif- 
ferent conception of its principal vir- 
tues. It seems obvious after the fact, 
for example, that housewives might 
consider absorbency a valuable char- 
acteristic in a dishcloth. Nevertheless, 
the first draft of one survey question- 
naire omitted this topic entirely, even 
though the manufacturer had made 
an exhaustive attempt to deal with 
every characteristic which could pos- 
sibly interest the consumer. 


® The two leading schools of thought 
point to quite different conclusions as to 
the development of personality. Gestalt in 
its original version pictured the rational 
mind as endowed with insights which 
enabled it to see a solution almost as soon 
as the problem situation was presented. 
Later versions make more allowance for 
learning from experience. The mature per- 
sonality is one which has become progres- 
sively more skilled in the management of 
the resources of its environment. 

The mature personality for psychoan- 
alysis is one which has finally achieved 
a degree of poise and balance after sur- 
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viving nearly disastrous incidents along 
the way. Growing up for psychoanalysts 
of biological bent is the painful process of 
recovering from such traumatic experi- 
ences as birth, weaning, toilet training 
and puberty. Even those with social and 
cultural leanings picture the typical life 
history as a continuous battle to master 
the forces of a hostile environment. 

Obviously these two views have very 
different implications as to the way con- 
sumers will react toward goods or toward 
the various appeals presented in adver- 
tising. If the first view is‘correct the con- 
sumer might be expected to regard a 
product as primarily an instrument for 
obtaining a given end and to judge it in 
terms of its instrumental efficiency. If the 
second view is correct the consumer might 
be expected to be much more preoccupied 
with the symbolic aspect of goods, to util- 
ize them as means of giving vent to sup- 
pressed desires, and to be more interested 
in symbols of mastery than in working 
tools. 


Consequences of the 
Instrumental View 

If goods are working tools or instru- 
ments for gaining specific ends, advertis- 
ing might be expected to take on an 
educational character. In a service mag- 
azine for housewives, for example, the 
tone of an advertisement might not be 
too different from that of an article de- 
scribing a method for dealing with some 
household product. Like any other teacher, 
the advertiser might engage in repetition 
partly to make sure that each subject 
had learned the lesson and partly because 
there is a constant stream of new subjects 
who have not yet been exposed to the 
lesson. 

Advertising on this view sees consumers 
in their social roles as members of house- 
holds, as income earners, and as purchas- 
ing agents for the household. It talks to 
them in terms which they can use in talk- 
ing to their family and friends. Its ap- 
peals are made through public channels 
and are directed to what may be called 
the public life of the individual compared 
to what is peculiarly personal and private. 

To proceed as if consumer behavior is 
fundamentally rational is to assume that 
behavior patterns will be convergent. That 
is to say that consumers with precisely 
the same problem will tend to adopt pre- 
cisely the same solution after some experi- 
ence with the various alternatives. Ration- 
ality in the form in which it is generally 
available consists in being able to make 
comparative judgments among ways of 
accomplishing the same thing. Thus, at 
the level of consumer buying it is re- 
flected in a capacity to learn even when 
there is not enough creative insight to be 
right the first time. 


® Some advertisers who have themselves 
preferred rational appeals have some- 
times been discouraged with the apparent 
results. Some years ago a leading denti- 
frice advertiser rebelled against what he 
considered the fantastic claims made by 
himself and his competitors. He decided to 
advertise that the soie function of a tooth- 
paste was to clean teeth and that his 
product could do it as well as any other. 
About this time his brand began to suffer 
a serious decline in sales so that he soon 
returned to less factual and more colorful 
claims. Interestingly enough, the same 
manufacturer is today once more treating 
the consumer as a rational being and is 
presumably doing all right. Undoubtedly 
consumers are steadily becoming more 
sophisticated, but it is also possible that 
the manufacturer misread the evidence on 
the first occasion as to consumer reactions. 

It has already been pointed out that 
the supplier sometimes does not really 
know what the consumer's problem is. 
If he is familiar with the problem he may 
not be clear as to the preduct features 
which are important to the user. There is 
also the possibility that even where there 
is a consumer need there may not yet 
be a widespread conscious recognition of 


the problem among consumers. Sometimes 
the advertiser must establish the fact that 
a problem exists before trying to show 
that his product offers a solution. Emo- 
tionally colored language directed to this 
end is not inconsistent with the postulate 
of consumer rationality. Absorbed as we 
may be in our daily affairs, each of us 
may need to be startled into recognizing 
the urgency of some problem, the import- 
ance of being prepared for the eventuality 
which it represents or the frequency with 
which such occasions may be expected 
to arise. 


® Long experience in consumer research 
gives one considerable respect for the job 
done by the consumer buyer. She must 
consider many things bearing on the well- 
being and happiness of herself and her 
family and in most instances must choose 
among a wide variety of products. Some 
consumers are more effective buyers than 
others or may have special buying skills 
in certain fields. These leaders of con- 
sumption tend to influence the buying 
decisions of other consumers. They are 
likely to talk in practical terms when they 
recommend a product to other consumers. 
Advertising which stresses rational rea- 
sons for purchase is more likely to be 
multiplied through word-of-mouth ad- 
vertising. The consumer may have mixed 
motivations for purchase, particularly in 
the case of an item for her own personal 
use. Even here she may need rational 
reasons for justifying the purchase to 
other members of the household. 

Advertising which recognizes the pos- 
tulate of consumer rationality would, 
therefore, seem to be a basic ingredient 
for most marketing programs. Such ad- 
vertising recognizes the social role of the 
consumer buyer and is likely to create 
enduring values for the advertiser, since 
it is consistent with basic trends in con- 
sumer attitudes and behavior. 


Consequences of the Symbolic View 

Advertising which assigns a large place 
to the symbolic aspect of goods is related 
more to the remedial work of the clinic 
than to the educational task of the class- 
room. There may be some instances in 
which the advertiser can afford to play 
the role of the psychiatrist, but it is a 
difficult function to discharge through 
the media of mass communication. The 
psychiatric needs of the individual are 
highly personal and the effective symbols 
may be largely private. While Freud and 
others insisted that a study of dreams re- 
vealed universal symbols, it is common 
experience that the same symbol can mean 
many things to many people. 

The symbolic approach tends to be di- 
vergent just as the instrumental approach 
is convergent. The very fact that a sym- 
bol might be recognized by others might 
make it less acceptable to the subject as 
an outlet for secret yearnings. When a 
product is regarded as an instrument each 
user wants to get results as good as his 
fellows. When a product is regarded as a 
symbol he may be more interested in char- 
acteristics which will help to set him apart 
from his fellows. A cherished symbol may 
either facilitate or delay maturation. It 
may help the individual to fit an aspect of 
experience into his life pattern. On the 
other hand it may be a means of escape 
into the realm of fantasy. 

Thus the advertiser who is especially 
concerned with symbolic meanings is op- 
erating in a field of industrial poetry in 
which the impact on the audience or the 
future consequences for the advertiser 
are hard to predict. 


® Psychoanalysis divides people into 
types but the typologies are almost as 
numerous as the analysts. Jung talks of 
extroverts and introverts; Rank, of the 
neurotic and creative man; Horney, of the 
compliant, aggressive and detached types; 
Fromm lists five orientations of person- 
ality including the marketing orientation 
and the productive orientation. There is 
still the orthodox classification which de- 
scribes such character types as the oral, 
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It Takes Creative Imagination 
Race re oneatiy on ths bench 


Ever since Mr. Ogilvy, by some strange personal chemistry, put an eye- 
patch on a model wearing a Hathaway shirt (all right—used a model with an 


Pr ae 


- 


\, (RR Pee os re atta 


eG 


eye-patch), advertising illustrations 
have become more and more bizarre 
in the hope, we assume, of attracting 
as much attention as did “The Man 
in the Hathaway Shirt.” 


But there is more to this particular 
technique than the bizarre—or, if you 
wish, the wacky. The unusual] attire, 
the unexpected situation, must some- 
how be germane, must relate in a 
recognizable way to the product or 
the selling message. 


Cole’s carriage on the beach— 
which, heaven knows, nobody expects 
to see at Coney or even Malibu— 
is startling but, nevertheless, ssome- 
how appropriate. One says to himself, 
after getting over the shock of seeing 
bathing beauties debarking from this 
ancient carriage on a beach, “This ex- 
plains the particular motif of the 
suit.” 


Rudofker’s ad, on the other hand, 
for its After Six tuxedo, not only fails 
to startle (using a horribly hackneyed 
situation), but carries little interpre- 
tive credibility. 


Why is this? Why can one accept, 
in an illustration, the “rightness” of a 
earriage on a beach and feel a throne 
room setting for a tuxedo is over- 
done? We have our opinions. But of 
one thing we’re sure: so long as these 
differences exist, research may show 
the way, but creative imagination 
alone will reach the desired destina- 
tion. 


the anal, and the genital. 

One great difficulty in applying such 
typologies is that no related classifications 
are available for families or households, 
which, after all, are the fundamental pur- 
chasing units. In fact, it seems more rea- 
sonable that marketing should start from 
a study of the organization of household 
units and then deal with the personality 
traits which might make for good or poor 
household organization. 

It would be hard to assess the outcome 
of advertising competition if the emphasis 
were to be primarily on symbolism. In 
one instance a motivation study following 
the Freudian point of view indicated that 
consumers preferred vegetable shortening 
because animal fats were somehow re- 
lated to a sense of sin. While this might 
be a consideration favoring vegetable 
shortening as such, it is hard to see how 


this point could be made effective for one 
brand rather than another. Similarly if 
it be assumed that there is some symbolic 
value in lipsticks or cigarets, all brands 
would presumably be equally potent sym- 
bols. 


® One justification for this type of ap- 
proach might be the attempt to achieve 
variety in advertising copy and presenta- 
tion. In a given case anything that can 
be said as to the instrumental value of 
a product may have been said many times 
over. The advertiser may suspect that his 
potential audience has become bored and 
inattentive so that these instrumental 
messages are no longer registering. He 
might use the Freudian approach as a 
way of developing new copy slants even 
though the grosser forms of Freudian 
symbolism were not actually apparent in 
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“Like you advertising people say, I’m one of the half million 
who read only one newspaper, the Detrort@Pimes 


@ “I'm the boss’s secretary. I've got more responsibilities. That's 
why I get more pay. No, I’m not married. I live in town with 
my friend. She’s an advertising copywriter. We have a nice big 
apartment. We like nice clothes and good food. And one of the 
better things I enjoy you should know about. 


“I read only one newspaper, the evening DETROIT TIMES. 


“Know why? For one thing I have to know what's going on in 
the world. My company does a lot of foreign business. So I get all 
the news by reading the TIMES. Then I like to read about Broadway 
personalities the way Dorothy Kilgallen writes it. I'm a girl who 
reads financial news, and for that I like the way James Boynton 
thinks (my boss does, too). 


“Sure we cook most of our own meals, and we use Prudence 


Penny's recipes. And Joan Dean never misses a trick in new fashions. 
What else do I read. Well, you name a DETROIT TIMES writer, and 
I'll tell you the subject. Now don’t be silly and ask me what Charles 
Ward writes. I’m allergic to race horses. 


“Gives you pretty good reasons why I read the TIMES. It thinks 
with young ideas, like me. 


“If you want to reach people like me in Detroit (I read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

One million families live in the Detroit retail trading area and their 
purchases amount to five billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit trading area, the heart of the Michigan market. 
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the copy. His purpose might be to gain 
attention and to get new prospects to try 
his product, hoping that it can demon- 
strate its instrumental virtues upon trial. 

Over-all advertising strategy in such a 
situation would presumably be that of 
continuing the repetitive messages but 
making them more palatable through a 
fresh approach. This type of advertising 
strategy would really rest upon Watsonian 
behaviorism, even though it made a pass- 
ing nod to psychoanalysis. 


a 

Reconciliation in Motivation Research 

The writer has attempted to describe 
the consequences of these two points of 
view, each on its own merits. His own 
preference is for Gestalt as the framework 
of motivational theory. More than one 
contemporary psychologist has demon- 
strated the capacity of the Gestalt posi- 
tion to utilize some of the basic insights 
of other schools without abandoning the 
postulate of essential rationality. One of 
the most successful is Carl Rogers, who 
has opened up new vistas in clinical prac- 
tice through what he calls “client-cen- 
tered therapy.” The final chapter in his 
book of that name presents in slightly 
over 50 pages what is possibly the most 
useful synthesis to date of psychological 
theory for marketing and advertising. 

This chapter contains 19 propositions 
about human behavior and the processes 
of adjustment to the environment. The 
postulate of rationality is embodied in the 
fifth proposition which reads as follows: 
“Behavior is basically the goal-directed 
attempt of the organism to satisfy its 
needs as experienced, in the field as per- 
ceived.” The organism strives constantly 
to actualize, maintain and enhance itself. 
This seeking is accompanied by emotion 
which facilitates the maintenance and en- 
hancement of the organism. 


® The concept or image of the self arises 
out of experience and helps to mediate 
the continual process of adjustment to the 
environment. Any experience which is 
inconsistent with the structure of the self 
image may be perceived as a threat. Mal- 
adjustment exists when the individual re- 
fuses to admit significant experience into 
consciousness, or as Rogers says, fails to 
“symbolize and organize such experience 
into the Gestalt of the self structure.” 

Threats to the cherished self image 
bring anxiety and defensive behavior. 
Under favorable conditions therapy can 
produce a reorganization of the value sys- 
tem and reduce the incongruity between 
experience and the structure of the self. 
In the normal course of maturation the 
individual replaces values which have 
been taken over from others and achieves 
an inner harmony through greater self- 
knowledge and acceptance. 

This statement by Rogers affords a 
basis for reconciliation between the two 
major trends in motivation theory. It also 
makes a place for the theory of learning 
emphasized in the earlier behaviorism but 
in more dynamic form. We do not learn 
by passive acceptance of impressions but 
by the environment. We make a more 
skillful use of our means as we learn more 
about the available instruments. We re- 
shape our ends as we learn more about 
ourselves. Many achieve individual ad- 
justment without professional counsel be- 
cause of good family adjustment. A happy 
household is not only an end in itself but a 
fortunate setting for informal group 
therapy. 

Marketing management solves its 
problems by helping consumers to 
solve their problems. While the good 
life demands an increasing variety of 
goods, it also draws on the realm of 
ideas and emotions. With becoming 
modesty the supplier of goods can 
recognize that some human problems 
are beyond his reach. He can well 
take account of the social and psycho- 
logical setting in which his products 
will be used. However, half-baked at- 
tempts to deal with the problems of 
disturbed personalities are likely to 


end up being both poor therapy and 
poor selling. 


® A perspective such as that sketched by 
Rogers can provide some useful guide- 
posts for motivation research. For the ra- 
tional problem solver his own irrational 
impulses or defense mechanisms are part 
of the problem. We are learning how to 
devise experimental procedures which 
parallel the decision structure of real life 
problems. Ways can be found to introduce 
faulty self-knowledge as an element in 
these experimental designs. Progress in 
experimentation is a goal which might 
well attract the exponents of the non- 
directed interview as well as the advocates 
of massive sampling surveys. Advances in 
this type of motivation research should 
contribute substantially to advertising ef- 
fectiveness. 

Rogers calls his view “phenomenologi- 
cal,” a designation shared with other writ- 
ers such as Snygg and Combs. That means 
that the environment as perceived by the 
subject is taken as the behavioral field. 
Both the world image and the self image 
of the individual are keys to understand- 
ing his behavior. Kenneth Boulding, in his 
recently published essay “The Image,” 
suggests the term “eiconics” for a science 
of images cutting across economics, psy- 
chology and the other social sciences. Ad- 
vertising, which is in the business of 
creating images, has a stake in the out- 
come of such a project. 


s Meanwhile advertising strategy wisely 
shows some restraint in applying the re- 
sults of motivation studies in the present 
state of the art. The psychoanalytic view 
in particular is marked by two quite dis- 
tinct versions from Freud himself, fol- 
lowed by a profusion of free-wheeling 
speculation by his many disciples. 

So far the major impact has not been 
on the advertiser’s claims concerning his 
products but on the manner of their pre- 
sentation. A new aura of interest for a 
product may be created by a fresh copy 
approach, but the product still has to 
compete with other instruments recom- 
mended for the same purpose. 

There is some warrant in clinical lore 
for calling a spade a symbol of fertility 
but it still belongs in the tool shed rather 
than the boudoir. Every copywriter knows 
that a man buys suspenders to hold up his 
trousers and not as a “reaction to castra- 
tion anxiety.” A woman buys a garden 
hose to water the lawn and not because 
of the “futility of urethral competition 
for the female.” Possibly we are saved 
from the solemnities of Freud by the 
sanity of Rabelais. Any student of the 
gusty Frenchman will remember a chap- 
ter on toilet training that has never been 
approached in Freudian literature. The 
five year old Gargantua has some remark- 
able things to say in this chapter about 
product testing. As for urethral competi- 
tion, who can forget Gargantua’s first visit 
to Paris and the flood which drowned 
260,418 Parisians, not counting women 
and children. He may have been visiting 
the Madison Avenue of that day, since 
his protest concerned the gullibility of the 
great crowds which gathered to behold 
any spectacle from “a mule with tinkling 
bells” to “a blind fiddler in the middle 
of a crosswalk.” 


Advertising strategy must take ac- 
count of both gullibility and gump- 
tion, of human needs both instru- 
mental and symbolic. In the long run 
the odds are in favor of a strategy 
which takes rational problem solving 
as a fundamental aspect of human be- 
havior. Despite all the quirks and 
foibles revealed by motivation re- 
search, rationality and efficiency are 
universal goals of the maturing indi- 
vidual. For most products the long- 
run advantage probably lies with the 
kind of advertising appeals which will 
still make sense to the mature and 
balanced personalities which most of 
us are trying to become. 


On the Merchandising Front... 


Advertising Age, March 4, 1957 


What Do They Prove on Those 
Auto Proving Grounds? 


By E. B. Weiss 

My recent column pointing out that by 
far the majority of autos moved in recent 
years have been bought self-service, de- 
spite road hazards put into place by the 
auto manufacturers and retail agencies, 
brought an amazing 
number of nods of ap- 
proval from car own- 
ers. And, as might be 
expected, it fetched 
some scathing com- 
ments from the auto 
industry. 

One industry mem- 
ber who wrote me 
seemed eager to prove 
that the marketing 
techniques of the auto industry are above 
reproach by taking me on a tour of a 
new auto research center and proving 
grounds. I am not exactly clear how a 
tour of that kind would in any way ab- 
solve one of our greatest industries from 
having achieved a marketing shambles; 
from having brought about a return to 
the presumably long-bygone days of 
caveat emptor; from crediting a retail 
outlet, in public, with a degree of selling 
that, in private (I’ve since learned from 
some of the correspondence resulting from 
that previous column), it very frankly 
admits is almost totally non-existent. 


E. B. Weiss 


# But since I have been invited to a 
great auto research laboratory and prov- 
ing grounds, I propose to preface my 
visit with some observations and perhaps 
a question or two: 

First, I would like to know whether 
it isn’t quite true that by far the majority 
of the major improvements in the auto- 
mobile have been made by the European 
producers—not the American producers? 
I know I read the other day of the major 
car improvements credited to just one 
foreign producer—and I doubt that any 
one, or maybe all three of our Big Three, 
could match the technical advances in 
car performance pioneered by that single 
foreign make. Yet I doubt that the foreign 
car producers spend 10¢ for every dollar 
spent in laboratory and proving ground 
work by our American car producers. 

True, we have made refinements in the 
technical advances introduced by foreign 
car makers, but it is equally true that 
there may be some doubt whether the 
refinements have always benefited the 
public as much as they have benefited 
the profits of the American producers. 

It is undeniably true that the American 
car makers have been better able to put 
these technical advances into mass pro- 
duction. But the point I am making here 
is that, despite fabulous research centers 
and thousand-acre proving grounds and 
investments of hundreds of millions in 
technical research—despite all these ad- 
vantages, I am firmly convinced that, on 
balance, any unbiased study of the origin 
of the major auto advances of the last 
decade would give the palm to the foreign 
producers. 


® Second, I am constantly puzzled when 
I compare these fabulous investments in 
technical research for autos and proving 
ground testing, with the performance of 
the car. Take such a thing as wheel align- 
ment. It used to be possible, way back 
in the Model T days and even well into 
the late 1930s, to jar the front wheels a 
bit vigorously and still not knock the 
wheels out of balance and alignment. But 
every owner of a car made during the 
last few years knows that you can’t hit 
a pebble without knocking front-wheel 
balance and alignment out of whack. 
Don’t they have pebbles on proving 
grounds? Don’t they consider pebbles in 


the research centers? Is this a sample of 
the great public benefits traceable to 
gigantic investments in research and test- 
ing? 

That’s just a single example. Any auto 
owner could multiply the examples end- 
lessly. For instance: 

Auto engineers must have long arms. 
On my car, one of the more expensive 
makes, the little wheel you turn to get 
the windshield wipers moving is darn near 
up by the windshield. I have to reach over 
the steering wheel to get at it. On that 
same car (it didn’t have power brakes 
when I bought it in 1953) the brakes were 
totally inadequate for a car of that size 
and power. The next year the brake area 
was stepped up by some 15% as I recall; 
where were the engineers and the proving 
grounds the year before? 

In that same car, the legends on the 
fixtures controlling light, heat, etc., up 
there on the dashboard, can’t be read at 
night. They just can’t be read at night! 
You memorize them—or you use a flash- 
light—or you are sunk. Don’t proving 
grounds work at night? Do engineers have 
cat’s eyes? 


s I could go on—and on—and on. And so 
could most of the readers of ADVERTISING 
Ace. For instance, last summer on a Sun- 
day when road jams caused cars to heat 
up, which cars had to pull off to the side, 
steaming—the older models or the newer 
models? This is progress? But let’s pro- 
ceed: 

Third, where have the great inspirations 
for car design come from? Everybody 
knows they come from abroad. Why, the 
American car makers even work with the 
foreign designers—and then bastardize 
these splendid designs when they get 
them here. 

Fourth, with our wonderful laborato- 
ries, with our wonderful proving grounds, 
and with our fabulous facilities for mass 
production, we are still unable to produce 
small cars at a price that will compete 
with, for example, the Volkswagon. In- 
stead, we turn out mile-long cars with 
upraised rear ends that outdo a can-can 
performer and which are guaranteed to 
break one’s bank account to pay the re- 
pair bill after a small bump. 


® Fifth, I have on my farm an old Model 
A Ford truck—year 1931. I bought it at a 
farm auction in 1942 for $130. I’ve had it 
for 15 years; my farm workers use it con- 
stantly; I’ve never spent a red cent on it. 
We drain it and keep it outdoors all win- 
ter; in spring, water is put in the radia- 
tor, the battery is put back in, some gas is 
put into the tank, you step on the starter 
button and the darn old wreck immediate- 
ly leaps into action. 

I also had a brand new truck—bought 
in 1952. It couldn’t climb our hills like our 
Model A. It couldn’t go across some of our 
lots because the stones not only jarred the 
wheels out of alignment but were a con- 
stant threat to the transmission and rear 
end. We finally got rid of it, picked up 
another Model A, and the farm workers 
are quite content. I assume that that 1952 
truck was conceived in one of our great 
research centers and tested on great prov- 
ing grounds. It was hardly a testimonial 
to either! 


s I think it is not totally inaccurate to say 
that-——mechanically—cars are not well 
planned for most women. (Incidentally, I 
understand that the feminine chorus of 
complaints about mile-long cars and huge 
doors is mounting.) Maybe the auto in- 
dustry needs a few women in its research 
centers and on its proving grounds. 

But pushing that aside, I predict that 
the American auto industry will not sell 


re ioe ae ee Al om ne ee a ee i a oe ems. ge et ee ea ae es) *6 ae a Sau, ot oe ee es om. i a oe 
rah Bigs O° MOREE: a re eee ee) ee eee ee 3 cae Se ae eee? ed es: eich , 

Pe age ee iced (lied i rie Biota |e j DT es EE eM 3 A GR enc Ee Se! ae pes ee ae Vn oe oe a, - = 
Pies ie ee By ee eer ees ae ic Sea ens eg ieee eS era Mie oh Fe aie a me ec rT opie ee 5 ey as Meat Peta tae Ee 
ORT, eS ee ey ee a, Ree OE Ie fo. SS ae TA i ee eee ss oe, ae Se ss F< eo ee oc gaaNEte ee ke ek nage ree ie ey re Sates Ie tenet Se as oe 
5 ne 3 Se es ee ae a Pere = i a5, ote ‘ pony Ee Sing 4 OS ap. 2a aaa pangs cs =e ‘Gal ct ji ; : » E 
: Te, ee ae = : Liens gi = sate : i a * a aren 2S a en, SS AGM ce! ae: é METIS. ne Ge Cer poe ee + Saag 

ei oe i See a Bo a ; ene eas ga ct Ss ess Nea ee Pie ; 9 ga thc erie ne ee ae fe 

te Be . ‘ “ede : } ge i eee oe < yeaa! 0 ati at ea ee 
> ris : ms res 
oe secre 
are ae 
caer a 
eth, = eC 

. 

iat 

7 a 

ay 

as? 
ce. 

- 
digs hg 
his i. 
ea = 

Pale : 
he 
so 4 

kc es 
ia, i 
ats - 
ape 
i, oie ie x 
at B; 

Hives i 
ee 7 
z eng . - 
Sega hee 
Je | 

a 
. 
ri 
ey rita "| 
ubeates, 
te . es 
es bs 

Lae ‘9 

age i Ee 

Reali Wee rola 
aaa eo 

Te ‘ett 

c. eo 
pee 2 
irs - 
ail , 

; - 
rae a 
ae aa J 
cau r 
ce OM 7 
a PS 
r "= 
Py “e 
_.: = rf 
or aac 
eat = 
sia ee ‘ E pee 
pe te 
ae | 
er. 
Shee ° 
es . 
ae Beaks 7 
ee Me 
ee em 

eae Z 
ee Pe, 5 
ce: 4 

= ae eae 
as eas 
ae 
ae 
na oh 
toa Se 
ihe, 3 7 

a he Ten 
aoe 7 oe 
a 
[3 aa i 
ae ante. 
Rees. 4 
ee: eS : " 
Fh a 
poet dae 
oy a 
an Bes 
Tare Loan 
ee ie 
| Aare ee +e 
Phd 
he. : 
ha 

ada Soc 

» i bs : . a5 
im 4 Jee 
aa iv 

bik a ae 
2o e. 
Pea ol on 

De a 
seu an hae 
Shar aa af a 

aa a 

ice : 

it ss . 

oy si 
. . waded 
ee. mI 
ie = P 
f 
ad 
Q F 

“ ye 

ee a 

Fes fi 
sin dle ea 
hie ee ms 
sa An 

ai : ot 

sae 

ee ae ee mets: i it Bi tian ee ot yi Sse ‘s eee i ie al is ei ane Pyne, are s : a, ; ae i i fe 
DRESS enh AEN Ek ed el Gree Ce ee hr aa pile Cher yd be ok Sone leh ek ce ee, renee sie ate 2S eR i yy es 
ee ch Oe re eee. ee Ne ee OL ae BPP eA gy ee ch cee 4 a eel Ath ch Ai i gp ce atl ey aay: Ral Se PN er ch it 98 gt a ae aah gel flees a I i colt 2 ees Bo ety ee. re 
3 are ie zhi ate ee. res i ae ae pen Me ree fete #0: - inn Be to Sa ies dl a Fade oo ae Bee tone Ves eee ee nha sey ie gy Wo meee a ee We ere iy ae ee ee ee ee oy Ee eat Ww A Far gi oe 
ARO EA: ek VPCrEAeae Semendes ORs Shans hp cs DROS Sy, Es: toy ie aa An SA ne aN a rae garantie Sera gi OF ey re ee SY 75 > SAR ee Mets saa tae eR aie = hii po ooh tga Mp sy a he ee 

baal AES ME Be ee Sa ae es Ree ee eee Lai Seine ee al aan etewAles Meee One cae Cees Fg Mi ito IS a, A ie teks gl Ge me ome eee. ce fe irae ME Nee) oy 8 NR a eS Ao cart * hs: enw 
SPOS oes Dees a eens es Ee Geel Die Sila aR Si ak ager ieee apace acess. ne saecee ie Se a Oe cee ag > al, RS ae ee laa es Fd et ake eit Fe ge ee en een. Roa eae 
ae BS ieee 5 Rae pee . Be ge a | pe cs ge eee ae, eg atk Sa he 5 epee irc a RN po aie ne re rt mean oh angus cea So terme ersten eee egal oye ee a 

a ili aa aE a ee ic eM te a ee ee ee ee 

Fh eH Be gt ne A ek mee Ee eee Se eR NES Ce Se age: See ee ee ee Piao ee fe ae - maine ue Cart =r eS, ae am res SS iy ee 


bo _ Langendorf United Bakeries, thapugh Compton 
: . oe bine ewe og Advertising, Inc., on the entire West Coast! 
-* ee KGa ga tie =“ _ Among the markets already purchased are Port- 
; 7 ee ghia: i Me land, Maine; Cincinnati, Memphis, South Bend, 
P : 2 mae: Seattle, San Francisco, Los Angeles, Baltimore, % 
Detroit! oe 
Soe Tulsa, Tucson, Salt Lake City, Denver, San 
a . ee ) sige ie Diego, Portiand, Oregon; Eugene, Stockton, 
| 2 | Re Sis sag Ai: + ee. Chico, Fresno, Syracuse, Baton Rouge, Indian- 
i= Soe Re mene ae  — as  apolis, Tallahassee, Miami, Phoenix, San Antonio, 
| ae ss ee, ee a _ Yakima, Bakersfield, Salinas, San Luis Obispo, 
i ied z Roanoke, Schenectady, New Orleans’ 
oc ee ; << ce Pilati. — Albuquerque, Santa Barbara, Boise, Springfield, 
— in oe ee Missouri; Pittsburg, Kansas; Burchinson- 
ot: 3 | a> ae ere oe ee ee __ Wichita, Columbus, Ohic; St. Petqaene, Nash- 
ville, ete., etet- 
Among the advertisers are Bell Bakeries divougll | 
The Caples Company; Tasty Baking Company: 
Sealtest Milk; Hood’s Dairy; Canada Dry; Pepsi- 
Cola; Stewart's ice Cream —- Woodard, — 
. ma & Hevenor, Inc.! 
Burger Brewing Co. through Midland Advertisitie 
Agency; Walter Construction Co.;: Niagara- 
™ Mohawk Power Co.- Nashville ‘Trust Co.: Bunker 
Hill Meata; and many othern! 
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peal of HAWKEYE and the LAST OF THE MOHICANS, 
the great American outdoor action classic! So arrange today to 
enjoy a private screening and to get the profitable-for-you facts 
about HAWKEYE., But please hurry! Every day markets are 
snapped up and even a day’s delay may cost you your own 
home market. Wire or phone us right now! 


JOHN HART - LON CHANEY 


} as HAWKEYE as CHINGACHGOOK 
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the 6,500,000 cars it publicly claims it will 
hit in 1957. I base that prediction on these 
factors: 

1. The so-called styling improvements 
are in questionable taste. 

2. The mechanical improvements in- 
volve elements that are of exceedingly 
minor importance with relation to the 
major objectives of car driving. 

3. Prices have been advanced exor- 
bitantly—and I hope nobody in the indus- 
try will try to refute this by quoting. the 
so-called base price because that base 
price is a base falsehood. 

4. The market is in a state of almost 
total confusion. One can make a purchase 
in an Oriental bazaar with less hazard 


than buying a car in most auto agencies | 


today. 

5. The public has become well aware 
that the alternate year of model change— 
the so-called “trim year’’—indeed gives 
the buyer a trimming. 


s 6. The public has come to understand 
that the so-called horsepower ratings are 
essentially phonies, as testified to by car 
producers at recent congressional hear- 
ings. 

7. It’s next to impossible to get snow 


tires in the new small size—a little over- 
sight by somebody. 

8. I hear an amazing number of people 
say: “I'll make my old car do.” 

9. The car agency will do less selling 
than ever before—and that will be quite 
an achievement because it has done pre- 
cious little selling. 

10. Auto advertising will, if anything, 
exceed cigaret advertising for lack of 
selling power. What a chamber of horrors 
an exhibit of auto advertising makes! 
Never did an industry’s advertising so 
slavishly follow a uniform pattern that 
tells the public almost nothing about a 
major buying investment. (After doing to 
death the word “Go,” I believe that one 
maker now asserts this car has the “go- 
ingest go”! Very persuasive.) 


® Incidentally, if the auto industry sells 
little more than 6,000,000 cars in this 
model year—and I doubt it will hit the 
6,000,000 figure—then this will be a sorry 
performance when compared with the 
total cars on the road. In other words, the 
percentage ratio of new, cars sold to total 
cars in use will really slump. 

And that’s exactly what I think is going 
to happen! 7 


Looking at the Retail Ads 


I close-out a 
‘40 off! 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


Since advertising is one of the only 
three ways on earth to sell things, it 
should be used to sell—not to mumble a 
few facts and retire from the space. 

True, so many stores do a fractional 
and incompetent selling job, one is likely 
not to suffer from competitors’ superior 
selling. But it can happen. As is shown 
here. 

The day the large ad ran on Page 28 in 
an eastern seaboard city, the small one 
ran on Page 29 of Section B. 


s If the reader of the large ad noted the 
smaller ad later, and knew the smaller ad 
to be from a reliable store, he might won- 
der if something was missing or minus— 
quality, or something else—from the 
cheaper mower. 

So he reads the smaller ad carefully. 
He finds it to be a 20-inch mower instead 
of a 21. But he also finds it to be a four- 
cycle instead of a two-cycle motor. How- 
ever, beyond a few specifications the ad 
does little selling. There is no enthusiasm, 
no pointing out why this $69.95 mower 
should not be confused with cheaper 


109.95 Foley 20”...2 HP. 


Powerlul Clinton dcyele Dhp. engine, 
suchen ht blad= nen cist ehummum hae 9 5 
close, clean mowing 4wheel suspension 

for smoother cut Leot mulcher included. 

poy only +) a week *& phone orleans 5-6500 


ing, free dinpersal of gras, adjustinble 
Levenson ‘& Klein 


cutting height ond side trim feature for 
free porting monument & chester sts. 


Shop Monday 
%:30 ‘til 9 


ALL THE HECHT CO. STORES OPEN MONDAY NIGHT 


Never before a price so low for this 


99.95 GIANT 21 INCH, 2.2 HP 


NO DOWN PAYMENT... take « long time to pay 


Kon “net 


monte woos vaverre 
ee ee oe 


products, and so on. 

In these days of deceptive list prices, 
the wise selling merchant takes pains to 
assure and reassure his customers when 
he has a valid superior value, reduced 
from a list. 


= It is not the ultimate way to appraise 
the respective value of ads, but a fair 
way to index the relative selling power 
planted in two ads is simply to count the 
benefits and selling points present (sell- 
ing points being inherent details or speci- 
fications) in the ad. 

On that basis the Hecht ad has an in- 
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dex of 30, the smaller ad an index of 21. 
Obviously, it should require more selling 
to sell a mower at $69.95 than at $49.95. 
But there is less sell here. Space is not 
always a criterion of attention, nor of 
selling power. The small ad could have 
carried infinitely more sell in its space 
than it did. 

Meanwhile, up against this tough com- 
petition, it didn’t sell nearly as many 
mowers as it otherwise might have. Par- 
ticularly when an item is labeled a 
“close-out,” justification for any price is 
required, lest the reader infer disparage- 
ment of the item. . 


Looking at Radio and Television ... 


Daytime: The Race Is On in TV 


By The Eye and Ear Man 


The race for daytime television is on. 
In the beginning, NBC, with its solid Kate 
Smith hour at 4 p.m., EST, had everything 
to itself. Then as that show declined, CBS, 
with a hot start from Arthur Godfrey’s 
simulcast, began its era of almost com- 
plete daytime domination by varied pro- 
gramming including personalities like Art 
Linkletter and Garry Moore, and such 
serials as the top-ranking P&G “Search 
for Tomorrow” and “Guiding Light.” 

Last year NBC began to buy or build 
some shows that at last could compete 
with CBS on an equal footing. “Queen for 
a Day” became an instant success, and 
“Matinee,” the hour color drama, began 
to catch on. New starters, “Tic, Tac, 
Dough” and “The Price Is Right,” joined 
personalities like Tennessee Ernie Ford 
and grew on the audience. Most impor- 
tant, the NBC deals allowed a latitude and 
limited commitment that invited flexible 
use of the daytime tv medium. 


= It now appears that in 1957 NBC and 
CBS will be running neck and neck in 
daytime competition. ABC—except for the 
“Mickey Mouse Club”—so far has steered 
clear of daytime competition, but it soon 
will enter the fray. 

There is a great deal to say for day- 
time tv. Approximately five quarter hours 
of daytime equal one nighttime half hour 
of television. This means that an advertis- 
er selling primarily to women can have a 
choice of plugging away day after day at 
a limited number of women (about 50% 
of all women is about as high as you can 
get in daytime tv), or reaching more 
homes at nighttime with considerably less 
frequency. 

For example, in a month an 8 rating 
daytime show telecast Monday through 
Friday should reach about 40% of all 
homes with the average home seeing 
about six programs. A weekly nighttime 
show with a 20 rating reaches about the 
same number of unduplicated homes 
monthly with the average home seeing 
two episodes plus. 

The current NBC thinking allows an 
advertiser even more jatitude in that an 
advertiser buying two quarter hours any 
given day can earn contiguous or half 
hour rates, even though the contiguous- 
ness is not literal. It is also possible to 
trade off closing commereials with anoth- 
er advertiser, allowing the advertiser with 
only two quarter hours to get four expo- 
sures a week at a cost of about $30,000 a 
week. 


= CBS, always to alert to competition, 
will undoubtedly meet any offer so long 
as supply and demand dictate it. But 
there is a new voice so far unheard in the 
daytime to any noticeable degree. That is 
ABC—with new management and the full 
understanding that in order to strengthen 
its station lists it must offer affiliates a 
full revenue day and night. 

ABC is planning to compete hard with 


CBS and NBC. Rumors are rampant that 
the competition will include some of the 
best potential buys in the daytime as ABC 
offers the first realistic pricing. The aver- 
age daytime ratio to nighttime sets in use 
is about three to one and yet prices have 
stayed two to one. ABC is pricing its 
shows according to sets in use. 

It is also probable that ABC, being the 
last one in with a hard selling job, will in- 
novate personality and dramatic programs 
and perhaps top-drawer motion pictures 
with bargain talent costs and lots of par- 
ticipation opportunities. 


® Whether three-network competition 
will raise sets in use in the daytime re- 
mains to be seen. Currently, television at- 
tracts an average of less than 19% sets in 
use any minute between 10 a.m. and 5 p.m. 
EST, while radio at its peak averaged 
about 26%. If sets in use do not increase, 
the three-way split of audiences will be 
pretty thin. 

So far, an advertiser can buy about 2,- 
500,000 homes with one woman per set at 
a cost per thousand women of around $2 
per commercial minute. There is very lit- 
tle risk involved in the daytime since the 
range between success and failure is 
slight, compared to the wide range in 
nighttime television. 

Audiences are composed of housewives 
with young children who are confined 
pretty much to their homes for the most 
part. These women do the bulk of the 
shopping and are certainly the home- 
makers. 


® The big question in daytime television 
is whether the sets in use will rise to at 
least 25% of all sets tuned in any given 
minute all day long and whether it is true 
that some wives do their chores—with 
the tv set turned on—without even look- 
ing at the screen. The factor of attention 
is one of the great unanswered questions 
in television. 

Meanwhile daytime television repre- 
sents an excellent buy for an advertiser 
whose products are purchased primarily 
by women and especially for the fellow 
whose products are frequently purchased. 
The double commercial time allowed in 
the daytime also gives plenty of oppor- 
tunity to talk product use and to sell hard. 

The best advice to advertisers is to 
recognize the fact that good values are 
available in daytime tv and to bargain 
with three highly competitive networks 


for real-fire selling values. e 
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“WELL-ROUNDED PROGRAM" 


In our survey of subscribers in Grosse Pointe the representative reply was 


“The finest magazine published in America is 
Town & Country ‘because of its well-rounded program’ ” 


To illustrate the scope of editorial content, here is our program: 


| FEBRUARY: 
! 


MARCH: 


: APRIL: 


Fashions by Bettina Ballard and our Fashion 
Editors . . . In New York and Providence 

“Your Heart” by Dr. Paul Dudley White 

“Happy Birthday, Dear Dior”. . . 

“La Féte des Roses”... 

Unique House in Fort Worth, Texas 

“Saturday Musicales” by Gloria Braggiotti Etting 

“Strictly For Ducks” by Hy Gardner 


Fashions posed in New York and Charleston, S.C. 

Three fine houses—in New York, Davenport, 
Iowa, and Atlanta, Georgia, including one of 
one-story, Williamsburg-type architecture . . . 

“Flemish Facade” resulting from 5 trips to 
Belgium by our staff... 

#12 in Wyatt Jones's series on The Junior League 

“American Wines Come of Age” (California 
Wines) by Angelo M. Pellegrini 

“Diet for Beauty” by Romeo Salta 

“Speed Week” in Nassau 

Tribute to Toscanini by George Marek 


North American travel feature including fashions 
for travel, 2-page travel map, article by Victor 
Weybright ... 

“Beef and Bourbon” by Lucius Beebe—from “21” 
to the Pump Room to Chasen’s and Mike’s and 
things between... 

Advice to Amateur Photographers by 
Ronny Jaques 

“Fanny Brice and I” by Gypsy Rose Lee 

Easter Sunday Luncheon by Dione Lucas 

Complete Plan for Perennial Garden, with 
successive bloom, in full color 


Eight Most Beautiful Women Selected and 
hotographed by Richard Avedon 
Metropolitan Opera Tours America 


MAY: Grand Rapids history, personalities, fashions, 


houses. .. 
New York Fashions by Bettina Ballard + 
Student Travel by Wyatt Jones 
“Summer Drinks” by André, of the Pavillon in 
New York and East Hampton 
Coral Harbour Club in Nassau 


JUNE: Color Television... 


Hi Fi... 
A report on Station Wagons 
Sport Cars (American and a few European) 
Holland, Germany and the Rhine—the fabulous 
and charming Department of Hesse, including 
Heidelberg, Rothenberg, and the Black Forest... 
Haberdashery for Father's Day 
une Fashions in Bermuda 
aris Fashion Review by Bettina Ballard 


JULY: The Annual Fur issue—biggest publishing event 


in the fur industry . . . 
Puerto Rico 


(The new advertising rates take effect with this issue). 
AUGUST: The Fall Fashions Preview .. . 


Derby Time at Calumet Farm 
South America 
Houses and travel 


SEPTEMBER: Neiman-Marcus’ 50th Anniversary, fall fashions 


ree oe in Dallas on Texas personalities, 
istorical feature, Texas houses .. . 
Mexico . . . and other topics 


The best customers of the best stores are talking about the variety and the service of this 


penetrating editorial program. 


TOWN & COUNTRY 


Town & Country was founded in 1846, has been continuously published for 110 years, was 
bought by the Hearst Corporation in 1925 when it had 8,000 circulation compared with present 
all-time high of 74,000. Other Hearst Magazines are GOOD HOUSEKEEPING, HARPER'S BAZAAR, 
HOUSE BEAUTIFUL, COSMOPOLITAN, MOTOR, MOTOR BOATING, SPORTS AFIELD, AMERICAN DRUGOIST. 
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Just Looking... 


Before I was an adman I was a news- 
paper reporter, and the first thing I 
learned was to get names right. 

I have often wondered what became 
of my first city editor, a particularly 
haf¥d-boiled specimen, who once tossed 
a cub reporter downstairs at the Duluth 
News Tribune for misspelling a local 
politico’s cognomen. 

But of one thing I’m pretty sure: he 
is not employed by ADVERTISING AGE. 


® After 16 months of writing these 
short inspirational pieces, I still find 
the middle initial “J” occasionally in- 
serted in my name. 

Aside from the fact that my middle 
initial happens to be “A” and that I 


By J. Walter O'Meara 


never use it, I am at a loss to account 
for this strange phenomenon. 

Who at AA takes the trouble to insert 
this ghostly initial? And why? And 
why always a “J’’? 

Since it would be obviously unfair— 
as well as impolitic—for me to accuse 
AA of careless editorial practice, I can 
arrive at only one conclusion. 

This is a device—like Mr. Lomo’s 
grammatical bloopers—to find out if 
I really read my own pieces. 

If I am right in this conjecture, 1 
am willing to admit that I do read 
them—although occasionally with a 
certain sense of embarrassment. And 
maybe from now on we can get the 
name right. . 


Employe Communications... 


Picture-Taking 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


If it’s a bowling team shot, line them 
all up against the wall and shoot it full- 
face. If it’s a retirement, get the boss 
shaking hands with the retiree. If it’s a 
picture of the president, dig it out of the 
file for 1921, when he was thinner and 
had all his hair. 

These are typical of the entries in the 
unwritten code book of many an indus- 
trial editor. Although this is acknowl- 
edged to be a picture era in company pub- 
lication history (and in virtually all other 
areas of journalism), the average employe 
publication can stand a great deal of im- 
provement in the art department. Many 
industrial editors are not only newsgath- 
erers; they are also photographers for 
their journals. And many have much to 
learn. 


8 A fairly useful reference book for the 
company editor-photographer has recent- 
ly been published by the Iowa State 
College Press at Ames. Called “1000 Ideas 
for Better News Pictures,” it is aimed 
primarily at the small daily and weekly 
newspaper editor whose pages can stand 
some pictorial enlivening also. It has uses, 
however, for the editor of the employe 
publication who can gather a lot of help- 
ful information from its pages. The price 
is $2.95. 

“Ideas” was prepared by Hugh Sidey 


Tips for the Production Man... 


Tips for Editors 


of Life, who came up via the small town 
and big city newspaper route, and Rodney 
Fox, ex-newspaper man who is now a 
professor of journalism at Iowa State. 

A book on photos, this is essentially a 
photo book; the authors frequently show 
the conventional pose, then beside it they 
show an improved version. Running copy 
provides some sound technical advice for 
the picture-taker, whether he is a rank 
amateur or a skilled professional. 

People in communications will find cer- 
tain chapters more helpful than others. 
Industrial editors will be certain to gain 
some guidance out of sections on anniver- 
saries and awards; on news events in 
business and industry, on children and 
hobbies. There is a helpful section on 
group shots, another on personality pic- 
tures and still another on buildings. The 
section on sports photos will appeal to 
editors plagued by sameness in their own 
material. The authors show how editors 
can dramatize maps, diagrams and graphs, 
and there is some constructive advice giv- 
en in a section on ethical and legal con- 
siderations in picture-taking. 


s Editors of employe publications are 
often compelled to accept photos of doubt- 
ful quality. Some editors, however, pro- 
test and over a period of time they seek 
to educate contributors in better picture- 
taking. In order to educate the unin- 
formed contrib, the editor should first 
know how to tell the contrib what he 
wants. The book “1000 Ideas” will give 
him a wide variety of ground rules. e 


Letter-Spacing Ruins More Typography 
Than It Helps 


By Kenneth B. Butler 

“Any printer who letter-spaces lower- 
case would steal sheep.” 

That is a pithy saying attributed to the 
late Frederic W. Goudy, grand old man 
of American type designing, creator of a 
dozen or more types that have made ty- 
pographic history. 

I wince when I see types letter-spaced 


—and I would go Mr. Goudy a step fur- 
ther and include most upper case in the 
same category. There might be a few 
extra condensed capitals whose legibility 
is improved by letter-spacing, but that is 
about all. 


® Letter-spacing destroys the “color” 
that the type designer had in mind. If 


he had felt that each letter should be 

surrounded by a sea of white, he would 
have designed the face in that manner. 
Lines are letter-spaced either from bad 
habit, or merely to satisfy the whim of 
the production man who likes to see lines 
“fill”—that is, come flush both sides. 

This insidious practice not only weak- 
ens type structure, it slows down reading. 
The eye is forced to bridge a series of 
nasty gaps. It also costs more, because 
most letter-spacing has to be done by 
hand. 

Not so many years ago, when crafts- 
manship was stronger and when labor 
costs were lower, much composition was 
hand-set rather than machine-set, in or- 
der to gain the legibility and charm of 
controlled spacing. 


® If you are one of those who believe in 
letter-spacing—or even if you don’t—we 
recommend for your reading the “Book 
of Oz” that was written and set in types 
designed by the late Oswald Cooper. The 
book was the labor of love of many ad- 
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mirers of Oz, and was published as a 
testimonial to him and to his art. 

The book had a limited edition, and 
you may have to locate it in a library. 
But it is well worth the search, and the 
time you will spend reading it. 

The type in this book was meticulously 
hand-set. In fact, if I recall correctly it 
was set twice. But that is beside the 
point. The point is that this book is set 
with the same principles held high that 
used to characterize hand craftsmanship. 

Many of the individual pieces of type 
were actually shaved thinner in order to 
compress the composition for a more com- 
pact, easier flow of reading. Characters 
were shaved to fit closely to the letter 
adjoining, and particularly to close up 
the excessive space that falls between 
certain letters, such as a “v” next to an 
Ho. 

Even today, most expert hand lettering 
works in the same manner for close-fit- 
ting. You don’t need to resort to hand 
lettering or hand composition to achieve 
this; just don’t letter-space! . 


How to draw three-quarter & other views 


Your visual ABCs: The Triangle, Square and Circle make 
tough problems easy wind simple ones simpler, 


Drawing the product: No. 6 


Your visual ABCs to 
help you simplify your 
visual communication 


in, on and around them. 


Different from last lesson (AA, Feb. 18), but using the same simple shapes, 
this car is a reasonable facsimile of a three-quarter view and perfectly clear to 
the art department. Try some yourself, vary at will, and compose a few people 


See how the three-quarter view truck and railroad cars look. Shading on far 
wheels and end or side helps delineate. 


By using less than the squares 
for “ends,” and by moving the 


reo? 


The Airplane Primer 


Here are some simple views of airplanes, using variations of the familiar ABC 
shapes, your increasingly potent visual tools. 


Next Lesson: (No. 7) “More airplanes you can draw” 


far side wheels back, you can 
experiment with the possibili- 
ties. Try them. 
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The DHLOW PLACE 
¢ ADVERTISING [-==: 


and you start with the be 


Why do so many important producers of paper, printing, displays and other 
products and services used by advertisers concentrate their insert advertising 
in Advertising Requirements? 


Why does AR carry more inserts per issue than any other advertising 
journal published? 


The reasons are simple: Advertising Requirements is the only advertising i 
publication providing practical and useful information on all phases of == 


SB Meet Comnpte Lael Pager lew 
S° Veane ~ AMEnicA 


production, promotion and merchandising through thirteen departments in — —Sor axramance | 
which technical authorities show advertising buyers how to make the best 


possible use of products and services representing an annual expenditure of 
$3 billion. 


And this is not all. AR has a circulation tailor-made to embrace the primary 
buying power of the advertising market. Almost every important advertiser 
and agency in the country is receiving Advertising Requirements, and the 


amazing fact is that in four years over 14,000 of our 21,000 distribution has 
been converted to paid subscriptions! 


No wonder advertisers in AR report such amazing results. And no wonder 
they have made this magazine the Show Place of Advertising, with 
spectacular inserts, 4-color pages and the best in art and design. 


If you want to join a company of smart advertisers who have put their 
money on a winner, arrange now to run your 


campaign in Advertising Requirements! 


Advertising 
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“Noone wants to run me out of town.” 


Versatile Adman . 


Upon publication of his latest 
and most successful novel, “The 
Philadelphian,” Dick awaited the 
reaction of Philadelphians. Seated 
in his office in the N. W. Ayer 
Bldg. on Washington Square, 
where he is vp in charge of in- 
formation services, he had been a 
bit apprehensive. But nothing in 
the way of invective was forth- 
coming; only praise. 

He admits that it is unusual for 
a writer who lives in the city he is 
writing about not to be threatened 
with tar and feathers. 

“No one wants to run me out of 
town,” he said, adding that evi- 
dently he had been able to hit the 
middle path of appealing to people 
who like Philadelphia, yet con- 


First writing: Letter to Santa. 


firming the feelings of those who 
do not like the City of Brotherly 
Love. 


The publication of his latest | 


book has the 6’ 3” writer perform- 
ing many extra-curricular activ- 


. . Richard Powell 


ities he wasn’t counting on, but 
which he likes. In a period of 12 
days he has been on 10 radio and 
tv shows. He was a speaker at the 
Inquirer book and author lunch- 
eon. And he is turning down many 
requests for speeches because his 
work at Ayer, plus his writing at 
home, gives him little additional 
time. 


® Having hit one jackpot (“The 
| Philadelphian” was selected by 
the Reader’s Digest Book Club for 
condensation), he is waiting to see 
if the movies will buy the book. In 
more than 20 years of success as a 
writer of short stories and novels, 
he has yet to see his credit line on 
a movie screen. 

Since publication Jan. 
Scribner, “The Philadelphian” has 


Inquirer’s best-seller list, No. 14 
}on the New York Times list and 
|No. 8 on the New York Herald 
Tribune list. 

A former newspaper man, 
Powell’s first “professional” writ- 
ing came at four when he wrote a 
letter to Santa Claus. As a young- 
ster he was an avid reader. So 
lavid, in fact, that his father tried 
to slow him down by offering him 


erated his reading to earn more 
money. 


® A native of Philadelphia, he was 
|graduated from Episcopal Acad- 
emy, on the city’s Main Line. In 
1930 he was graduated at Prince- 
ton University. In college he was 


7 by! 


become a best seller. In Philadel- | 
phia it was sold out before the re- | 
|lease date. It is now No. 1 on the | 


10¢ for a written digest of each | 
book. The result was that he accel- | 


on the staff of most of the campus 
publications. He was graduated 
cum laude in history. 

While at Princeton, Mr. Powell 
earned his first money for writing 
—a $50 prize offered by the New 
Jersey Society of Colonial Wars for 
a 20,000 word essay on “Travel and 
Transportation in Colonial New 
Jersey.” 

Still wanting to write, he sought 
an interview with Harry Nason, 
then the managing editor of the 
Philadelphia Ledger. Mr. Nason 
spent more than an hour deprecat- 
ing newspaper work, trying to 
discourage him. 

“So you don’t want to work 
for a newspaper now, do you?” 
came the conclusion from Mr. Na- 
son. 

“I do,” retorted Dick Powell. He 
went to work two months later, 
covered a police beat for 3% years. 
In 1934 he was brought into the 
office as a cub writer. Later he be- 
came assistant drama and movie 
critic. 


® From 1930 to 1936, meanwhile, 
he continued writing at home—a 
score of short stories, two novels 


them. He had started on the Ledger 
for $20 a week. Four years later, 
after three promotions, he was 
making the grand depression-pay 
total of $18. 

In the spring of 1936, he sold 
three short stories to Collier’s, 
American Magazine and Woman’s 
Home Companion. In 1941 he 
wrote his first book-length mys- 
tery, “Don’t Catch Me,” which the 


| out as an Inner Sanctum Mystery. 
Between that period and 1954, 
|Mr. Powell wrote nine more full- 
length mysteries, all for Simon & 
| Schuster. After a ninth novel was 
| published, he began work in mid- 
| 1954 on “The Philadelphian.” 
Meanwhile, back in the worka- 
| day world, by 1940 Mr. Powell felt 
frustrated at the Ledger. Receiving 


seek greener pastures elsewhere. 


The major part of his work at 
Ayer continues to be house infor- 
mation, but he occasionally does 
special assignments for Harry Bat- 
ten, chairman of the Ayer board. 

In 1942 he left Ayer to become a 
first lieutenant in the War Depart- 
ment bureau of public relations. 
Near the end of 1944, he was ad- 


chief of the bureau’s review | 
branch, its top censorship group. | 
In January, 1945, he became chief | 
news censor for the Southwest Pa-| 
cific Theater, and executive offi- 
cer of Gen. MacArthur’s command. 
He landed in Japan at 6 a.m. of the 
first day of occupation, and spent 
the next two months handling 
transportation, lodging, etc., for 
about 300 war correspondents. 


<p) ee 


and two plays. He sold none of 


His mansion penned him in. 


Even during this busy service 
period, Dick Powell continued to 


write. One of his books, “All Over 


|have tipped off the enemy), was 


reprinted by the Security of War | 


top pay, he felt that he had to) 


|He had two good offers. One was | 


to write sports for the old Phila- 


| delphia Record at $125 a week; the 
other, to join N. W. Ayer’s public | 


| relations department at $75. He se- 
| lected Ayer as offering the better 


several postwar years of fulltime 
writing in Florida. 


® His first assignment with Ayer 
was a short-term job for Atlantic 
Refining Co. in Florida. When 
Ayer’s pr department moved to 
New York, he scurried about to 
build a job for himself in Phila- 
delphia. Finding that Supplee- 
Wills-Jones Milk Co. needed a 
public relations plan, he worked 
one up, and Ayer sold it. 


future. He has been with Ayer | 
since then, with the exception of | 


vanced to lieutenant colonel and|@ 


“I do want to work for a newspa- 
per.” 


Information Committee and dis- 
tributed in the nation’s capital. 


s After his discharge in 1946, he 
decided to write fulltime for a 
living. He moved into a $150,000 
mansion in Fort Myers, Fla. 
(which he purchased for $17,000) 
and wrote four books and scores 
of short stories. He fared well fi- 
nancially. 

But, in 1949 he felt penned in. 


| Even for a quiet, unassuming per- 
|son, the life in Florida was too 
|subdued; so he wrote to his old 


boss, Harry Batten. 
Came the reply by wire: “We 


| have a job that could use all your 
j}energy. Hop plane.” Mr. Powell 


hopped the plane and _ several 
months later moved his family 
back up to the Philadelphia area. 
Writing for Ayer and its clients 
and for his publisher is not Dick 
Powell’s entire life. He and his 


American Magazine serialized and | But the Shooting” (a story of how | family (son Stephen, 19; daughter 
which Simon & Schuster brought|loose talk in Washington could Dorothy, 17, and wife Marian, plus 


Cholmondelay, a bulldog) live at 
Brant Beach, off the Jersey coast. 


Beach life suits the Powells—and Cholmondelay. 


Newspaper Ads 
Launch Tropicana’‘s 
Orange Juice Tanker 


BRADENTON, FLA., Feb. 26—Fruit | iced by the ship’s deliveries. These | activities guided by specially Toronto, has joined as an associate 


Industries Inc. plans 
$150,000 advertising its Tropicana 
fresh orange juice. The company, 
world’s largest producer of carton 
orange juice, has named John L. 
Douglas & Associates, Bradenton, 
to handle the campaign, which will 
feature Tropicana’s method of 
shipping juice in bulk to New York 
via tanker ship. 

A page ad in New York news- 
papers last week announced the 
arrival of the first 650,000 gals. of 
juice on the S. S. Tropicana, which 
the ad calls “the first ship in his- 
tory to cary fresh orange juice. 

“The ocean of orange juice was 
quickly pumped ashore into 60’ 
refrigerated tanks at the new 
Tropicana plant, at Whitestone, 
Long Island. The Tropicana quart 


cartons were swiftly filled and| management positions in 1956 than | 


jrushed by refrigerated trucks to|in any previous year, the newslet-| bership two new tv stations and 


| dairies in New York and New Eng- 
land.” 


ter also reports. 
Publisher Denny Griswold re- 


|two radio stations: 
Medicine Hat, 


CHAT-TV, 
Alta.; CKRN-TV, 


Advertising this year, it was|ported that “management is matur- | Rouyn-Noranda, Que.; CFAM, Al- 
said, will be mainly in the 11 states | ing in its pr outlook and is leaning | tona, Man., and CJEM, Edmund- 
and two Canadian provinces serv-|more toward sincere, continuing| ston, N. B. Also, Sterling Films, 


| pat New England states, Mary- 
jland, Pennsylvania, Virginia and 
| Delaware, plus Washington, D. C.., 
and Ontario and Quebec. e 
| ‘PR News’ Reports on 

| Growth of the Business 


| There are now about 1,150 public 
relations companies in the U.S. and 
| more than 100,000 men and women 
working full time at pr jobs, 
“Public Relations News” reports 
in its Feb. 18 issue, which contains 
an annual review and outlook on 
the business. In 1956 41 new pr 
firms were formed and hundreds 
ef companies and institutions for- 
|mally established public relations 
| Staffs for the first time. More pr 
executives were advanced to top 


increasing importance for the pr 
| function as management problems 
|in that area continue to multiply. 


|Canadian Radio Week Date 
Set; Four Join CARTB 

Canadian Radio Week, sponsored 
by the Canadian Assn. of Radio & 
Television Broadcasters, will be 
celebrated this year from May 5 to 
12. The importance of radio in 
modern life will be stressed 
throughout the week. According 
to UNESCO, the number of radio 
sets in the world has now passed 
the number of newspapers printed, 
CARTB says. There are now 257,- 
000,000 radio receivers in opera- 
| tion, while the total of the world’s 
| dailies is put at 255,000,000. 
CARTB has accepted for mem- 


to spend|are New York, New Jersey, the| trained executives.” She forecast) member. CARTB now has 145 ra- 


| dio, 28 tv and 54 associate mem- 
| bers. 
| 
_NBC Realigns Staffs of 
_WMAQ, WNBQ, Chicago 

NBC, in a realignment of sev- 
eral assignments at its Chicago 
radio and tv stations, has appoint- 
ed Howard W. Coleman to the new 
post of manager of WMAQ (am 
and fm), with responsibility for 
radio sales and programming. Rus- 
sell G. Stebbins, formerly sales 
director of WMAQ and WNBQ, has 
been named director of WNBQ tv 
| sales. 

Functions of the WNBQ color 


sales development unit, headed by 
'Coleman since its formation in 
August, 1956, will be directed by 


a three-man committee headed by 


Henry T. Sjogren, assistant general 
manager of WMAQ and WNBQ, 
with Mr. Stebbins and John M. 
Keyes, WNBQ ad and promotion 
manager, as members. 


Grant Adds International 
Facilities on West Coast 

Grant Advertising is establish- 
ing international facilities in its 
San Francisco and Los Angeles of- 
fices as a part of the agency’s ex- 
panding western operations. Fred- 
erick E. Spence, vp in charge of 
international operations for Grant, 
launched the operation in San 
Francisco, with Paul L. Bradley, 
vp in charge of western activities. 
Christopher Cross, Grant vp, who 
has headed five Grant offices in 
India and Pakistan, has been as- 
signed responsibility for interna- 
tional operations in San Francisco. 

In another promotion in its Hol- 
lywood office, Grant has named 
Michael O’Rourke West Coast 
director of public relations. He 
— the agency in September, 


ee ae” Sheree ee Sie eo. <a). pea 3 ee pee ee. via ig ee ee a ee ‘o Cor oa Beatie Sui tae Sr ar ei Ce rn iat 
a: eee” ee ee a ae Se he gigi es on Le eae oe 
eee Sn aie een a ae ery Sew) | A rc - ce epee) |e ee cn cad Pe Ta ip ae a ea a a See a ny oe eae Niue | 
: Fa ae C Wee ee heey spe i 2, Rs OF gr at = Sime tog © RR at Str \ Cikgt aera a ene ee a ee. Be hi Se ge eS ae 
sees: “ he i ae oes i ae: Wi eRe eee eee Se a: eo ee i: a oe ae ne: Oy OB EN og Zz 
boy ee 1 eee ER: ee Gaels eT a le fies Pee: eS aoe :llapeeeNMee Sos we dee pe a sii ca See wee ie 
Cae ee game ait ay ory ee Sg oe : Sie SS eR —,  egs es ewertie ae Ee a ical edie ihe eee eee Dies ae ae, Pe. go maine ra ‘adh! pce Maine Alec 
i R ae 
+ Se . a 
ye 
mag 35 
; 90 Advertising Age, March 4, 1957 
bs i - | | 
-_ . | : eS r tise Reta 2? 
ae ee ae i ‘ 4 4 s . _ ‘ ’ 
| ee ae . oT Sa e 
a ges iat he aie eae cai CS a ai . — a 5 oe he ow 
See lek meer aie eter 5 ‘ ‘ : S 
7 dee a i Gy 2 fee ‘€ . 
‘ie . nef Siar Sian Ore gare . eee Sawer ae <> Sa ae b " int I if 
y } ae ee : 4 ae : go eee ; well 
= a = ca epee os 4 : : 4 JT Regal ‘ F 
| ee . F <a | “ 
" a tee C.F ae . , ps oe va 
aay aa at SN gg ; e os ; ri 
4 aia i "pee she ” | - a . . Fs 
e —— ee Sik ‘ fe 
we —— eee. ee : , | ’ om 4 veri ee 
pede _ Sk einem 7 ene a, = ~— : | OR ae i 
ay a oP a — a : me, _ - 
‘a ana A apd = a E 
z : TES SS. en? oe — oa a 
i. : K ce 8 ea s : w is. be hea fs . + us ve 
i . . "a | lean ' rie 
hs ; we a ie st oe 
4 + ‘gb F . , el Pi ‘ =, as 
Win 4 Laas | 7 dies ae a . 1 we . 
E oe ae z a . 3 er a 
wrt : ae. tee 4 ~ aa ae ess 
ge ; wan. |. 3 - BeBe, au 
oe : ma. : Bea ’ oo ge. Pa, * 
Ne ay Vi ° bert «ha = % “4 Ss i ae 2 o 
aan,” z 3 Pasar an =! Rta 4 » lll aeatS Bi “ ug Ets i 
, Sf ee. Oe ne i apg Sa Se 
ee eee an ig Pe x 4 ae Be: ie i 
- oe mies ae a fe bee aes 
a Rigas Reem eS : bes ‘ BO ER , 
a : i onc ere eal Be Ed pS ae ; > ’ 
_- i pees ld i i OF be ogni ~ ee ee ir uy oF ‘s: 
i Presa! 
" , | ; 
er f 
ae . 1 1 pe 
: “" ae 
- es | or i = 
ae | | : eg 
eer 7 
ta ; , ali at a as ate 
ie a ; 
ee Sete 
as ey 
ata 
ry : 
Tele 
7 a . 
ee 
eet ees: 
2 Pesta a 
tt ne 
iter. : 
- oh . ‘ : 
5 f ' y : 
veacs tier - * wal / ee 
Re ee - 1 2h . = =n 
i x Wk Sis ee ‘ - heb - 
; di eae” ~~ ae ; 4 ‘ oe 
. Cur A © " . _ cae 
' . y [ce eee : ore Mes ‘ . 
Bets ; a: se ee | a _ a ’ 
ees e " ; my &§ e ho ; 
stokes _- an 7. 7, mf. ¥ es 
eis 3h ; ; ; ~~ - oi al 4 fi . : 
aoe ‘ - _— . ; - ; 
aes ? . -? o ay i ‘ j ES * h F j oe 
ee oe 4 — A ea 2 po, 4 ied ¢ cilia 2 
ee. Se eae ‘ 7‘? Pes. j van oA ; x tj fom, 
ae a . i , ‘i 4 3.4 1 
a4 cy ae i ee . ; ane 
Be ys zs ae , Fis a 
oe oe i ae | f . é . PS on i: 
- ¥ af th, . Ae 
Bi? ; | ys : ¢ — ¥ iat 
’ hy b> s P te — . rk ¥ : sa 
zie. ee ‘ \ a | \ ‘ ie 
eee in ‘ " + ae : a aah ah 
pigs + 4 ' : ve 2 “4 
rae, . . ‘ aa 4 ‘i ‘* me 
vee “i t he yr ; i 
er: gie 7 . F ‘ 7 ie 
- 7 i awl # a 
; F %, , iat ¢ pct 
er its + - 
aire wf Ped 
oe nos 
sie 3 
By gs = —— — —- * - 
Tate 3 
ne Ss 
oun Aas 
Sie ‘ Te 
ae pee 
ak ns 
es an 
Pes 
satu ae 
Cae A 
a I are 
ea one 
Peta 
nie : 
Fes ee 
Si oe ' 
ce a 3 Pa 
Se =a 
pee. eos 
te a 
al $B: 
ay e 
2 AES. 
Bree me 
™ : nae = 
ime “1 
ee to ‘ 
ay 
ak 
a . 
7a) 
3 ‘ j a Sy “4 ee = 4 md - * re " Pa : 7 _ = a ee eed —- E. ad " ry ee ro 
oe re ake ies ae ay oe Pers eed Te oe pis seat a is nae ‘ oa, i 7 oa 2 : i a naga ie 
e 1: DLS tk a aie alee ee ee ee 2 ene ee eo eee ee Pa ale pee = Nee ae . : ee lea Sede spite " a : 233 ee 
ay er epee eo BOS Seiler eer rise. igo meri ae iss Ce ae he ee ee ee oc) eee ae 
se eos: ia eet eee gee gh Te ec a ea SNE ee ee I ee Se es” mee noe eee 
Le Ah eS cee, ire. ¢ ><, iii aii Mii Lame SO dc SS Bie ak Re 5...) ig meet Ce ee Yaa Re fee od Pr Te iis tee Be emi ii pS es OE oe ae 
oo pave Ce ee ete ROE TS eas el ee Bee teow aoa oe Pes ict aia - er ee cee a OD SEG of Soe OMe SS ve Gk tM SE ia oa eae 
Nae ee eae eee SRT Oe ee ON a ere sy eT Se ee oe ae. ee Bed ich eva ete Sa ee. a ee ees ee Ke Bees = ae ie ey a i abe PEIN Ys oa POE RT eet 
Sa = > s} “ . . i ae ee ew, Cae eae an eat oe en a es joule. “mR rt Bre ae meats BO aE ene tee ae ck PRT Per at at 


Advertising Age, March 4, 1957 


Report Writing Is 
Subject of New Book 
by Paul Douglass 


New York, Feb. 26—Mass com- 
munication’s problems and tech- 
niques are always with us, and by 
now tomes have been written on 
this subject. But another kind of 
communications, almost as perva- 
sive but not as evident, has not 
received equal attention. This kind 
of communication is represented 
in the office memo, the sales re- 
port, the financial report, the sales 
presentation, etc. 

Paul Douglass’ new book, “Com- 
munication Through Reports,” does 
a great deal to correct the im- 
balance with an excellent and clear 
exposition of the techniques and 
methods needed to turn out an ef- 
fective report. 


se Mr. Douglass, a Washington 
lawyer, wrote this text as the re- 
sult of a special report he pre- 
pared for the U.S. Tariff Com- 
mission on report writing. It has 
been published by Prentice-Hall 
at $5.95. 

The book is set up to help the 
learner keep a cumulative note- 
book of his own. This becomes his 
personal handbook on report writ- 
ing. At the end of each chapter, 
there are exercises to help the 
reader develop his skill. 

The book has three main divi- 
sions. In the first, principles and 
techniques used in developing re- 
ports are presented. In the second, 
the author sums up language fun- 
damentals. These include gram- 
mar, vocabulary, -paragraphing, 
semantics. The last section pre- 
sents types of reports widely used | 
by management. 

Mr. Douglass is not only con-| 
cerned with the written report but 
also with the oral report. Chapters 
also deal with the creation and use | 
of charts and tables. . 


Star Bonito Uses Radio 
Wilbur-Ellis Co., San Francisco, 
has begun the largest Lenten ad- 
vertising drive in its history on 
behalf of Southern Star bonito, 
using heavy radio spot schedules 
in New York, Philadelphia, Chi- 
cago, Cleveland, Buffalo, Pitts- 
burgh and Syracuse. Live an- 
nouncements will be scheduled in 
addition to a recording featuring 
dialog between fishermen § set 
against a background of sea noises. 
Hilton & Riggio is the agency. 


In the independent Northeastern 

Wisconsin Market goods and 

services move to 200,000 people 

through a single medium reaching © 

over 39,000 homes every day! 
Full color available 


GREEN BAY 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A. McClosky, Manager, General Advertising 


Sandwich Contest Opens 

A contest to determine the 
“Grand Champion Sandwich of the 
Year” is being sponsored jointly 
by the National Restaurant Assn. 
and the Wheat Flour Institute. The 


contest, open to people in the res- 
taurant industry, offers a first 
prize of a two-week Gourmet | 
Tour-for-Two to Europe plus $1,- 
000 for pocket money. Second and | 
third place prizes will be cash. The | 
contest, which closes April 5, will | 


provide sandwich ideas to be dis- | 


tributed to consumers during Au- 
gust—National Sandwich Month. 
For information, write the Wheat 
Flour Institute, 309 W. Jackson 
Blvd., Chicago. 


Washington Potato Group 
Sets Ist Consumer Drive 

The Washington State Potato 
Commission, Yakima, has given 
the go-ahead on its first consumer 
advertising. The schedule uses pri- 
marily twice-a-week participation 
on the Dave Garroway tv show in 


the central time zone from mid-,sion of production in newly irri- 
July to mid-October. In addition, | gated lands of the Columbia Basin. 


when crop prospects will be better 
known. Trade publications also are 
on the schedule. The opening 
| budget is $40,000. 

The commission was organized 
last year under state law for re- 
search and advertising. One of the 
problems of the industry is to build 
| additional markets for the expan- 


spot newspaper advertising will be | Growers pay 2¢ a hundred pounds 
used in the southeastern states,|on their production. How J. Ryan 
subject to final approval in April | & Son, Seattle, is the agency. 


Lifebuoy Drive Set for March 
Lever Bros. Co. will start a 100- 
market spot radio campaign for 
Lifebuoy in mid-March, using 
minutes at a rate ranging from five 
to ten a week. The drive, through 
Sullivan, Stauffer, Colwell & Bay- 
les, will last from 13 to 30 weeks. 


“Drop everything, Finchley... we're going to celebrate!” 


Anyone who can find a way to cut costs and still 
keep top quality should be treated royally! And 
many Finchleys (may their cups runneth over) 
have come up with the answer in their companies’ 
printing bills. Probably you can, too! 


It’s really easy! 
cent of the average 


Paper represents over 25 per 
printing job. And Consolidated 


Enamel Printing Papers cost less than other enamel 
papers of equal quality! 


How’s that? Consolidated pioneered a modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains /nest quality. 


FREE OFFER ! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- 
ison test run with your printer under any conditions 


you like. Fair enough? 


Available only through your Consolidated Paper Merchant 


Enamel 


Printing Papers 


a complete line for offset and letterpress printing 
CONSBOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 S&S. LAGALLE GT. ¢ CHICAGO GS. ILL 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Amplifies AA Story on French Agencies’ 
System of Paying ‘Indemnities’ 


To the Editor: Your article (AA, 
Jan. 7) on the current status of 
French advertising was very in- 
teresting indeed. However, with 
all due respect to Henri Henault, 
I think the analysis of the “indem- 
nité de dépossession” was a superb 
case of “under-explanation.” If any 
single cause may be isolated as be- 
ing responsible for the slow evolu- 
tion of advertising in France, it 
is the system of paying “indem- 
nités.” 

Briefly, here is how the system 
works: 

A client wishes to change from 
Agency A to Agency B. If Agency 
B wants to accept the account, it 


must be prepared to pay the prior 
agency a sum, usually equivalent 
to the last 12 months commissions. 
Mr. Henault sees this as a means of 
protecting the long-term value of 
Agency A’s creative investments to 
the account. 

In practice, what too often hap- 
pens? 

In many cases the client wants 
to leave Agency A because he is 
dissatisfied with the quality of the 
services which his account is re- 
ceiving. But is the client really 
free in his decision? Not at all. He 
must first find an agency which 
has no competitive account. If and 
when he has found such an agen- 


| cy, his budget may then be refused 


|because the agency is unable to| 
afford the expense of paying off) 


the indemnity on the account. 
Thus, although the system of pay- 
ing off the indemnities is in theory 
a question which concerns only the 
agencies involved and not the cli- 
ent, very often the client finds 
himself unable to move his budget 
freely and must inevitably become 
involved in trying to find a solu- 
tion to the agency’s problem. What 
in truth happens is that as a client’s 
budget increases in importance his 
freedom of choosing another agen- 
cy decreases. 

This system which is supported 
only by tradition and not by law 
carries with it the added stigma of 
keeping to an absolute minimum 


the creation of new small agencies 


“Scores well” in the bindery... 
with customers, too 


Strong, pure fibers give Hammermill 
Cover a pliability that enables it to 
score and fold neatly and cleanly, for 
a better-looking job. And the dura- 
bility of Hammermill Cover enables 
it to withstand repeated handling 
without cracking at the folds or 
roughing up at the corners. Keeps 
modern advertising printing looking 
better . . . longer. 

The high brightness of Hammer- 
mill Cover gives your printing the 
extra sparkle that impresses cus- 
tomers. And Hammermill Cover 
now contains Neutracel® pulp—an 
exclusive Hammermill development 
that brings the finest qualities of 


a COVER 


AMMERAg, 


northern hardwoods to fine papers. 

Neutracel pulp imparts even 
greater bulk to Hammermill Cover 
—gives printing an important “feel” 
that says “QUALITY.” And the more 
level surface obtained with Neutrace! 
lends extra sparkle to illustrations 
solids, type — letterpress or offset 

Get Hammermill Cover in a rain- 
bow choice of eight popular, like- 
sided colors, and cleanest white 
Specify Hammermill Cover the nex: 
time you order a cover job. And 
remember, for a cover job, there's 
no paper like a good cover paper 
Hammermill Paper Company 
Erie, Pennsylvania. 


FOR CATALOGS + BOOKLETS 
MENUS + PRICE LISTS - FOLDERS 
BRGADSIDES » MANUALS 
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BY THE MAKERS OF HAMMERMILL BOND 
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How do vou Gt a Odd ? 


| Nose drops oft 
anti-histamines, 
But remether 


| 
cold re 


much of the misery’ 
they being. Wisteride 


»y millions. No matter what 


“ol 


At dey first rg atacold... 


which should normally be attract- 
ed into the advertising field. This 
is a problem which I know from 
first hand, having at one time con- 
sidered the possibility of trying to 


try. To do so in the face of the in- 
demnity system, one must either 
be extremely wealthy or confine 
the first years of operation to 
bringing in advertisers who have 
never before been serviced by an 
advertising agency. 

It is common knowledge that 
some agencies here privately take 
the view that once they’ve got a 
big client hooked, a minimum of 
service plus the indemnity is all 
they need to keep them on the line 
indefinitely. 

What is more striking, is to hear 
some proponents of the indemnity 
system react to a proposal that the 
legal and medical professions 
might equally be entitled to apply 
the indemnity system to their cli- 
entele! 

Anything less than free competi- 
tion among French advertising 
agencies is undesirable to all con- 
cerned, the profession as well as 
the clients themselves. And when 
such a condition is accepted as an 
end in itself—c’est la fin! 

William R. Mitchell, 
Paris, France. 


+ . ° 
Used Cellophane Wrap 
for Book Published in 1931 
To the Editor: Your item on 
Page 42 of your Feb. 11 issue, 
telling about McGraw-Hill Pub- 
lishing Co. being first to wrap a 
book in cellophane, raised two 
pairs of eyebrows here in Detroit. 
My partner, Arthur C. Arnold, 
and I published a book on adver- 
tising type combinations in 1931 
which was wrapped in cellophane. 
We did not claim it to be first, but 


|/it must have been prenatal if 


McGraw-Hill now takes the bow. 
Incidentally, our book on ad- 

vertising type combinations was 

the first one ever published. The 

technique has since been widely 

copied with the usual lack of 

credit or acknowledgment. 

Robert B. Powers, 

Treasurer, Arnold-Powers 
Inc., Detroit. 


. * 7 
Weiss’ ‘Self-Service’ to 
Spark Auto Dealers’ Talk 

To the Editor: We are getting 
together a small discussion group 
of about 35 top flight dealers to 
talk about dealers’ problems and 
management. 

The article entitled “The Self- 
Service Buying of Cars” by E. B. 
Weiss, which appeared in the Jan. 
14 issue of ADVERTISING AcE, Page 
62, was of particular interest to me, 
and we would like herewith to re- 
quest permission to reproduce this 
article for distribution among this 
small group to help our discussion. 

John E. Binns, 

Director of Management 

Services, National Automobile 

Dealers Assn., Washington, 

D.C. 


(200g 
Listerine Avitixeptic- Quick / 


open a small agency in this coun-| 


elp relieve congestion ... 
pirin, copgh syrups can help. 
./these nof-antiseptic 
meres lag’ t Tif'Fermsithe way 
Listerine Apticed »ptic does... and germacause 
s and the sore throats 


Ss germs instantly aah 


Fete 
* a cold Listerine — 
Use ioe — ——s 


nO mATTes WHAT Fisk YOU 8O FOR 
A COLO TOU HEED Am ArvinerTee 


REPORT—T his is the Lis- 
terine ad referred to in 
the Jan. 28 Salesense; 
its readership is re- 
ported in the accom- 
panying letter by Dan- 

iel Starch. 


Starch Figures Back Woolf 
on Surprinting Comment 


To the Editor: I usually read 
Mr. Woolf’s Salesense column in 
ADVERTISING AGE. Jan. 28 he com- 
mented about the Listerine ad in 
The Saturday Evening Post of 
Nov. 17, 1956. His adverse com- 
ment about “surprinting of the 
type over the illustration” is borne 
out by our readership scores. 

The scores were: 

% % 

% Seen- Read 

Noted Asso. Most 
Men 9 6 ° 
Women 16 14 3 

The averages from our Adnorms 
Report for one page black-and- 
white pharmaceutical advertise- 
ments in the Post for the year 1955 
were as follows: 


or 
% To 


% Seen- Read 
Noted Asso. Most 
Men 21 18 2 
Women 26 23 3 
The scores for men are less than 
half those for the norms and the 
scores for women are about two- 
thirds those of the norms. Further- 
more, the Listerine ad appeared on 
Page 1 of the issue. 
Daniel Starch, 
Daniel Starch & Staff, Mamar- 
oneck, N. Y. 


Says AA Contuses National 
Ads with Dealer Co-op 

To the Editor: You guys make 
a retail space peddler sick when 
you call an exposed national 
budget “dealer-cooperative” ad- 
vertising. 

The heads you’ve been writing 
are not only misleading, but they 
are unfair to true co-op. 

“Chrysler to End Dealer Co-op 
Ad Levy—Like GM” (AA, Dec. 
24); “‘Company Co-op’ Prevails 
in Auto Advertising as Chrysler 
Follows GM” (AA, Jan. 7). You're 
talking about national advertising, 
not local co-op. 

National advertising is by its 
very nature designed to educate 
on the merits of a 
product. Retail advertising is by 
its very nature designed to make 
an individual customer come into 
an individual dealership and buy 
one of those pieces of merchandise 
RIGHT NOW, before it turns into 
a howling, snapping dog. 

The only similarity between 
automotive advertising and dealer 
co-op is the local sig (logotype, if 
you please). Automotive advertis- 
ing is paid at the national rate and 
is commissionable to agencies. 
Dealer co-op is paid at the local 
rate and is non-commissionable. 

The quarrel over national and 
retail advertising is as puerile as 
the quarrel over which is better, 
a man or a woman. Each is com- 
pletely different from the other, 
but they are mates. When the 
fact that they are mates is recog- 
nized... when national programs 
and co-op programs are used to- 
gether for the single purpose of 
selling merchandise, then you'll 


the “‘masses” 
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find harmony in the whole field. ..|that you yourself do not always{club that never tolerates women | 
keep your high shoes laced tightly 
right to the very minute of bed- 


It’s time to slice the advertising 
enchilada in two in the automo- 
tive field: A national budget for 
the industry to play with as they 
see fit; and a co-op program in 
which the company participates 
in dealer-originated and dealer- 
controlled advertising. 

The retail space peddler’s inter- 
est in national advertising is only 
academic. We just don’t have time 
to get into arguments over copy 
and art, and we don’t have time 
to discuss advertising theory with 
customers. We push a guy over 
for space, go write his ad, and go 
back and push him over again. 
The merchandise moves, and we 
find very few injured artistic sen- 
sibilities that aren’t completely 
healed by a good gross increase. 

It does burn us up to see a na- 
tional ad come through a dealer 
masquerading as 50-50 or 75-25 
co-op. We can take one look at it! 
and know that it won’t be worth 
a nickel in pulling an immediate 
sale. That product is not only kill- 
ing itself (which we don’t care 
about) when it diverts national, 
but it is trying to kill the dealer, | 
which we do care about. There’s | 
nothing quite as useless to a) 
newspaper retail salesman as a 
customer who has gone broke. | 


To make money, we have to 
keep retailers alive; to make 
green folding money, we have to| 
make them prosperous. Dealer- | 
cooperative advertising is becom- 
ing a more powerful sales instru-| 
ment every day; and as it 
becomes more profitable to deal- 
ers, it becomes more profitable to 
newspapers. 

National advertising has its job 
to do in selling the product on a 
national level; co-op has a grudge 
fight in the  bucket-of-blood 
street-level scrap for the immedi- 
ate sale and daily profit that 
keeps the whole year out of the 
red. 

Please, no more talk about 
automotive ‘“dealer-cooperative” 
advertising. It throws a bad light 
on true co-op—and after all, we 
space peddlers have our pride, too. 

Edward K. Faulk, 

Staff, American-Statesman, 

Austin, Tex. 

+ * 7 


‘Wanting to’ Isn't ‘Doing.’ 
Reader Reminds Bedell 

To the Editor: I always enjoy | 
reading your “columns”—especial- | 
ly those by Woolf and Bedell. But | 
after reading Bedell’s note of Feb. | 
4, may I raise an unsolicited voice 
in defense of the Skychef copy- | 
writer? 

When we dined recently in the 
attractive Skychef dining room at 
the Phoenix Sky Harbor airport, 
my wife liked the writing which 
Bedell criticized. So did I like it, 
even though hardened by life as an 
advertising man. 

At home, I myself often feel an 
urge to slip off my shoes at the 
dinner table. I can’t yield to this 
temptation, however, because my 
three children are entirely too ob- 
servant. A proud parent must al- 
ways be careful to “set a good ex- 
ample.” 

And, of course, we never slip 
our shoes off in public, even at 
Skychef. As long as public opinion 
frowns on this very natural im- 
pulse, we follow the rules. 

Let Mr. Bedell note that Skychef 
does not tell you to take off your 
shoes. Skychef, sympathizing with 
a typical human urge, merely 
hopes you will “feel so much at 
home that you want to take off 
your shoes .. .” Wanting is much 
different than doing. 

And where did Bedell get that 
curious phrase about “arch his 
hastily kicked-off shoes over the 
chandelier?” When a man’s feet are 
tired, he lacks the energy to use 
his shoes for basket balls. Instead, 
he slips off his shoes as quietly as 
possible. 

Come now, Mr. Bedell, admit 


time! 
John G. Holyoke, 
Account Executive, P. W. 
Voorhees Advertising Co., 
Phoenix, Ariz. 
- 
Reader Advises Bedell 


to Look Under the Tables 

To the Editor: I read your col- 
umn “Looking at the Retail Ads” 
every week with great interest 
and feel that Mr. Bedell usually 
rings the bell—but like all critics 


|every so often he “goes off the 


deep end.” 

In your Feb. 4 issue, for in- 
stance, he criticizes the copywriter 
for a restaurant for the following 


|copy printed on the menu: “Just 


sit back, relax, enjoy yourself... 
And if we’re successful in making 
you feel so much at home that 
you want to take off your shoes— 
wonderful!” 

Apparently Mr. Bedell eats all 


guests. If he ever gets into a res- 
taurant where the sexes inter- 
mingle, I suggest he take his eye 
off his filet mignon or that gor- 
geous blonde two tables to the 
left long enough to glance under 
the tables. ... 

He will find—if he will only 
look—that four out of five of the 
gals’ feet “have had it”... that 
four out of five of the gals have 
more or less surreptitiously kicked 
off at least one pump, more often 
both, and are resting their aching 
| tootsies while enjoying their food. 

Sorry if this comes as a shock 
|to Mr. Bedell, but after all—even 
critics should know the facts of 
life. 


Waldo Zimmerman, 
Sales Promotion, Advertising, 


Graphic Arts Consultant, 
Memphis. 
° . 
Question for Mr. Weiss 


| To the Editor: Our bosses read 
| ADVERTISING AGE—but we get it 


his meals at home or in a men’s’ first! 


On Page 68 of the Feb. 4 issue, 
the stenographer is being replaced 
by a machine. 

Good secretaries aren’t afraid of 
being replaced by something “that 
will type spoken words directly on 
paper.” Often when the boss says 
one thing, his secretary knows he 
really means something else and 
changes it without comment. 

When he gets a letter out of the 
machine and it’s wrong, the ma- 
chine will say, “That’s how you 
dictated it.” 

Then what? 

Pat Quiery, 

Executive Secretary, Detroit. 


The reference-is to the first of 
E. B. Weiss’ series on electronic 
communications. And we are 100% 
on the side of Miss Quiery. 


. 8 e 
The Creative Man Doesn't 


Look at ‘Life,’ ‘Post’? 


To the Editor: I read with great 
interest The Creative Man’s arti- 
cle concerning the “Dress Right— 


You Can’t Afford Not To” ad in 
| the Feb. 11 issue. 
| Every man has a right to his 
|}own opinion, and although I dis- 
| agree with him as a retailer and a 
staunch supporter of the Ameri- 
can Institute of Men’s and Boys’ 
Wear, I was very much amazed to 
}read in the article that this was 
'the first ad he had seen of the 
| program. It is quite evident that 
|he does not look at such maga- 
|zines as Life, Post, etc., as we 
| have run several ads of this type 
| prior to the one on which he was 
| commenting. 
John W. Swanson, 
| Executive Vice-President, Ne- 
| braska Clothing Co., Omaha. 


WSRS 


_ GREATER CLEVELAND'S 


NUMBER 1 STATION 
| SRS. “Redico-Active’ MBS 


Paul DeKoning, President of Jantzen, Inc., says: 


Mg 


Soe SEER Te 


‘““] send her out in the worst weather!”’ 


“But I've got to! Top-fashion Jantzen swimsuits are rushed 
to the stores in mid-winter to beat competition for cruise 


and resort wear. 


“Speed is essential. The styles that catch on are followed 


by big re-orders, 


“To meet the demand — before our compctitors do — we 


rely on Air Express! 


“Our swimsuit factory here in Portland, Oregon uses Air 


CALL AIR EXPRESS ... 


—_— @ AlirExpress 


Express to ship all over the country. Air me never fails us. 

‘Air Express is using radio-controlled trucks to hustle 
shipments on the ground to and from airports. And any ship- 
ment can be instantly traced by the new Air Express private 


teletype system. 


“Yet, we save money by specifying Air Express. For in- 
stance, a 10 lb. shipment from Portland, Oregon to Kansas 
City, Missouri costs $6.66. That's 57¢ less than any other 


complete air service.” 


—y— 


30 YEARS OF GETTING THERE FIRST via U.S. Scheduled Airlines 


division of RAILWAY EXPRESS AGENCY 
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|Jaguar Ads Stopped Until May 
S| All U. S. advertising for Jaguar 
‘icars has been canceled, at least 
$ithrough April, because of the re- 
‘iduction in the production at 
|the company’s Coventry, England, 

| plant, which resulted from the fire 

re which last month burned out one- 
6st.t.ttrtst.tst.t.t.t,ttttet¢e4 third of the plant. The fire loss was 

|estimated at $8,500,000. 


> MAGAZINE CLASSIFIED 
— BIGGEST — 
-— BY THE MILLIONS — 


Rates & Data for the asking 


REVOLUTIONARY! 


NWEW MEYERCORD © 


PRESSURE SENSITIVE 


DECAL SIGNS 


NOME 
1H Tange 


- all the advantages of 
pressure sensitive application! 


- all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral TV, 
Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, 

Gunther Beer, Arkansas Traveler Boats and others. No water 

is needed for the simple, fast application. As a result, 

far more of these Meyercord Pressure Sensitive Signs go up 

on location. Routemen, salesmen and field crews welcome this 
new convenience in Point-Of-Sale Decals. There are no 
restrictions as to design, shape or colors. They're available in 
either halftone or poster style. Hurry .. . let us send you samples 
and full information. Write on your company letterhead to: 


THE MEYERCORD CO. enw 
Urldi Lergest Decaleomania Manufacturers 


Chicago 44, Illinois 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The tenth annual Market Data section of Apvertistinc AcE will 
appear in the April 29 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 
associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, more than 1,500 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for over 68,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1956, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 2, 1957. 

Market data material scheduled for publication before Sept. 1, 
1957, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 2. The description must include probable date 


of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ApvertTisinc Ace, 200 E. Illinois 
St., Chicago 11, with any necessary explanatory notes. 


Film Show Yields 
More Prospects per 
Dollar, Says MCA TV 


New York, Feb. 26—MCA TV 
has put together a 24-page, two- 
color brochure, entitled “Cheaper 
by the Million,” to lure more de- 
partment stores into tv syndica- 
tion. 

MCA TV’s strategy, Frank Mc- 
Mahon, advertising director of the 
film distribution company, readily 
admits, is to direct its fire against 
the “myth of newspaper superior- 
ity to television films in pushing 
merchandise. 

“This is the first presentation 
ever directed to all department 
stores in the U.S. on the profit 
potential in proper use of syndi- 
cated film series. It points out 
the obvious advantage of having 
top-rating television film pro- 
grams with ‘name’ stars like Ray 
Milland or Thomas Mitchell or 
Rosemary Clooney or Guy Lom- 
bardo in a store’s own city under 
its exclusive sponsorship,” he said. 


# Mr. McMahon takes issue with 
the “prevailing department store 
dogma that newspaper ads deliver 
a lower cost-per-1,000 customers 
than anything television has to 
offer.” The film executive re- 
ferred to a five-city NBC analysis 
to back up his contention that 


Get this Consumer Analysis on the 


FORT SMITH Market 


Here's a study of buying habits and 
brand preferences in Arkansas’ fastes! 
growing market, 365,000 population 
and center of the 14-county Arkansas- 
Oklahoma trading area. It shows 
retail sales per household 24% above 
the national average! 


This exhaustive survey covers foods, 
beverages, soaps, household appliances, 
frozen foods, dog foods and other products. 
Write today for your copy to— 


on Request 


FORT SMITH 


Southwest American 
TIMES RECORD > 


Ross Pendergraft, National Advertising Manager @ National Representatives: Arkansas Dailies, hee, 


| syndicated film shows reach more 
| prospects per dollar than do news- 
papers. 

The brochure begins on the 
warning note that department 
stores need a “new, dynamic me- 
dium” at a time when their sales 
as a “percentage of all retail sales 
are slipping.” It suggests televi- 
sion, which is getting several 
hours a day of every tv-owning 
family’s time, as that medium. 

Dubbing itself the “most suc- 
cessful department store distribu- 
tor in the industry,’ MCA TV 


cated series to Sears, Roebuck in 
several markets and to many 
other department stores. 


Jewelry Retailers 
to Ponder Ad Code 
Proposed by FTC 


WASHINGTON, Feb. 26—Those 
mammoth diamonds that bulk out 
of their mountings in the credit 
jewelry store ads would be care- 
fully policed under trade practice 
rules which the Federal Trade 
Commission is circulating for ap- 
proval by the trade. 

The proposed code specifies that 
illustrations which exaggerate the 
size of a precious stone out of 
proper proportion to its mounting 
are to be considered an unfair 
trade practice. 

The code also seeks to pin down 
the use of such terms as “gold 
content,” “silver content,” “perfect 
diamond,” “blue white diamond,” 
“cultured pearl” and “genuine.” 

A meeting of industry represent- 
atives to comment on the propos- 
als is to be held in New York 
March 15. e 


NBC Buys More Hope 

National Broadcasting Co., which 
already owned 25% of Bob Hope 
Enterprises, Los Angeles, has ac- 
quired another 25% of the compa- 
ny, which handles the comedian’s 
various activities. Under the terms 
of the transaction Hope Enterprises 
will produce at least six hour tele- 
casts a year for NBC at a cost of 
$200,000 each for three years, ret- 
roactive to September, 1955. There 
are options for two more years of 
tv under the same terms. 


Taylor Named Director 


notes that it has sold its syndi- Ss 


William J. Taylor, formerly gen- 
eral manager of KSLR, Oceanside, 
Cal., has been named managing di- | 
rector of the Southern Califor- 
nia Broadcasters Assn., replacing | 


Frank Crane who has resigned. 


Advertising Age, March 4, 1957 


C-C Ex-Employes Sue for Pay 

The Crowell-Collier Employes 
Committee has disclosed it will file 
suit against the corporation to ob- 
tain severance pay for 2,300 former 
employes. Papers were served last 
week on Denis O’Sullivan, C-C sec- 
retary. The publishing company 
has 20 days in which to reply. 


Fossel Joins Frohlich 

Spencer M. Fossel, formerly di- 
rector of clinical promotion of Or- 
ganon Inc. and marketing director 
of Sandoz Pharmaceuticals, has 
joined L. W. Frohlich & Co., New 
York, as director of marketing. 


Best Sets Mayonnaise Drive 
Best Foods, New York, is plan- 
ning a major radio spot campaign, 
to begin early this. month, for its 
mayonnaise products. Dancer-Fitz- 
gerald-Sample is the agency. 


North Carolina 
Dairy Renews 
And Renews! 


MAOLA MILK & ICE CREAM CO., 
North Carolina, sponsor of Cisco 
in Wilmington for third year and 
in Greenville for one year, en- 
thusiastically states through Wal- 
ter J. Klein, Inc.: 


“Sales have jumped in 
both markets as result 
of the TV series and 
Cisco’s ‘Ranchers Club’ 
activities. Each Rancher 
(boy or girl) signs a 
pledge to drink 3 glasses 
of milk a day.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Tedey 


N 


- 


oy re | tg, q ee a eo re Ce Pe ee a a ee! jie tae en a aN Feo Sit Gate oe at 6 SR Cees RO Oe ie ae te = 1778 es a 
2: (a er MM ea Me! li ee eee re 
<= eeico eres. ee eg ety ee ee i eee A ee ee pe eee rence Berane 9 |. isipci mage Mea 2 RTS i ep capes cnt aa 
eae Pe. ea ony ser on oc , eee Be a ea me nk ae aime co AMEN oc Mewes eee ne ee eee 
+ Oe Re Sail A ae ee a es ee Ee Re me CRT RE 8 a ana : apa: NOE 5 Crees” SP me Mmiaahe ot cea Dae tor 2 Ee A Na 2 te 
e* : ‘ bl a ; Pen ipo ett ay eae Aw eee SORE Cee My Has ae eee PS eae ee So pc oat CN GIO S,, SRR et Se Se" RM ie ee 
a Pe \ bi ere eae i — " ii ma 2 gd ie ee oo 3 iy : ee Ramer ean rae 
an ‘ : Z ‘ bd Bective" ee: my to oy en ie se eer ¥ 
shi wer: : ; 
Pe a —" 
— ss Cs é 
ere 
fae eG, 
a | | 
a - a 
y 
J : 
a J . : 
al J 
hee \ 
ane y s 
rea k | a) 
ee y de 
Se ae 
iy a op a 
| a F Saal 
eal I eeerereesiiinetncesenvennuangpsanticenpststanteasasiaielinaem ‘e 
aie : citi 
toe sh 
tet es Soe 
ae 7 nee 
rhe 7 a aah. 
Mae a : se 
Neto y E in 
aes oa 
i ee : bus : 
ui 7 : 
es & ees ci oe a Bae, Se in ret ra rang 
ee ug mg : ile E> = 
aie Sue ue £201", : Mra errs 4 a ~~ , 
ee: tess - — _ tg ’ ry a? 
<r Foon, ae ee a i all et 
Se Ries : ee a 
eae . ; i, a f 9 
cial * r. o* Saas ~S fp 
oe a a “me ee . eo "a i 
7 | a a y : ha =o : ! er = 
*@) F re ~ 2 sos -¥ 
ee : we *5 ae ny 
« j S = - 3 
|) BICANADAS ee é 
tz es. — - 
A 4 ag DRY | —_ ae em, Es 
: m =. i | Ss é a = ae th Sis 
‘ a . * ed <1 : . 
3 * “ ae Hae 
, i ee aa . yeas 
ae 5 ae 
da. ia PERMO. 7 2 f ae: 
pe : , a a a 
ioe eee ca | -" aie ee — ale sa 
nang ok jie > % og p ee fiat Lag “ ee 
ee a of _ . p ‘ ee 
gee (ie = . . | — a 
tee Tay we \\ ‘ Oe, 
ST Pe SSE 7 , oa 
as Sen R sare 
“fe ee : 7 
Rents See : if 
=~ gis ' J 
Be ste he ae 
san Shad tate ~s aoe 
Saar ages ba 
: es : Cy, Jt 4 ; < 
oe Ee ” : : 
hae j . 
ee : Pe | : “s ; 
eg oe ie ae. 
be Pia ae 
5 e : - 44a al ~ 
Mere 2 4 ae. 
ci a isn 
ae - 
eraewe ae 
beige > 
Bae on 
ae ae 
Bele EA: 
aha 7 ~ 
ore = 2 
eis 
Solel je | 
“ea | 4 
Paes. a 
a Sed ee 
eae ae 
oe fen 
aw kare EE BEL IEE ST Ee © TE ee 
a e's hy . eden: 
Se 4 
Pt eee ; ; 
ees : 
eee oe *V . 
iio tes > : od \ 
Neer es 1 => e \ : 
a - - 
a pysen ; <, ~~ Pd \ 
Sa ee - 
rieee P <4 = * 
mee ‘ of a7 | 
ae c, »* 
‘ < - 
«, 
« ; 
a] it 
%. a, Fg 
F i ST at om! "a 
, 4) so pwse® 2 : 
¥ ank n 
a , e ; 
Es " 30" <> 
we 
ee q Oe al ee ts 
kai gonie™ 2 ggcow? ee 
pe ee é “quae © 
per Te \ gut ) 
‘= as 
ee « for oe 
: s - | 
“ ee 
Pe . ‘ 
, . 
is | | Je Dd 
“ee a ek pe: ne FA aes» 7 | f Chicage sit 
eas es “1 f 
ates ‘ va Wire inci 
‘uae | Tilewtstone 
eS o SC crt 
eek = reine rengsingem WaLaons Leen ee iS Be ae Bette UE ee eee Pee a eer ete cee) 1 TS er ee ee 
a? : eat foal tens” CMO Malt y (hen Se ‘ ES See OY ome en Srey ot ph ocala : ee gee Varn: oe ee geen ee at ied > a ee ees a soe oF eee 
ps gee [3 eH EO a ie Freee aa sah a? cee Gina his tong cabana sari ces Mi oe eee Pees Pt eee tee eh il a la ee ai, 12S eee fe ee ie ee aaah 7 ee = : in 
itr ras Saitek ad PES ae a ee ee Sat Puy ss Ee: bales oc ee Rhee oe ee ee ese oo See npn St ee eee We re ee ae eet i oe ae 
2 Biche cyte eis Bi ind Tiel ha eat ie oe Ge Cay lla Saleen 8, oes ee ee eee ee a” a Fe Gauls. ENGeae ae 


Advertising Age, March 4, 1957 


THIS 1S THE NEWSMAKER OF THE 
FAMOUS WASHINGTON BIRTHDAY 
SALE IN WASHINGTON, D.C. 


ON SALE TODAY ONLY AT UNITED TYPEWRITER 
CO., 813—1Uth St., a. w., WASHENS TEN, 8. ¢. 


her 


Orders Must Be Post marked Befe 


UNITED TYPEWRITER COMPANY 


O13 14TH STREET, WH. W. WASHINGTON 5, B.C 


BARGAIN—The first five in line can 
buy a 99¢ typewriter, this ad says, 
or mail order a sale portable dur- 
ing the Capital’s Washington 
Birthday sale. This year the sale 
7 went national with this ad in 76 


newspapers. Henry J. Kaufman & 
Associates is the agency. 


Publication Lauds 
Japanese Translation 
of ].W. Young Book 


Cuicaco, Feb. 26---“A Technique 
; for Producing Ideas,” written by 
James W. Young, senior consultant 
of J. Walter Thompson Co., and 
published by Advertising Publica- 
tions Inc., has been translated into 
Japanese. 

The publisher is Seikichi Waki, 
of Presarto-kai, Osaka. 

In a review of the Japanese 
translation in Living Design, pub- 
lished in Japan, the following com- 
ments about it were made: 

“It is a monumental publication 
in Japan, where ideas which have 
no visible form have not been 
rightly valued. It realizes the im- 
portance and value of ideas, not 
only in the field of advertising, 
but also in any other field of our 
life.” 


— 
f FIRST 10 10 MARKETS 


ve % bhutmor oe a 
a ne ot 
S a 


WHEBF 


RADIO & TELEVISION 


the station of 


marketing success 
in the 
Quad-Cities 


REPRESENTED BY AVERY-KNODEL, INC. 


Adolph’s Uses Magazines 


Adolph’s Ltd., Burbank, Cal., 
will use consumer and medical 
magazines to promote its salt sub- 
stitute in 1957. The media schedule 
includes Holiday, Journal of Life- 
time Living, Life, Look, National 
Geographic, Time, and Today’s 
Health. Medical publications to be 
used include Annals of Internal 
Medicine, Journal of the American 
Medical Assn. and Medical Eco- 
nomics. Sampling will be done in 


the medical profession. McCann- 
Erickson, Los Angeles, is the agen- 
cy. 


City of Miami Advertises 

The city of Miami will run three 
color pages in the March 31 Hable- 
mos, Latin American newspaper 
supplement, to promote its 1957 


“Musical Festival,” scheduled from | 


April 27 through May 15. Bishop- 


ric-Green-Fielden Inc., Miami, is 


the agency. 


If you sell through Industrial Distributors, 
here's your ‘‘National” hookup with “Local” impact 


find out wh 

do for vou. Wnt Tee 
ig: new free hand 
industrial Distributors’ 


P.S. And A. ty don’t, 
they can 


Industrial Distribution 


McGraw-Hill Publication (ABC-ABP) New York 36 


Which Makes 
A Big Thought Bigger? 


MAN MAN 


k 
William Shakespeare William Shakespeare 


What a piece of work is a 
man ! how noble in reason ! 
how infinite in faculty! 
in form and moving how ex- 
press and admirable! in 
action how like an angel! in 
apprehensionhowlikeagod ! 
the beauty of the world! 
the paragon of the animals ! 


What a piece of work is a man! how 
noble in reason! how infinite in 
faculty! in form and moving how 
express and admirable! in action 
how like an angel! in apprehension 
how like a god! the beauty of the 
world! the paragon of the animals! 


B:. words. Big idea. Isn’t it a pity to slow 
them down, as at the left above? The thoughts you put 
into type also have a reason. Doesn’t it always pay to 
show them at their best typographically. Members of 
the ATA do just that. They have the added Creative 
approach to Typography. Send your words to ATA 


experts—it costs no more. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New Yor! City |. Glenn C. Compton, Executive Secretary 


Advertising Typographers 
Association 
of America, inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N., Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc 


COLUMBUS, O. 
Yaeger epee: Co., Inc. 


DALLAS, 
Jagegars- Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Adias Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
Imperial Ad Service 
King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Gisen 
Frederic Nelson Phillips ha 
Philmac Typographers, 
Royal Typographers Ang 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tr-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt- yacheon Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Acmewens, Inc. 
Alfred J. Jordan, I 

Progressive Compeshisa Co. 
Typogtaphic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 


TORONTO, CANADA 
Cooper & Beatty Limited 
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THE 


LANDING 


STRAY 


as seen by 


Coming | 
Conventions 


March 7. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 9-10. Annual Missouri News- 


JOHN BURGOYNE 


We don't lay any claim to being 
a style authority, but we do want to 
speak out in favor of those new hats 
all the gals are sporting these days. 
They don’t look very nice, but they 
do present some features that are 
right handy in a chapeau. They’re 
obviously designed to keep the rain 
off the gal and that means she doesn’t 
need an umbrella to put people’s 
eyes out with on the sidewalk. 


It may slow her progress a little, but 
the insurance people feel more com- 
fortable. 


xxk 


After discovering a slice of pump- 
kin pie in an automat the other day, 
a frozen fruit pie maker decided to 
check on the sales of his own line. 
If people eat pumpkin pie all year 
around, he reasoned, maybe we’re 
missing a bet. We always concentrate 
on the seasonal, holiday business. So 
he chewed thoughtfully on a pawpaw 
that he happened to have around and 
ruminated on the subject. He decided 
to call Burgoyne. Burgoyne sprang 
into action and from then on the pri- 
vacy of the pumpkin pie was a thing 
of the past. He launched a survey in 
Canton, Indianapolis and Rockford 
and found out everything the manu- 
facturer needed to know. After get- 
ting the dope, the manufacturer 
could make his plans as easy as pie. 


oa 


Tissue maker we know had a bad 
cold recently and once, in mid 
sneeze, he couldn't get the tissue out 
of the box fast enough. The results 
of that accident were a fit of temper 
and the decision to do something 
about it. So he developed a new box 
with a better delivery. He put it on 
the market and things were going 
good, but he wondered how it was 
standing up with the competition. 
He arranged a Burgoyne survey in 
Phoenix, Roanoke and South Bend 
and found out what he needed to 
know. Then he could plan his adver- 
tising and promotion intelligently 
and everybody was happy. 


a. 


Burgoyne doesn't give advice; he 
comes up with facts. If you want to 
know about something, bellow for 
Burgoyne. 


paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D.C. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 
April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fila. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 
April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 
May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 
May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 
May 26-29. Associated Business Publica- 
tions, Annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
ica. Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19, Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Ho- 
tel, Washington, D.C. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Seaboard Drug Buys ‘Errol 
Flynn’ Series from King-Shore 
Seaboard Drug Co., New York, 
has purchased the “Errol Flynn 
Theater” tv film series from King- 
Shore Films, New York, in a $4,- 
000,000 deal giving Seaboard U.S. 
tv rights to the films. The show 
will be sponsored in 150 cities by 
Mericin starting March 1. 
Under an unusual setup King- 
Shore is guaranteed $3,000,000 for 
the film series, and an unrevealed 
percentage of Seaboard’s sales un- 
til its revenue reaches the $4,000,- 
000 mark. Station time is being 
cleared by King-Shore. No agency 
is involved. 


St. Regis to Buy Lumber Co. 

St. Regis Paper Co., New York, 
plans to buy St. Paul & Tacoma 
|Lumber Co., Tacoma, Wash., 
jthrough an exchange of stock 
shares. The proposal will be pre- 
sented to St. Paul & Tacoma share- 


NEW CINDERELLA—Julie Andrews, star of “My Fair Lady,” is the smil- 

ing recipient of the famous slipper toast, made by George L. Schultz, 

president of Shulton Inc., New York, which is sponsoring Miss An- 

drews in a 90-minute color musical spectacular of “Cinderella” on 
March 31, on CBS-TV. 


AAA Joins Push for 
Federal Controls on 
Interstate Road Ads 


WASHINGTON, Feb. 26—The 
American Automobile Assn., in a 
policy switch on control of outdoor 
advertising, last week indorsed 
federal legislation to protect in- 
terstate highways from outdoor 
advertising signs and other com- 
mercial developments. 
Harry I. Kirk, president of AAA, 
which claims to represent 5,250,000 
motorists, said: 
“Long and bitter experience has 
demonstrated that it is economical- 
ly unsound to invest large sums in 
highway construction unless the 
roadsides are protected against a 
blight that destroys a major part 
of the road’s capacity, safety, ef- 
ficiency and enjoyment. 
“Unregulated development along 
roadsides, including the uncon- 
trolled erection of billboards, ad- 
versely affects the state, the com- 
munity and the motorist.” 
Previously the AAA had limited 
its activities to encouraging state 
and local governments to protect 
roadsides from intensive commer- 
cial developments, including out- 
door signs. AAA now proposes that 
federal control of outdoor signs be 
limited to the new interstate high- 
way network. . 


US. Anti-Trust 
Suit Hits Jerrold 


PHILADELPHIA, Feb. 26—Jerrold 
Electronics Corp., its president and | 
five subsidiaries have been named | 
civil anti-trust suit filed by the) 
federal government in U:S. district 
court here. 

The anti-trust division of the 
Department of Justice charged the 
defendants with violating the 
Sherman and Clayton Acts by re- 
stricting competition in the sale of 
community tv antenna equipment. 
(Community tv antenna systems 
are built in places remote from tv 
broadcasting stations to enable) 
residents to view programs from 
such stations.) 


® The Justice Department’s com- 
plaint alleged tht the defendants 
“occupy a domin .nt position in the 
market in the s: 'e of such equip- 
ment and have s id the equipment 
on a tie-in basis ° 

Jerrold Elect: nics, which re- 
ported net sale nd service reve-| 
nues of $3,703,0 5 last year, vig- | 
orously denied i is breaking any 
anti-trust laws. ‘On the contrary,” 
said Jerrold’s president, Milton J.| 
Shapp, “our company has faced | 
the competition of such giants of | 
the electronics industry as Radio| 


FIRST WATIONAL BANK BLDG, CINCINNAT! 2, OHIO 


holders for approval. 


Corporation of America, Inter-| 


national Telemeter Corp. (a sub- 
sidiary of Paramount Pictures 
Inc.), Phileco and other manufac- 
turers large and small.” 

Jerrold says it pioneered the 
community tv antenna system six 
years ago and has kept its lead in 
the field through engineering im-| 
provements and a better sales 
force. ° 
Weather Corp. Offers Brochure | 

Weather Corp. of America, 611 | 
Olive St., St. Louis, has published | 
a brochure which explains its serv- 
ices—primarily forecasting, weath- 
er engineering studies and weather 
modification. The booklet includes | 
case studies of how industry uses | 
|the service. Robert A. Willier &| 
| Associates, St. Louis, public rela-| 
tions, prepared the brochure. 
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Opinion Offers Brochure 
National Family Opinion, a re- 
search company with headquarters 
at 1621 Canton St., Toledo, and of- 
fices in New York, has released a 
brochure which describes its serv- 
ices. Copies of “Marketing Knowl- 


|\edge from Consumer Facts” are 


available on request from the com- 
pany. 


Edgar Named Print Week Head 

Robert M. Edgar, partner, Ney- 
hardt Printing Co., Pittsburgh, has 
been named chairman of the 1958 
International Printing Week Com- 


|mittee by the International Assn. 


of Printing House Craftsmen. 


Government Business IS Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


published times 
Through the inexpensive pages of SIGNAL 
7 reach the 10,000 primary Defense 
uyers and sub-contractors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment needs, technical im- 
provements, case histories authored by 
experts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the very 
cream of Government communications 


orders, advertise your war id 
in SIGNAL. a 


++ @very shot goes home! 

Investigate this Bee-line 
route to profitable 

eee Defense business 


Wm. C. Copp & Associates 


1475 Broadway, New York 36, N.Y. 


: Che ypanderd newer dtw ttttd 


WHDEH 


50,000 WATTS - BOSTON 
delivers buyers 


NATIONALLY BY JOHN BLAIR & COMPANY 


REPRESENTED 
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World Trade Can Reach Record Height in 
Decade if U. S. Plays Part, Conference Told 


(Continued from Page 1) 
market for the U. S. About the 
only way Americans can partici- 
pate in this market, he said, is to 
set up manufacturing companies 
in Europe, staff them mostly with 
local people and let the company 
become a good tax paying “citi- 
zen” of that country. 


® Any company interested in get- 
ting into the European market 
had better do so within the next 
five years, however, Mr. Beers 
warned. The complete economic 
union of European countries with- 
in a very few years, he noted, is 
almost certain, and one of the 
union’s first acts may be to re- 
strict outsiders. 

Trade prospects in Africa “were 
never better,” Jean Walker, sales 
manager, African-Middle Eastern 
division of Caterpillar Tractor Co., 
told the conference. The rising 
economies of erstwhile colonies 
across the continent—excepting 
Morocco, Algeria and Tunisia— 
pose a clear development oppor- 
tunity which companies like Fire- 
stone, Goodyear, Republic Steel 
and Aluminum Co. of Canada 
have already moved in on, he said. 

For the sake of the U. S. gen- 
erally, Mr. Walker emphasized, 
Africa must be cultivated thor- 
oughly and quickly because of its 
raw materials—iron ore, copper, 
tin, bauxite for aluminum, urani- 
um, and, of course, diamonds— 
which are so vital to American 
industry. 


# Mr. Walker said the situation 
in the Near East is too much up 
in the air now and too much sub- 
ject to political winds for much 
speculation about prospects there. 

When the dust does settle, how- 
ever, and presuming we can still 
trade peacefully there, he as- 
serted, “Our role must not be only 
to finance huge industrial proj- 
ects. We should know by now 
that the rate of industrial growth 
in backward countries is not the 
rate at which factories and dams 
can be erected, but the slower 
rate at which the total economy 
can be advanced. Small projects 
that increase individual skills in 
industry and agriculture give 
higher purchasing power to peo- 
ple and produce trade.” 

The trade story in the Far 
East’s major markets—Japan, the 
Philippines and  Indonesia—is 
largely one of the local countries 
trying to keep imports in balance 
with exports, consequently not of- 
fering the U. S. any glowing ex- 
port opportunities, Edwin L. Foot, 
sales manager of Goodyear Inter- 
national Corp., Akron, reported to 
the conference. 


® With these spot reports of world 
marketing conditions as a back- 
drop, conference delegates heard 
some pointed statements about 
the obligations of American busi- 
ness in foreign affairs. 

Gov. Theodore R. McKeldin of 
Maryland told the banquet meet- 
ing last night that “the determi- 
nation of the posture that our 
country assumes in the conduct 
of commerce among nations is an 
essential responsibility of the 
business community.” There is a 
“special responsibility that Amer- 
ican business men—particularly 
those engaged in foreign trade— 
have in helping give direction to 
our foreign policy.” 

Gov. McKeldin’s thesis was that 
American traders in the world 
market have a great deal to do 
with shaping the international 
economic conditions with which 
the nation as a whole must deal. 
As such, he said, the business 
men have an obligation to the na- 
tion as well as to their individual 
companies. 

Primary among these, he em- 
phasized, is the promotion of “the 


maximum expression of individu- 
al preferences, initiative and en- 
terprise in the marketplace. 


s “This policy,” he said, “has 
brought great benefits to the 
economy and rewards to the par- 
ticipants. The logic of such a pol- 
icy is applicable equally to do- 
mestic trade and to foreign com- 
merce. 

“Yet,” he went on, “there are 
those in the business community 
who would wittingly subject our 
foreign trade and the American 
business community that is en- 
gaged in such trade to restric- 


tions and harassments. Indeed, if || 


such restraints were applied to 
their own domestic affairs, these 
would be described by them at 
the very least as ‘undue govern- 
ment interference’.” 

“Is there any reason why free- 
dom of enterprise should stop at 
the shoreline?” he asked. “Clear- 
ly, the answer must be ‘no’!” 


# Going into this import-export 
policy question in more detail, 
Morris S. Rosenthal, president of 
the National Council of American 
Importers, told the conference 
that a crucial point in American 
foreign trade is about to be 
reached. 

The Reciprocal Trade Agree- 
ment Act, which he said has al- 
ready been badly weakened by 
loop-hole amendments since the 
act was first passed in 1934, will 
run out next year. Already, he 
said, “protectionists” are mount- 
ing pressures against its renewal 
and more and more applications 
are being made for withdrawals 
of trade concessions to foreign 
countries. 

Protectionists are also fighting 
to keep the U. S. out of the pro- 
posed Organization for Trade Co- 
operation, he noted. 

Those who continue to resist 
free enterprise in the internation- 
al market, Mr. Rosenthal charged, 
ignore several basic economic 
facts—the main one being that 
America’s need to export can be 
met only by countries that have 
dollars to pay. The only way they 
can get them is to sell goods here, 
and, in light of our heavy export 
requirement, they must sell rather 
heavily here. 

“I am always embarrassed 
when repeating this simple eco- 
nomic fact to business men expe- 
rienced in world affairs,” he said, 
“but reiteration seems necessary 
because of the ostrich-like busi- 
ness men who would like us to 
cut down on imports while main- 
taining exports.” 


s W. Howard Chase, president of 
Communications Counselors Inc., 
suggested that American overseas 
investments are “totally inade- 
quate.” 

The head of McCann-Erickson’s 
pr unit said today’s political scene 
calls for “a planned program of 
world investments in ‘have-not’ 
nations on a hitherto undreamed- 
of scale.” 

Mr. Chase pointed out that 
there is a growing gulf between 
the “have” and “have-not” na- 
tions. He proposed that this gap 
be bridged by “development of 
production and distribution of 
goods and services in backward 
countries.” 

U. S. foreign aid of $4 to $5 
billion may be “misguided chari- 
ty,” Mr. Chase suggested, while 
“$50 billion each year in invest- 
ment in credit-worthy nations is 
not too much.” 

Mr. Chase further proposed that 
U. S. foreign policy be redirected 
so that our diplomatic and politi- 
cal relationships with other coun- 
tries are conducted “on the basis 
of their economic seaworthiness 
and credit-worthiness and not on 
the hypothetical basis that we are 
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Rebel ...in a Union suit? 
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OFFBEAT—Southern Comfort Corp. 

is testing this appeal to young men 

via the April issue of Playboy. 

Krupnick & Associates, St. Louis, 
is the agency. 


buying their love for us and their 
hatred for communism.” 


s Finally, Mr. Chase said that “all 
the idea projection resources of 
advertising and pr, which are 
vital to the continued expansion 
of the American market, are 
equally vital to the development 
of world trade, and American 
business should use these tech- 
niques where the people live.” e 


Florists Telegraph 
Delivery Plans Spot 
Radio, TV in 4 Cities 

Detroit, March 1—The Florists 
Telegraph Delivery Assn. will run 
short radio and ty spot test cam- 
paigns in four major markets pri- 
or to both Mother’s Day and the 
Easter holidays. 

This test may result in a major 
media shift in FTDA’s ad budget, 
which runs between $1,200,000 
and $1,400,000 annually, or pos- 
sibly the raising of the company’s 
ad budget to permit extensive use 
of tv. 

Spot radio will be used in Los 
Angeles and Washington, while 
spot tv will be used in Philadel- 
phia and St. Louis. Each cam- 
paign will run five days. 


® About 100-110 spots per week 
will be used in each radio market 
and 26 spots per week in each tv 
market. 

The group has wanted to go 
into broadcast media heavily for 
some time and has waited to ac- 
cumulate sufficient budget for the 
move, according to Lawrence 
Stapleton, Florist Telegraph ac- 
count executive at Grant Adver- 
tising. 

Regular newspaper schedules 
will be continued during the tests, 
including the markets where the 
test is being run, Mr. Stapleton 
said. . 


KEY-T Sold for $1,640,000 

KEY-T, sole tv station in Santa 
Barbara, Cal., has been sold by 
Santa Barbara Broadcasting & 
Television Corp. to Key Television 
Inc. for $1,640,000, subject to ap- 
proval by the Federal Communi- 
cations Commission. Richard C. D. 
Bell, who has owned and man- 
aged radio and tv stations in the 
San Francisco Bay area, is presi- 
dent of the new company. Colin M. 
Selph, who founded the station in 
1952, and C. H. Jackson Jr., Ne- 
vada and California rancher, are 
major stockholders in the selling 
group, which includes Ronald Col- 
man, actor; Maj. Gen. Peirpont 
Morgan Hamilton; Arthur F. Mar- 
quette, Chicago ad executive, and 
Harry C. Butcher. 
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Riggio from Use of 


(Continued from Page 1) 
similar to that used by American 
for its Pall Mall cigarets. 

American’s complaint said that 
until April, 1956, Riggio sold its 
Regent cigarets without using the 
words “Pall Mall” in its adver- 
tising. However, the complaint al- 
leged, the words have since been 
used in newspaper, magazine and 
radio advertising. American cited 
ads in the April 27 New York 
Herald Tribune, the May 1 and 


| |July 3 New York News, two May 


jissues of the New York Times, a 
June issue of the New York 
World-Telegram & Sun and the 
Sept. 29 New Yorker. 


® American Tobacco claimed its 
Pall Mall cigarets have been 
heavily advertised in the U. S., 
with expenditures running into 
“many millions of dollars,” and 
that advertising under the name 
of Pall Mall “designates in the 
U. S. the plaintiff’s cigarets and 
no other cigarets.” 

Sullivan, Stauffer, Colwell & 
Bayles is American Tobacco’s 
agency for Pall Mall. MacManus, 
John & Adams handles Regents. 

American charged Riggio with 
“a plan to appropriate the plain- 
tiff’s trademark, Pall Mall, and 


Electric Housewares 
Sales Hit $1.2 Billion 
in ‘56, NEMA Reports 


New York, Feb. 28—The electric 
housewares industry rang up $1,- 
200,000,000 in retail sales during 
1956, according to the National 
Electrical Manufacturers Assn. 

This is a 20% increase over 1955, 
when sales totaled $1 _ billion, 
achieving the goal set in 1950 when 
the industry started a concerted 
promotional drive. At that time, 
sales volume was under $500,000,- 
000. 
About 62,000,000 electric house- 
wares items were sold during 1956. 
This is a gain of 14,000,000 over 
the 48,000,000 sold the previous 
year. 

One of the most successful sales 
stories was achieved by electric 
fry pans and skillets. In 1954 1,- 
100,000 were sold, but in 1956 sales 
totaled 6,300,000, up 500%. 


s A 100% gain since 1954 was 
scored by portable food mixers, 2,- 
600,000 of which were sold in °56. 
Electric bed coverings have in- 
creased from a little over 1,000,000 
in 1954 to almost 2,000,000 in 1956. 

The sales figures also demon- 
strate the swing from dry to steam 
irons. In °54 2,215,000 automatic 
dry irons were sold, but last year 
this figure dropped to 2,130,000. 
Steam iron sales, however, rose 
from 3,921,000 in ’54 to 6,150,000 in 
56. Over-all iron figures (all 
types) are 6,536,000 in '54 and 8,- 
715,000 in ’56. 

Electric shavers sold as fast as 
steam irons; in '54, 3,957,000 were 
sold, compared with 6,900,000 last 
year. Sales of coffee makers in- 
creased from 3,269,000 in °54 to 
5,100,000 in ’56. 

The country is apparently be- 
coming more time-conscious. At 
least 9,750,000 electric clocks were 
sold last year, compared with 6,- 
900,000 in °54. 


® 1956 sales figures for other types 
of electric housewares: fans, 6,- 
480,000; toasters, 3,625,000; heat- 
ing pads, 2,215,000; heaters, 1,- 
|811,000; food mixers, 1,600,000; 
deep fat fryers, 1,350,000; waffle 
|irons and sandwich grills, 965,000; 
|hotplates, 760,000; broilers, 750,- 
000; corn poppers, 640,000; blend- 
ers, 465,000; roasters, 225,000. 
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‘American Tobacco Suit Seeks to Bar 
‘Pall Mall’ in Ads 


the benefits of its celebrity in 
connection with their cigarets 
(Regent) and to use the trade- 
mark and the good will developed 
to defendant’s own advantage 
. . . to cause members of the gen- 
eral public and others to believe 
that its Regent cigarets come 
from the same source as the 
plaintiff's Pall Malls.” 

Attorneys for Riggio said the 
company and its affiliate, Roth- 
mans, are members of a group of 
interrelated cigaret manufactur- 
ing companies with interlocking 
boards of directors, all subject to 
the same control. 


® Riggio maintained that Roth- 
mans sells various types of cig- 
arets under the Pall Mall trade- 
mark, adding that the cigarets are 
extensively advertised in the 
United Kingdom, Great Britain 
and Ireland selling under names 
like Pall Mall Turkish, Pall Mall 
Virginia and Pall Mall de Luxe. 
Riggio claimed that Rothmans had 
registered the Pall Mall trade- 
mark in 60 countries and has ex- 
ported cigarets since 1901. 

Riggio also said Rothmans have 
been sold to the American public 
since 1923, first by the M&M 
Importing Co., New York, “under 
the brand name and style of Mr. 
Rothman’s own and further de- 
scribed as manufactured by Roth- 
mans of Pall Mall.” Riggio also 
said Rothmans’ use of the words 
“Pall Mall” antedates that of 
American. 


s American Tobacco asserted that 
Riggio’s actions (1) tended to di- 
lute the quality of American’s 
trademark, (2) helped Riggio gain 
the reputation and good will at- 
tached to the Pall Mall trademark, 
(3) enabled Riggio to benefit from 
the advertising of Pall Mall cig- 
arets, (4) caused the public to 
think both cigarets have a com- 
mon source or connection with 
one another, and (5) promoted 
an infringement of American To- 
bacco’s rights and unfair compe- 
tition in business. 

American Tobacco asked the 
court to restrain Riggio Tobacco 
from using the name Pall Mall, 
to order the destruction of all ad- 
vertising, displays, signs and pro- 
motional material using the name 
Pall Mall and to pay to American 
profits realized from its acts as 
well as damages. . 


Despite Protests, FCC 
Okays Greenspan 
Buy of TV Station 


(Continued from Page 1) 
victed criminals merely because 
they happen to have the financial 
means to purchase control of a 
television station.” 


® Noting that broadcasters par- 
ticipate in defense programs in 
time of peril, he said, “We are 
specifically required to assure 
ourselves of the character and un- 
divided loyalties of the citizens 
who aspire to be broadcasters.” 

Commissioner Robert E. Lee, 
who also dissented, said, “While it 
appears that mitigating circum- 
stances may have existed in con- 
nection with the violation of the 
Neutrality Act, the fact remains 
that the applicant has lost his civil 
rights. I could vote for him in the 
public interest pending restora- 
tion of those rights.” 

Mr. Greenspan, a colorful Las 
Vegas publisher, who once threat- 
ened to file libel actions against 
Sen. Joseph McCarthy (R., Wis.), 
paid $320,000 to R. G. Jolley for 
the station. 7 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publicat‘on 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


Advertising Agency 
RADIO-TV Salesman 
Experience in servicing and some selling 
of accounts essential. Must be good idea 

man and know Radio-TV thoroughly. 
Will direct work of TV copywriter and 
work with top notch artist. 


Agency pleasantly situated in upstate New 
York. Salary open. Future limited only by 
your ability to service accounts effective- 
ly, prepare and present proposals for new 
and increased business. 

A good chance to go places in a growing 
department of a well-established agency. 
Write fully, enclosing photo if you have 
one 

Box 9346, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Tf You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


Real Opportunity for bright young adver- 
tising man as Assistant Promotion Man- 
ager of The Washington Post and Times 
Herald. We are looking for a man with 
ideas who can create and direct the pro- 
duction of visual sales presentations, pro- 
motion advertising and direct mail mate- 
rial; who has the knack of working with 
people; who is familiar with sources of 
market information and who is willing to 
apply himself to all phases of newspaper 
promotion. This is a real opportunity with 
one of America’s leading newspapers. 
Send complete resume and salary range 
to: 


Personnel Department 
The Washington Post & Times Herald 
1515 L Street, N. W. 
Washington 5, D.C. 

THE RATH PACKING COMPANY 
BLACK HAWK MEATS 
Excellent growth opportunity for young 
market research man. Two to three years 
experience in consumer goods. The man 
we need is 25-30. He is looking for a 

challenge. 

Our Company is a rapidly progressing 
firm which has had substantial growth for 
over 60 years. Our quality line of products 
is nationally advertised 

Write, giving qualifications and complete 
resume to Box 9369, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 


for 
CREATIVE TALENT 

ADMINISTRATIVE PERSONNEL 
MOLENE An 3-444 
Bankers Bidg. Chicago 3 

NEW HORIZONS! 

Account men who prove their ability by 
getting and holding business can find new 
horizons for ENLARGING . ADDING 
NEW ACCOUNTS .. STEPPING-UP 
EARNINGS—with this Chicago agency. 
Ideal set-up, fully-financed, staffed with 
top experienced, creative people. Write 
for immediate appointment: 

Box 9364, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SALESMAN 

FOR SPECIALIZED DIRECTORY 
Now in its 7th year. Covers Metropolitan 
Philadelphia (six counties). Is only one 
of its kind and is fully protected. Oppor- 
tunity for a real producer to become 
Sales Manager and develop similar di- 
rectories in other Metropolitan areas 
throughout Country. Income possibilities 
are unlimited. Renewals first year. Draw- 
ing account and expenses after man has 
proven ability 

Box 9373, ADVERTISING AGE, 
480 Lexington Avenue, New York 17, N.Y. 
ADVERTISING SALESMAN, must be 
proven top calibre, experienced in spe- 
cialized business paper space saies. Im- 
portant Ohio territory with rugged com- 
petition but plenty of going business and 
future opportunity. Write fully, describ- 
ing your background and qualifications. 
This is not a job for beginners 

Box 9376, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| ings, 


National Accounts Sales Manager 
Outstanding opportunity on corporate 
staff. 

One of America’s largest food processing 
and distribution companies has a top lev- 
el position in a dynamic organization for 
a top notch salesman and merchandiser. 


Job Title: National Accounts Sales Man- 


ager. 

Salary: $10,000-$15,000 plus incentive earn- 
all benefits including immediate 
participation in profit sharing retirement 
plan, and stock option plan. 
Requirements: Age 35-45, college gradu- 
ate with 10 years experience in sales in 
food or related industry. Must be ac- 
quainted with all major chain store su- 
permarket outlets, have a thorough un- 
derstanding of modern merchandising and 
sound pricing. Must be willing to relocate 
to a medium size midwestern city and to 
travel up to 65%. The man selected will 
have the poise and tact to deal effectively 
with top level executives. 


If you think you have these qualifica- 
tions, write immediately, including a com- 
plete resume of your experience and ed- 
ucation and present earnings. 
Box 9374, ADVERTISING AGE 
200 E. Illinois St., Chicago 1i, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 So. State St., Ha 7-1991 Chicago 


COPYWRITER'S OPPORTUNITY 


Agency with a history of sound and 
healthy growth offers a capable copy 
man plenty of opportunity to move ahead 
in a hurry. If you're a facile writer of all 
kinds of advertising for both consumer 
and industrial accounts, you may well 
find this to be that job away from a big 
city that you've been hoping for. Any- 
way, we'll welcome your resume and 
statement of starting salary required. 
Write: 
Box 9375, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois. 


Writer - Employee Communications 


Business consultant firm in Chicago area 
man with demonstrated creative 
for Employee Communications 
Will prepare printed and visual 

material for leading companies on pen- 

sions, profit sharing, and other benefits. 

Good pay, opportunity for growth, pleas- 

ant working conditions in suburban area 

north of Chicago. Write, giving experi- 
ence, approximate salary range. 

Box 9376. ADVERTISING AGE 

200 E. Iilinois St., Chicago 11, Ill. 


CREATIVE ACCOUNT MEN 


We need two more seasoned account 
managers with big ticket and/or traffic 
appliance experience who can plan budg- 
ets, spark trade campaigns, handle all 
forms of collateral material—and write 
sound selling copy when required. We are 
a young agency serving leading national 
accounts and we are growing with them. 
Age is not important experience, 
ability, and drive count more. Pleasant 
living and working conditions in small 
resort area town 100 miles from Chicago. 
Send complete resume and salary require- 
ments. 
Box 9377, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


UNUSUAL OPPORTUNITY FOR 
APPLIANCE COPYWRITERS 
Fast-growing agency needs versatile, ex- 
perienced men who know and understand 
how to create and write selling copy to 
consumers and trade on big ticket and 
traffic appliances for 
accounts. Assignments will cover news- 
paper ads, magazine ads, and full range 
of sales promotion materials. Experience, 
background, and ability more important 
than age. Pleasant living and working 
conditions in lake-side resort town 100 
miles from Chicago. Send complete resu- 

me and salary requirements. 
Box 9378, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


age —30 to 40 years. 


experience 
with either an advertising agency 
or the advertising department of a 
manufacturer. 

abilities 
restless mind that is always seeking 
new ways to do things which he 
can develop into practical adver- 
tising and selling ideas. Has a flair 
for creative work. 

ambition 
real opportunity to handle an im- 
portant account. 

Presently employed, but feels he 
ean’t get much farther ahead 
where he is. 

Would like to join a medium size 
4A’'s advertising agency which has, 
right now, such an opportunity. 

If you are this man we'd like 
very much to talk to you. 

Send a brief resumé of your ex- 
perience to Box 475, Advertising 
Age, 480 Lexington Ave., New 
York 17, New 


Three to five years 


Has imagination and a 


Wants a chance for a 


ork. 


HELP WANTED 
CREATIVE SALESMAN with business pa- 
per sales backgroun:! wanted by top-rated 
publisher for midwest territory, with Chi- 
cago headquarters. Some knowledge of 
construction field helpful. Salary, incen- 
tive and expenses. Write fully, describing 
your background. 
Box 9381, ADV ERTISING AGE 
200 E. Illinois St., Chicago 11, illinois 


Display Advertising Salesman. Large New 
Jersey newspaper. Excellent opportuni- 
ties, present and future. Selling ability 
foremost requisite; copy, layout experi- 
ence secondary. Al! replies confidential. 
Send complete outline of experience, ed- 
ucation, earnings to 

Box 9380, ADVERTISING AGE, 
480 Lexington Avenue. New York 17, N.Y. 
ASSISTANT EDITOR for growing na- 
tional trade magazine. Must write fast 
crisp copy; know magazine layout and 
production. Interest in photography and 
retailing helpful. Excellent working con- 
ditions in small midwestern city. Send 
resume to: 

Box 9379, ADVERTISING AGE, 

200 E. Illinois St., Chicago, 11, Illinois. 


ACCOUNT EXECUTIVE 


Experienced Consumer 
Goods Ad Manager 
or Account Executive 
still seeking THE job 


We're a fast growing New York 
State 4 A’s agency (not in NYC) 
with 125 employees. We want an 
AE for one of our larger accounts 
making mass-market consumer 
roducts. You will presently hold an 
mportant advertising or sales post 
with a well known firm, or be 
agency contact for a good account. 
You will have full understanding of 
copy, both consumer and trade, 
marketing at wholesale and retail 
levels, merchandising. Above all, 
you will .understand people, since 
you will deal with a dozen different 
divisional ad managers. Starting 
salary open, and comfortable. Ceil- 
ing limited only by mens. 
Send résumé plus brief description 
of what you consider the most im- 
rtant single job you ever tackled. 
o other “samples” please. 


Box 463, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


eeeeeeeeeeeeeeeeeeeeee 
MOVING? ... PROMOTED?... 
NEW BUSINESS? NEED NEW BUSI- 
NESS CARDS? .. write to us for 
rock-bottom prices and samples. 
ANDREWS PRINTING SERVICE— 
Box 865-A, ALLENTOWN, PENKA. 


ADVERTISING AGENCY 
PRODUCTION MANAGER 


Unusual opportunity available in 
Midwestern 4A Agency for man 
with solid agency background. 
Must be strong in typography and 
in handling mechanical processes 
including engravings and print- 
ing. If you qualify, send full 
details of background, age, edu- 
cation, salary requirements. All 
replies confidential. 
Write Box 472, Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


leading national | 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntra! 6-5670 


BIRCH 


oes 

Executive 
Placement 
Counselors 


OPPORTUNITIES 


ARTISTS and ART DIRECTORS—tayout 
men, Illustrators, Display De- 
signers $6,000 te $14,000 

ADVERTISING MANAGERS—4 Mfrs. 
Beauty parlor equip., appliances, 
wax paper products, business 
forms, oils, chemicals, industrial 

$7,200 to $10,000 

ACCT. EXECUTIVES—Knowledge appli- 
ance, food, industrial poe 

$8,000 te $15,000 

sumer and Indus- 
trial background Agencies, mfrs. 

$6,000 to $15,000 

EDITORS—tTrade paper, other assign- 
ments......... $6,000 te $8, 

PUBLIC RELATIONS Publishing, plas- 
tic. rubber, chem cals, appliances, 
PR agencies... $6,000 te $10,000 

MARKET RESEARCH —Consumer and 
Industrial bked. $6,500 te $12,000 

TECHNICAL WRITERS —Mechanical and 
Electronics.... $6,000 te $8,000 

ADV. SPACE SALESMEN—Trade maga- 
zines and others Base 


plus bonus. 
Write or contac’ in confidence 
ART SNYDER 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S. State + Chicago « WA 2-4800 


POSITIONS WANTED 
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REPRESENTATIVES AVAILABLE 


CLERGYMAN, 42, with family, seeks re- 
location now in public relations, writing, 
or editorial work. Adaptable. Contact: W. 
M. Hunter, Box 506, Rebinson, Ill. 


ACCOUNT EXECUTIVE 
ADVERTISING MANAGER 
9 years experience advertising, promotion, 
merchandising diversified products. Heavy 
fashion, food, package goods. Age 33, B.S. 
Prolific idea man, strong planner, copy, 
contact, service. Now employed as A./E. 
Seek solid agency, or aggressive manufac- 
turer. 
Box 9353, ADVERTISING AGE 
490 Lexington Ave., New York 17, N.Y. 


SAY... NEW YORK! NEED A WRITER? 
... @ writer who can create copy out of 
chaos? Prize-winning word-merchant, 
now heading Radio-TV Dept. for agency 
down-South left his hat in Times 


Square! 
Box 9383, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CONTROLLER-OFF. MGR. AD AGENCY 
38. Prepare, analyse all Financial Reports, 
Budgets, Forecasts, Client Costs, Expense 
Controls; Methods, Procedures; Train and 
Supervise Personnel. 10 yrs. Exp. Now 
with major agency as Asst. Cont. Will 
Relocate. 
Box 9384, ADVERTISING AGE, 
480 Lexington Ave., New York 17, N.Y. 


Advertising Representative available cov- 
ering Philadelphia, Pennsylvania, Dela- 
ware, Maryland and Washington, have 
close friendship with important agencies 
— manufacturers, - office in Philadel- 
phia. 
Box 9394, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Advertising space salesman or publishers 
representative. 18 yrs in consumer & 
trade magazines. N.Y. area preferred. 
Box 9395, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 
SPACE SALESMAN 
Leading business paper needs salaried 
space salesman for New York-New Eng- 
land territory Give details in letter to 
Box 9396, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
“Rural suburbia growing FAST 
Test it NOW in 
Sanders ABC 4%, Geneseo, N.Y.” 
TRADE PUBLICATIONS 

Want to buy? Want to sell? Write me 
fully. Confidence respected. No ‘“‘ped- 
dling” of your proposition. Excellent con- 


tacts. Chas. K. Feinberg, Broker, Box 1036, 
Newark 1, N.J. 


FREE LANCE COPY 

Strong media promotion and merchandis- 
ing or your money back. Write today. 
Box 9385, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Youth PLUS experience! Get both in 
young (30) ad man with retail grocery 
chain, daily newspaper sales & ad dept 
management plus retail agency back- 
ground. College grad. Seeks position with 
solid growth & challenge with publica- 
tion, agency or manufacturer. Prefer West 
Coast. 


Box 9386, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS 
Available in June after one year in edu- 
cational public relations - additional 
newspaper experience. College graduate, 
age 25, military service completed, look- 
ing for industrial PR opening. 
Box 9387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PROM, & PUB. REL. MAN 
(Copy, Editing, Photo Exp.) 
Desirous of assisting News or Ady. Exec. 
Box 9388, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TV COMMERCIAL PRODUCER 
Aggressive producer-cameraman desires 
position with Ad Agency, TV station, or 
Industrial firm. 15 years motion picture 
experience-5 yrs. experience in producing 
TV commercials. Currently employed. 
Prefer West Coast. Resume on request. 

Box 9389, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


INDUSTRIAL 
ACCOUNT EXECUTIVE 


We would like to talk to a man 
who requires better and ex- 
panded services for his accounts 
and wishes to trade-up by as- 
sociating with a profitable, top- 
rated, thirty-year old general 
New York City advertising 
agency with a growing indus- 
trial division now billing over 
$500,000. We are prepared to 
offer a more than generous 
share of the profits on his own 
billing as well as participation 
in the over-all profits of the 
agency, and eventually acquisi- 
tion of a stock interest through 
earnings. If you are this man, 
write President, Box 470, Ad- 
vertising Age, 480 Lexington 
Ave., New York 17, N. Y. All 
replies will be kept in strictest 
confidence. 


CREATIVE TV FILM PRODUCER 
exper. live action & animation for 
major accts. Do rough storybds. 
: Music, theatre, opera, graphic arts 
33, married. Presently empld. by 
Chi. agcy. as TV Visualizer/Pro- 

. Resume and samples on request. 
Box 9390, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Media Sales - Industrial Adv. Mgr. with 
sales experience seeking challenging op- 
portunity with progressive trade journal 
as space rep. in Cleveland-Cincinnati- 
Pittsburgh area. Age 49. 
Box 9391, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER 
10/years Experience; 5 Agency, 5 Retail. 
Now employed Adv. Mgr. of large dept. 
store, desires to improve salary. Mini- 
a. $10,000. B.A. & M.A. Degrees, Age 


Box 9392, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARE YOUR SELLING 
$200,000,000 (or better) 
IN LITHOGRAPHY 


If you can sell this volume 
(contract work, publications, di- 
rect mail, etc.) and want to back 
your sales effort with a top 
notch poy production plant 
—it will be worth your while to 
write in confidence to Box 471, 
AD AGE, 200 E. Illinois St., Chi- 
cago 11, Ill. Plant a leader in 
Midwest—located in Milwaukee. 


ASSISTANT 
TO ADV. MGR. OR ACCT. EXEC. 
Eight years experience on varied ac- 
counts in top 4A N.Y. agencies. Client 
contact, traffic, production, accounting. 
Familiar with all media. Want responsible 
position assisting top advertising manag- 
er or account executive. Good at detail 
and follow through - thoroughly profi- 
cient in agency procedure. Age 30. B.A. 
degree. Resume on request. 
Box 9393, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Our 46th Year 


AGCY. MKTG. RESEARCH, 
consumer & industrial 
INDUST. A.E.’s: chemical, 
construction, electrical 
AE, gas or elec. range exp. 
AE, heavy in use of TV. 
Utility exp. helpful 
AE, heavy grocery mktg., 
AE, public utility exp 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


to $16M 


$14-$16,500 
to $15M 


$12-$14M 
merch. to Sp 
$11-$14M 


LOOKING FOR A MAN 
of 
VICE-PRESIDENT CALIBRE? 


Here’s 20 years of successful ex- 
perience in COPY—CONTACT 
— PLANNING — PROMOTION 
—NEW BUSINESS for four top- 
flight New York and Midwest 
agencies, mainly in consumer 
hard goods field. Clean record— 
many outstanding accomplish- 
ments. Write: Box 474, 


ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


MEDIA 
PROMOTION 


tivities. In a few short years we have already blazed some new 
trails in the advertising field and we have ambitious plans for 
future exploration and development. 


We are looking for a creative-minded promotion man who has 


gained a solid knowl 


consumer products. 


e of advertising copy, media, research and 
merchandising. Preferably he should have gained th 
in a creative capacity with a major advertising agency working on 


His job will be to create merchandising and sales ideas and turn 
ese into sales presentations our men can use. 


This is not a sales job; but it will require fr 
along with one of our Sales Representatives. 


Please send resume of experience including present earnings. 


Box 476, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Would you like to build 
your career with a new 
live-wire subsidiary of 
one of America’s most fa- 
mous growth companies? 

We concentrate on ad- 
vertising media and re- 
lated merchandising ac- 


is experience 


uent agency contacts 
alary open. 
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2,306,000 Plan to Buy New Cars in Next 
Six Months, Starch Outdoor Study Finds 


New York, Feb. 27—Additional 
figures uncovered by the Starch 
Continuing Study of Outdoor Ad- 
vertising show that 2,306,000 peo- 
ple living in urban households 
through the U.S. intend to buy new 
automobiles within the next six 
months and that 1.138,000 intend 
to buy electric refrigerators with- 
in six months. 


These figures were released here 


today by Howard Stone, president 
of Daniel Starch & Staff, at a 
luncheon for agency media men 
sponsored by Outdoor Advertising 
Inc. 

First data on the Starch continu- 
ing study were released here a 
week ago by OAI (AA, Feb. 25). 

The study, Mr. Stone said, indi- 
cates that 1,746,000 persons plan 
to buy automatic washing ma- 
chines and that 364,000 persons 
will buy room air conditioning 
units within the next six months. 

Mr. Stone emphasized that the 
Starch study has developed four 
major points about the use of out- 
door advertising: (1) It must be 
sound and objective in its ap- 
proach; (2) it must be continuous; 
(3) it must be national in scope, 
and (4) it must be independent 
and original, if it is to have max- 
imum effectiveness. 


s “Outdoor posters,” he said, “are 
not only seen and read, but, 
through their intensive repetition, 
they generate a high degree of re- 


membrance. 

“When using the aided recall 
technique,” he said, “we found on 
the average 38% of the people who 
remembered seeing a poster could 
describe it from memory before 


as 74%. 
“When shown masked posters— 
posters with the name of the ad- 


age 45% of the people who re- 
membered seeing the poster could 
correctly identify the advertiser. 
Some scored as high as 92%.” 
Mr. Stone stressed, however, 
that “what you do with the out- 
|door space you buy makes a big 
| difference. 
| “Form of presentation is vitally 
|important,” he said. “There is no 
|substitute for the creative artist 
and copywriter. Research in out- 
| door, as in other forms of media, is 
a kind of tool. It can help to direct 
creative talent into the most pro- 
ductive channels.” 


s Warner Moore, president of 
|\OAI, in introducing Mr. Stone, 
|said that OAI’s bookings for na- 
| tional advertisers so far this year 
|total $104,302,000 as of Jan. 31, 
1957, compared with $99,099,000 
booked at the same time in 1956. 
National advertisers in 1956 spent 
| $95,685,027 in outdoor advertising, 
|compared with $93,422,641 in 1955 
and $19,799,317 in 1954. e 


Tele-Sell, ‘World's Largest Sales Meeting,’ 


Is Staged in 34 Cities 


(Continued from Page 3) 


Via Closed Circuit TV 


|Secretary of Commerce Sinclair | 


being shown the poster reproduc- | _. 
tion. Some posters scored as high | © 


vertiser blocked out—on the aver- | — 


SORRY, GEORGE, NO SALE! 


Li ff 
se ag 


NON-COMFORMIST—During Washing- 

ton’s George Washington Day sales, 

this page proclaiming “no sale” ap- 

peared among 156 pages of “sale” 

ads in the Evening Star. Kal, Ehr- 

lich & Merrick, Washington, is the 
agency. 


Wheeler Draws Top 
Honors in L.A. Art 
Directors Exhibit 


Los ANGELES, Feb. 27—Robert 
Wheeler, art director of Young & 
Rubicam, walked off with top hon- 


lors at the awards dinner Feb. 21 


for the 12th annual West Coast 
exhibition of advertising and edi- 
torial art, sponsored by the Los 
Angeles Art Directors Club. 

Mr. Wheeler won two medals, 
one for designing the best publica- 
tion advertisement, the other for 
planning and supervising the best 


respondence courses when he was Weeks will open the program; Mr. | photograph. 


a young salesman,” he said, ref- 
fering to the comments of Mr. 
Sayre. 

Mr. Motley said he would like 
to see the show sponsored in the 
future by the trade association of 
sales management, the National 
Sales Executives Club. The show 


Motley again will serve as moder- 
| ator. 

The program was written and| 
| produced by Jam Handy Associ- 
|ates. TelePrompTer Corp. handled 
|all the technical details of the tele- 
least, which involved some 20,000 
|miles of American Telephone & 


‘public display from Feb. 27 to 


The 164-piece exhibit will be on 


March 27 at the State Museum of 
Science and Industry in Exposition 
Park here. 

Other artists and art directors 
receiving medal awards include 
Douglas Crockwell and Michael 


was sponsored by the Sales Exec-| Telegraph Co. cables. William P.|Such—the Dillon Lauritzen award 
utives Club of New York and 34|Rosensohn, vp of TelePrompTer, | for the best painting; Max Yavno 


local sales executives clubs and 
chambers of commerce. 

Referring to the pioneering ven- 
ture in sales education as the first 
venture in closed circuit television 
that has not had a “captive audi- 
ence” (individual companies here 
used closed circuit tv), Mr. Motley 
said the medium could be used 
most effectively as a method of 
inducing study and practice of 
sales techniques on the widest pos- 
sible basis. 


® “It’s like the closed circuit tv 
showing of a recent heart opera- 
tion, sponsored by the American 
Medical Assn. and underwritten by 
Smith, Kline & French Labora- 
tories. You couldn’t do the opera- 
tion by seeing it on tv, but it might 
induce you to learn how to do it,” 
he said. 

The second program, March 5, 
will feature the following six exec- 
utives: John M. Fox, president of 
Minute Maid Corp.; R. S. Wilson, 
exec vp of Goodyear Tire & Rubber 
Co.; Mrs. Brownie Wise, vp of 
Tupperware Home Parties Inc.; 
John M. Wilson, sales vp of the 
National Cash Register Co.; Joseph 
Kolodny, director of the National 
Assn. of Tobacco Distributors, and 
Wade McCargo, president of Mc- 
Cargo-Baldwin Co., Richmond, Va. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


|supervised production and ar- 
|rangements of the 355 technicians, 
actors, stage designers and camera- 
men. 

| 


® This was the largest production | ment, and Ray Patin Productions— | +}, 


for TelePrompTer since it entered | 
the closed circuit field three! 


—best photograph; Bill Hyde, 
Lowell Herrero and John Flack— 
Foster & Kleiser medal for best 
outdoor poster; Saul Bass—best 
design of a direct mail advertise- 


best television commercial. 
More than 60 others were given 


Learn from 
Prospects’ Gripes, 
Fuller Advises 


(Continued from Page 3) 

the Fuller Brush Co. He spoke 
here last night along with six 
other top U. S. salesmen via 
closed circuit television to 40,000 
salesmen in 34 cities. 

| “In meeting objections,” said 
Mr. Fuller, “repeat the objection, 
agree there is merit in it. Ask 
questions, and use the informa- 
tion you get to show how your 
product or service gives the buyer 
what he wants.” 

Each of the points developed on 
the art of salesmanship by the 
seven participants was followed 
by a professionally acted drama- 
tization, first of how it should not 
be done, then of how it should be 
done. 

Following are techniques devel- 
oped by the other speakers: 


°* H. Bruce Palmer, president, 
Mutual Benefit Life Insurance 
Co.—Don’t be afraid to close the 
sale. When there is a need and 
the buyer has the money, guide 
him to the purchase. Uncover the 
need. Then helping the buyer 
meet his need guides him to the 
sale. 

e Judson 8S. Sayre, president, 
Norge division, Borg-Warner 
Corp.— Since everyone thinks 
about himself, learn what the 
prospect thinks about by asking 
questions. Then think about what 
he thinks about. A salesman who 
knows his customer’s thinking 
helps the buyer to choose the 
right buy. 


e Herman C. Nolen, president, 
McKesson & Robbins—By plan- 
ning your day and your sale, you 
can make your minutes count by 
talking to more prospects. Know- 
ing the facts gets the buyer’s con- 
fidence. Lack of preparation often 
results in losing a sale and wast- 
ing both the salesman’s and the 
buyer’s time. 


e Byron Nichols, general manag- 
er, group marketing, Chrysler 
Corp.—lIt’s essential to show proof 
of the product to everyone, but 
| make sure the demonstration fits 
e customer. A_ shopping trip 
|should end in a sale. 


months ago. At that time it bought | awards of distinctive merit in 17\¢ Philip M. Talbott, senior vp, 


jout the facilities of the Sheraton | 
Closed Circuit Corp. 

In addition to the large attend- 
ance in New York, Mr. Motley 
| said, 3,000 attended in Chicago and 
|2,600 in Detroit. Among the other 
cities in which the sales seminar 
|was shown were Baltimore, Bos- 
ton, Dallas, Montreal, Minneapolis, 
Oklahoma City, Toledo and Wichi- 
ta. « 


Phillips Names President; 
Moves Its Headquarters 

Lee Phillips, formerly vp, has 
been appointed president of Wm. | 
E. Phillips Co., Los Angeles five-| 
unit discount department store 


lips, who has been named to the| 
new post of chairman of the board. | 

At the same time, Phillips moved 
its administrative headquarters 
from its downtown store location | 
to 291 S. La Cienega Blvd., Bever- | 
ly Hills. Mr. Phillips has an- 
nounced plans for a more centra- 
lized control of buying, promotion 
and advertising. 


McKenna Succeeds Metz 
William McKenna, formerly in 
the Chicago office of Scripps- 
Howard Newspapers, has been 
named Scripps-Howard New York 
manager, succeeding Wilbur Metz, 
who has been appointed business 


chain, succeeding William E. Phil-| 


manager of the San Francisco 
News. 


categories. 


James Black Forms Service; 
Continues as Parker VP 

James N. Black, with Parker Pen 
Co. 28 years, has formed his own 
marketing consulting service, 
James N. Black & Associates, in 


Janesville, Wis. He also will con- 
tinue with Parker as a consultant 
vp. Mr. Black for 10 years has 
been sales and advertising vp of 
Parker. 


ee | 


C. KENNETH JUNO has been named 
advertising manager of the special 
products division of Stromberg- 
Carlson, a division of General Dy- 
namics Corp., Rochester, N. Y. He 
formerly was ad manager of Otto 
Bernz Co., Rochester. 


‘Woodward & Lothrop, Washing- 
ton—Show the pros and cons in 
| trying to make a sale, but don’t 
get overly persuasive. Ask for the 
order, but not too soon or too 
hard. Allow the buyer the 
make up his mind. 


e Harry Abram, salesman, Dex- 
| ter Chevrolet Co., Detroit—Be the 
nicest guy, as well as being hon- 
est, with your customers. Always 
help them whenever you can, and 
handle their complaints as soon 
|}as possible. (Mr. Abram sold 654 
| cars in one year, one atatime.) e 


AMC Adds Station Wagons 

American Motors Corp. is tool- 
ing to add station wagons to its 
|1958 Hudson and Nash lines, ac- 
cording to the company. The 1958 
models will mark the first time 
| that a Nash station wagon has been 
| built. A Hudson station wagon has 
jnot been built in the postwar pe- 
riod. Almost 50% of American 
Motors’ Ramblers built in 1956 
were this type of vehicle. 


Kose Adds Supermarket Unit 

Herbert Rose Inc., New York, 
promotional consultant, has estab- 
lished a special supermarket de- 
partment. Roger Irwin, formerly 
senior market analyst for Schenley 
| Distillers Corp., will head the new 
department. It will offer clients a 
| free research service for analyzing 
display requirements. 


time to | 


Two Media Are 
Among 10 Winners 
in Outdoor Contest 


Cuicaco, Feb. 26—Two media— 
the Chicago Tribune and WBNY, 
Buffalo—were among the first 
place winners in the fifth annual 
local outdoor advertising competi- 
tion sponsored by the Outdoor Ad- 
vertising Assn. of America. 

Ten other advertisers were pre- 
sented with first place awards, 
with 24 additional awards going to 
second and third place winners. A 
record 350 entries in the nation- 
wide competition for the best local 
outdoor advertising campaign were 
received. 

The eight judges were Jack 
Bard, vp and media director, Ed- 
ward H. Weiss & Co.; Spencer W. 
Franc, vp and art director, Klau- 
Van Pietersom-Dunlap, Milwau- 
kee; Raymond Hosford, exec art 
director, Aubrey, Finlay, Marley 
& Hodgson; Charles Jones, vp, 
Maxon Inc.; James C. Kurz, ac- 
count executive, McCann-Erickson; 
Lester H. Ness, vp and media di- 
rector, Cramer-Krasselt Co., Mil- 
waukee; Edward H. Russell, vp, 
Biddle Co., Bloomington, Il., and 
William H. Savin, vp, Roche, Wil- 
liams & Cleary. 


® By category, the first place cer- 
tificates went to: 


AWARD WINNERS 
1956 LOCAL OUTDOOR ADVERTISING 
CONTEST 
Poster campaign—one to three months— 
Advertiser, Adams Dairy, Blue Springs, 
Mo.; Agency, Valentine-Radford Adver- 
tising, Kansas City; Artist, Jack O'Hara, 
Valentine-Radford Advertising, Kansas 
City; Plant Operator, General Outdoor 
Advertising Co., Kansas City. 


Poster campaign—more than three but 
j Some than 12 months—Advertiser, Dixon 
| Dairy Co., Little Rock, Ark.; Agency, Ted 
Lamb & Associates, Little Rock; Artist, 
John Sorenson, Ted Lamb & Associates; 
Plant Operator, John P. Baird, Little 
Rock. 


Poster campaign—1!2 months or more— 
Advertiser, Green Frog Restaurant, Way- 
cross, Ga.; Agency, none; Artist, Posters 
Ine.; Plant Operators, Fendig Outdoor 
Advertising Co. and Waycross Outdoor 
Advertising Co., Saint Simons Island, Ga. 


Painted bulletin campaign—Advertiser, 
Allen Products Co., Allentown, Pa.; Agen- 
cy, Weightman Inc., Philadelphia; Artists, 
David Nazionale, A. D. Weightman Inc., 
and Car! Eichmann, General Outdoor Ad- 
vertising Co., Philadelphia. 


| 


| Embellished painted bulletin campaign— 
| Advertiser, Roundy’s Inc., Milwaukee; 
| Agency, Barnes Advertising Agency, Mil- 
waukee; Artist, Elton G. Krafft, Cream 
City Outdoor Advertising Co., Milwaukee; 
Plant operator, Cream City Outdoor Ad- 
vertising Co., Milwaukee. 


Rotary paint campaign—Advertiser, 
| Table Talk Pies, Providence, R.1.; Agen- 
| cy, The Reingold Co., Boston; Photogra- 
| pher, George H. Davis Studio, Boston; 
Plant operator, Standish-Barnes Co., Pro- 
| vidence, R.1. 


Combined poster and painted bulletin 
campaign—Advertiser, Southern Materials 
Co., Richmond, Va.; Agency, none; Artist, 
Emile Cahen Jr., General Outdoor Adver- 
tising Co., Richmond, Va.; Plant operator, 
General Outdoor Advertising Co., Rich- 
mond. 


Poster design—markets of less than 100,- 
000—Advertiser, Bannock TV, Pocatello, 
Ida., Agency, none; Artist, William Nich- 
ols, Markham Advertising Co., Pocatello; 
Plant operator, Markham Advertising Co., 
Pocatello. 


Poster design—markets of 100,000 to 
500,000—Advertiser, Commonwealth Natu- 
ral Gas Corp., Richmond, Va.; Agency, 
Cargill & Wilson Inc., Richmond; Artist, 
| William Seifert, Cargill & Wilson Inc., 
Richmond; Plant operator, General Out- 
door Advertising Co., Richmond 


Poster design—markets over 500,000— 
| Advertiser, Chicago Tribune, Chicago; 
Agency, Foote, Cone & Belding, Chicago; 
Artists, Jules Besking, Art Director, Foote, 
Cone & Belding, Chicago, and William 
Steig, free lance, New York; Plant opera- 
tor, General Outdoor Advertising Co., 
Chicago. 


Painted bulletin design—unembellished 
—Advertiser, WBNY, Buffalo, N.Y.; Agen- 
cy, J. G. Kelly Co. Inc., Buffalo; Artist, 
Warren Moxham, free lance, Eggertsville, 
N.Y.; Plant operator, Whitmier & Ferris 
Co. Inc., Buffalo. 


Painted bulletin design—embellished— 
Advertiser, Smart & Final Iris Co., Los 
Angeles; Agency, Mogge-Privett Inc., Los 
Angeles; Photographer, Hal Adams, and 
studio artist, Foster & Kleiser Co., Los 
Angeles; Plant operator, Foster & Kleiser. 
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Spector Agency 
Folds; Rebirth as 


Bishop Unit Seen 


(Continued from Page 1) 
Television network Fridays, 7:30- 
8 p.m., “is the first Class A televi- 
sion time that we have had in two 
and a half years.” 


e “While I look for very substan- 
tial earnings this year, I don’t look 
for dividends. I am opposed to 
dividends until the company is in 
an impregnable financial position.” 


s Mr. Spector said the establish- 
ment of a new advertising agency 
as a wholly-owned Hazel Bishop 
subsidiary would be presented to 
the board of directors shortly after 
the annual meeting. “It’s quite pos- 
sible that we may handle one or 
two other accounts,” he added. Al- 
though the latest Standard Adver- 
tising Register carries nine other 
accounts for the Spector agency, 
besides Hazel Bishop, the agency 
has done nothing else but Bishop 
advertising for several years now. 

Mr. Spector explained to the 
stockholders that he had originally 
decided to sell his agency to the 
cosmetics company last year “in 
order to dissipate any stupid think- 
ing” that he was profiting from the 
agency at the expense of the cos- 
metics company. He also was quot- 
ed recently as saying the sale was 
for “tax reasons.” 

Today, he pointed to “tax rea- 
sons” again, this time as one of the 
causes for the agency’s proposed 
liquidation instead of sale. 


® In answer to a_ stockholder’s 
question, Mr. Spector said he is 
still drawing no salary from Hazel 
Bishop Inc. But he indicated that 
the situation would probably be 
changed if and when Raymond 
Spector Co. becomes a_ wholly- 
owned subsidiary. He is president 
and treasurer of the present Spec- 
tor agency and presumably draws 
earnings from this company. 

The “one or two” other accounts 
which the new agency might han- 
dle, Mr. Spector said, will be ac- 
cepted in order to increase the 
subsidiary’s earnings, as well as to 
provide it with more leverage when 
dealing with networks for time. 
Mr. Spector pointed out that 
several other drug and cosmetic 
companies (Warner-Lambert, 
American Home Products) have 
advertising agencies which are 


Tricky—Leather Industries of America, in cooperation with the man- 

ufacturers of DeLiso Debs, Accent and Valley shoes, is running a 

six-page ad in the March 15 Vogue. The center four pages are 
“Dutch doors,” running across the lower half of the page. 


Leather Group, Shoe Makers Set ‘Vogue’ Ad 


New York, Feb. 27—Leather In- 
dustries of America will run a six- 
page color ad on shoes in the 
March 15 Vogue, in cooperation 
with the manufacturers of DeLiso 
Debs, Accent and Valley shoes, all 
of St. Louis. 

Promoting the “shoe sheath in 
leather,” the ad features the 
“closed-up look” in pumps with 
very tapered toes and slim heels. 
The front and back pages of the 
insert are full pages, but the four 
center pages are “Dutch doors,” 
horizontal half-pages running 
across the lower half of the page. 


s The first page of the ad shows 
a girl in elegant dress-up attire, 


but with no shoes. The last page 
shows a girl in sports clothes and 
no shoes. The center four half- 
pages picture the models from the 
waist down, wearing a different 
pair of shoes on each page. As the 
pages are turned, the shoes are po- 
sitioned exactly over the models. 

A publicity and promotion pro- 
gram in newspapers and on tv will 
back up the ad. A merchandising 
kit prepared by LIA is available 
upon request to all retailers carry- 
ing any of the shoe lines in the ad. 
Included are counter, store and 
window displays, elevator cards, 
aisle streamers and newspaper ad- 
vertisements. 

Peck Advertising is the agency. 


once again working through whole- 
salers. 

4. Unforeseen internal adminis- 
trative and executive problems 
which have been eliminated by the 
addition of “a new team.” 

Replying to a stockholder who 
pointed out that the company, in 
its press announcements and letters 
to stockholders, has had a tendency 
to be “bullish” for the past few 
years while the financial pages 
showed otherwise—and it still 
does—Mr. Spector replied that the 
confidence he expressed at last 
year’s stockholders meeting was 
not as strong as the confidence he 
now has in the company’s future. e 


REVLON BOOSTS DIVIDEND 
New York, Feb. 28—The board 

of directors of Revlon Inc. yester- 

day voted an increase in first quar- 


wholly-owned subsidiaries. 


Explaining the reason for the) 


company’s unhappy financial pic- 


ture in the past two years (for de-| 
for 1956 was 18%4¢ per share. 


tails of the annual report, see AA, 
Feb. 25), Mr. Spector listed several 
others besides the return of holi- 
day merchandise noted in the an- 
nual report. “We were well on our 
way before October, 1954 (when 
Hazel Bishop became a public cor- 
poration), to being the largest cos- 


metics house in the world,” he| 


declared. 


® Among the other reasons for the | 1955, which included about $5,- 4,315 tons; France, 1,690 tons; 
company’s “misfortunes” Mr. Spec- | 900,000 gross revenue from Better | Switzerland, 574 tons; Portugal, 73 


tor cited: 
1. The National Broadcasting Co. 
color television spectaculars, re- 
peating an often made statement: 
“We didn’t get what we ordered, 
and we didn’t order what we got.” 
2. Being compelled to accept 
marginal time periods on other tv 
networks as a result of his hassle 
with NBC. 
3. Losing 
wholesalers 


across the 


ter dividend payments to 40¢ a 
share, representing an advance of 
3\¢ a share over the previous div- 
idend. The first quarter dividend 


Curtis Reports Record Gross, 
Highest Net in 20 Years 


Curtis Publishing Co., Phila- 
|delphia, has reported its gross in- 
|come for 1956 was the highest in 
|its history and net profit was the 
|highest in 20 years. Gross operat- 
}ing income in '56 was $186,575,869, 
|compared with $179,827,635 in 


Farming. Net profit in °56 was 
$6,234,398, or $1.09 per share, 
compared with $4,080,788, or 40¢ 
per share in 1955. 

Directors declared a 35¢ divi- 
|dend on common stock payable 


May 1 to stockholders of record | 


April 5. Curtis had been paying 
20¢ on common since 1951. 


the confidence of | Form Junior Panel Assn. 
country 


Sidney W. Tobin, president of 


when it went into a direct selling Peppy Advertising Co., Braddock, 
operation last year and opened up| Pa., has been elected chairman of 


12,000 independent drug accounts, 


the new Eastern Division Junior 


many of whom were delinquent in| Panel Assn., an association to pro- 
paying their bills. This has been | mote the use of six-sheet poster 
changed, with the company reduc-| panels by national and local ad- 
ing its sales force from 56 to 11 and | vertisers 


U.S. Bought More 
Newsprint Abroad in 


‘56, Commerce Says 


New York, Feb. 28—An inter- 
esting sidelight on the newsprint 
situation was brought out this 
week with the release of the U.S. 
Department of Commerce’s report 
on newsprint imports during the 
past year. 

Newsprint imports from coun- 
tries other than Canada in 1956 
totaled 311,453 tons, compared 
with 145,522 tons in 1955. 

Leading countries to send news- 
print to the U.S. were Finland, 
with 159,796 tons in ’56 compared 
with 135,449 tons in °55; Austria, 
55,189 tons in '56 compared with 
6,385 in ’'55; West Germany, 
18,952 tons in '56 compared with 
1,053 tons in 55; Sweden, with 18,- 
753 tons in ’56 compared with 1,529 
tons in 55, and the United King- 
dom, with 18,268 tons in ’56 com- 
pared with none in ’55. 

If anything were needed to 
prove how desperate U.S. news- 
print users were last year for sup- 
plies these figures give the answer. 


# Countries that sent no news- 
print to the U.S. in ’55 but which 
bought it somewhere and sent it 
|here at premium prices in ’56—in 
|addition to England—were Italy, 


tons; Yugoslavia 
Zealand, 234 ton 
410 tons. 


185 tons; New 
and Japan, 11,- 


(Continued from Page 1) 
three other vhf channels in nearby 
communities was announced as a 
tentative proposal, still subject to 
further consideration. 


e Under FCC’s actions, St. Louis 
gets Channel 2, its fourth vhf serv- 
ice. FCC said the channel would 
be assigned to KTVI, which cur- 
rently operates on Channel 36. But 
before the assignment can be made, 
the channel must be surrendered 
by WMAY, Springfield, Ill., which 
currently has it. 


e Louisville’s acquisition of its 
third vhf channel, Channel 7, 
would be at the expense of WTVW, 
Evansville, which currently has 
the assignment. WTVW would be 
ordered to shift to a uhf frequency, 
under a plan which makes Evans- 
ville-Hatfield-Owensboro all-uhf 
for commercial purposes, with vhf 
Channel 9 reserved for non-com- 
mercial education use. 


e Rock Island gets Channel 8, its 


NOAB Reports 
Outdoor Billing 
12% Ahead of ‘56 


(Continued from Page 1) 
owned by advertising agencies for 
servicing outdoor advertising cam- 


| paigns, dedicated a bronze plaque | 
bearing the names of the 21 found- | 


ing agencies, which will be placed 
in the local headquarters office. 

It also presented individual 
plaques to men who represented 
their agencies during the founding 
year and who are still active. 
These included Stanley Resor, 
board chairman, J. Walter Thomp- 
son; H. K. McCann, board chair- 
man, McCann-Erickson; Charles 
Eyles, president, Richard A. Foley 
Advertising Agency, and R. O. 
Clayberger, who is no longer in 
the agency business but who was 
with Calkins & Holden at the time 
of the founding of the bureau. 


® Featured at the meeting were 
photographs and posters for com- 
parison of the advertising art of 
1916 and that of today. 

Total billing of the bureau in 
1956 was $70,142,295, compared 
with $63,319,041 in 1955, a 10.8% 
increase. Of this total, painted dis- 
plays showed an increase of 14.2% 
and posters an increase of 9.8%. 

NOAB’s annual report, distri- 
buted at the meeting, shows that 
the percentage of illuminated pan- 
els in urban markets is increasing. 
For every panel thus illuminated 
the advertiser is receiving six more 
hours, or 50% more exposure, the 
report says. 

“Since the war,” the report says, 
“many plant operators have been 
confronted with the problem of re- 
placement—from an average of 
12%% of their plant before the 
war to one of nearly 25% today.” 

This results, NOAB says, from 
the building construction which 


Presumably, a'! 
tries had to a 
from other coun 
take advantage « 
the U.S., becaus: 
them are newspi 


of these coun- 

juire newsprint 
tries in order to 
f the shortage in 
few if any of 
nt producers. 


COOSA RIVER BOOSTS 
NEWSPRINT PRICE 


New York, Feb. 27—Coosa River 
Newsprint Co. today announced an 
increase of $5.50 a ton on news- 
print, effective April 1. The com- 
pany’s price wil! be $135 a ton, 
equal to the March 1 price posted 
|by most of its competitors. 


has taken place in most cities and 
| towns. “In many markets,” it is 
|noted, “panel locations are now 
available in the center of towns or 
other areas where traffic is heavy, 
because of the removal of old 
buildings and installation of park- 
ing lots.” 


® As of Jan. 1, NOAB reports, the 
volume of poster advertising and 
painted display contracts accepted 
by plants affiliated with it, for ex- 
ecution in 1957, amounted to $55,- 
274,381, which is $6,182,320, or 
12.5%, over billings of the same 


Advertising Age, March 4, 1957 


Split Votes Mark FCC's Moves in 
De-Intermixing UHF, VHF by Areas 


second vhf service. A permit for 
this channel was previously issued 
to WIRL-TV, Peoria, last summer, 
but the station had been prohibited 
from building, pending the out- 
come of the de-intermixture pro- 
ceedings. 

As a result of the decision to 
make Peoria all-uhf, WIRL-TV is 
to get a uhf assignment. A similar 
solution is proposed for WMAY, 
Springfield, which had a condition- 
al vhf construction permit, and 
now finds itself in an all-uhf mar- 
ket. 


e Decision to make Fresno-Santa 
Barbara all-uhf involves shifting 
KPRC-TV from vhf Channel 12 to 
uhf Channel 30. 


@e One of the most perplexing 
turnabouts involved the Vails 
Mills-Albany-Troy-Schenectady 
area. More than 15 months ago, 
FCC, over the protests of existing 
uhf stations, voted to add vhf 
Channel 10 to this predominantly 
uhf market. While this channel 
was never assigned to anyone, to- 
day’s action would take it away. 

In addition, the commission 
wants to take away vhf Channel 6, 
occupied by General Electric’s pi- 
oneer station WRGB, making the 


j}upstate New York district an all- 


uhf market. 


e The plan to make Hartford all- 
uhf originally contemplated the 
shift of a third vhf to nearby Pro- 
vidence, R. I. Subsequent introduc- 
tion of additional vhf service in 
other Connecticut cities in the 
Hartford area apparently influ- 
enced the commission in its deci- 
sion to let the Travelers Service 
Corp. go ahead with construction 
on Channel 3, bringing Hartford 
its first local vhf. 

Providence fails to gain more 
vhfs of its own. 


® Votes on changes for individual 
markets were 5-2 or 4-3, with 
Commissioners Richard Mack and 
John Doerfer against setting up 
all-uhf areas. Their votes, together 
with those of Chairman George 
McConnaughey and Commissioner 
T. A. M. Craven, were decisive in 
defeating the plans to make Hart- 
ford and Madison all-uhf. 7 


Ayer Continues to Handle 
Avis Rent-A-Car System 

In reporting billings in its Feb. 
25 issue, ADVERTISING AGE said 
N. W. Ayer & Son lost Avis Rent- 
A-Car System when the company 
was sold to Hertz. This is incorrect. 
In the spring of 1956, the president 
of Avis joined Hertz, and sold to 
Hertz a corporation called U- 
Dryvit Auto Rental Co., operated 
in Boston and adjoining cities. 
Avis was acquired by Boston in- 
terests headed by Frederick C. Du- 
maine, former president of the 
New York, New Haven & Hartford 
Railroad. 

The Avis company now has a 
new president, William M. Tetrick, 
operates 85 owned companies in 
45 cities, and has more than 1,000 
licensees in about 700 cities. And 
N. W. Ayer & Son continues to 
handle national and local advertis- 
ing for the Avis Rent-A-Car Sys- 
tem. 


D-F-S Not Pitching Pabst 


In last week’s issue ADVERTISING 
AcE listed several agencies “who 
have pitched or will pitch” the 
Pabst Brewing Co. account. Danc- 
er-Fitzgerald-Sample was one of 
the agencies named, but this agen- 
cy—which handles the Falstaff 
Brewing Corp. account—has told 
AA that it has not pitched, and 
does not intend to pitch, the Pabst 


period of 1956. e 


account. 
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Study Differences 
to Profit in Foreign 
Markets: Nielsen 


Cuicaco, Feb. 28—American 
firms planning to go into foreign 
markets should study how overseas 
markets differ from ours, accord- 


ing to Arthur C. Nielsen. Mr. Niel- | 


sen said most companies make the 
mistake of looking for sameness. 

The head of A. C. Nielsen Co., 
market research firm, makes this 
statement in the current “Nielsen 
Researcher,” a monthly letter to 
clients. 

In the letter he lists 11 errors 
most often repeated in foreign 
marketing. These are: 


1. “Failure to allow for possible 
differences, even where none ap- 
pears.” On the surface, a foreign 
market may look so much like 
the home market that important 
differences may not seem possible. 
Or it may appear that one or two 
factors alone account for how they 
differ. This can be costly and dan- 
gerous, Mr. Nielsen says. The real 
reason for the difference may call 
for a new approach. 


2. “Failure to gauge the under- 
lying impact of custom, tradition 
and racial and religious differ- 
ences.” These are among the most 
subtle and ruthless factors, Mr. 
Nielsen says. People are not aware 
of their presence in themselves 
and they are hard to get into the 
open and define. Then it may take 
a generation before they respond 
to reason. 


3. Failure to understand the 
subtle ways in which words differ, 
either in the same language or in 
making a translation. + 


4. Launching the product at the 
wrong time. Mr. Nielsen points out 
the market may not have devel- 
oped enough to introduce the prod- 
uct in that market successfully. 


5. Failure to grasp local feeling 
on price and quality. In some mar- 
kets people may have a feeling 
against low standards in the qual- 
ity of a product. But they may not 
care to pay a higher price for 
premium quality in that product. 


6. Failure to understand how the 
advertising in the market differs 
from ours. “Rules as to what ad- 
vertising can claim vary from 
country to country,” Mr. Nielsen 
says. The company that gets the 
“feel” of how these rules work has 
the advantage over others. 


7. Failure to understand and 
evaluate the import of various 
types of retailers in distributing 
the product. 


8. Failure to appraise the degree 
to which a competitive economy is 
accepted. In some countries, tradi- 
tion resists free trade, especially 
when allied with strongly en- 
trenched trade interests. 


9. Failure to comply with all 
government rules. In some coun- 
tries, Mr. Nielsen says, outside 
manufacturers are not allowed to 
do business until permission is ob- 
tained from a number of govern- 
ment agencies. 


10. Failure to conceal the feeling 
that you—or your country or your 
ways of doing things—are better. 


11. Failure to make sure enough 
information on the market picture 
is flowing to—and from—the par- 
ent company. 7 


Johnson Names Fisher VP 

A. O. Fisher has been appointed 
international vp of S. C. Johnson & 
Son. He was formerly household 
products field sales manager. Mr. 
Fisher will direct the wax com- 
pany’s extensive international op- 
erations. There are subsidiary 
companies in Canada, Britain, 
France, Australia, Mexico, Brazil, 
Germany and Venezuela. S. C. 
Johnson also has distributors in 
73 countries. 


Last Minute News Flashes 


Esquire Club Buys Duncan Hines’ Signet Club 

New York, March 1—The one-year-old Esquire Club, youngest of the 
credit card clubs, has bought the Duncan Hines Signet Club from 
Hines-Park Foods, a Procter & Gamble subsidiary, effective April 1. 
The Signet Club is built around 2,700 restaurants and motels approved 
by Duncan Hines, and has more than 50,000 card-holding members. 
Signet’s agency is Agricultural Advertising & Research, Ithaca, N.Y., 
| headed by Roy H. Park. Esquire has no agency; its advertising has 
| been handled free-lance by various shops. 


Van Auken, Ragland Dissolves: Two Agencies Form 
| CHrcaco, March 1—Van Auken, Ragland & Stevens, an agency which 
has been jointly owned by Byron F. Stevens and B. P. Caldwell Jr., 
has been dissolved. Mr. Stevens has joined with C. Victor Hanson Jr., 
president of Hanson & Hanson Inc., to form Hanson & Stevens Inc., 
with offices at 11 N. Wacker Dr. Mr. Stevens is chairman of the board 
and treasurer and Mr. Hanson is president. Mr. Caldwell has formed 
his own agency, Caldwell Advertising, in the Wrigley Bldg. He has 
taken the accounts he handled at Van Auken, Ragland with him. 


Block Drug to Boost Two Products on TV 


Jersey Crry, N.J., March 1—Two Block Drug Co. products which 
have never been advertised before are in for a three to four market 
test using spot tv. Dentu-Grip will kick off a 13-week schedule of 
minute spots in April. Dentu-Creme is expected to get the same treat- 
ment. Grey Advertising is the agency. 


Foreman Is Named BBDO Exec VP 


New York, March 1—Robert L. Foreman, vp in charge of radio and 
television at Batten, Barton, Durstine & Osborn, has been promoted to 
exec vp of the agency. He will continue to head up broadcast activities 
and will also serve as chairman of a new BBDO plans board. 


Five Agencies Will Pitch for Pabst Account 


Curcaco, March 1—Pabst Brewing Co. will hear presentations from 
five agencies in the next three weeks, and a decision will then be made 
whether or not to retain Leo Burnett Co. Agencies who will pitch for 
the $8,000,000-plus account are Lennen & Newell, Henri, Hurst & 
McDonald, Bryan Houston Inc., Edward H. Weiss & Co. and Norman, 
Craig & Kummel. A presentation already has been made by a sixth 
agency, Walker Saussy Advertising, New Orleans (AA, Feb. 25). 


Roger Varin Moves to Lehn & Fink from K&E 


New York, March 1—Roger Varin, formerly with the short-lived 
international division of Kenyon & Eckhardt, has been appointed di- 
rector of international operations for Lehn & Fink Products Corp. 
Mr. Varin had moved to K&E from the Biow Co. with the Pepsi-Cola ac- 
count. 


Jersey Transport System Appoints Reach, Yates 

New York, March 1—Reach, Yates & Mattoon has been appointed to 
handle advertising for Public Service Coordinated Transport, state- 
wide New Jersey transport system. One of the largest systems in the 
country, Public Service operates 2,650 buses on 250 lines. Newspapers, 
direct mail, car cards and radio will be used. This is the transport 
company’s first agency. 


Thos. Hedley Introduces P&G's Fluffo in Britain 


Lonpon, March 1—Thos. Hedley Ltd., Procter & Gamble subsidiary, 
is introducing Fluffo shortening in Britain. Erwin, Wasey & Co. is 
handling the drive. 


McKesson & Robbins’ New Gin Set for May Debut 

New York, March 1—McKesson & Robbins will bring out a new 
gin about mid-May. It will probably be called Lamplighter. Advertis- 
ing is expected to break in late May in eastern newspapers. Erwin, 
Wasey & Co. is the agency. 


R&R Acquires M. B. Scott, Los Angeles Agency 


New York, March 1—Ruthrauff & Ryan has acquired M. B. Scott 
Inc., Los Angeles. The agency is reportedly billing about $2,000,000. 


Bib Names Blaine-Thompson; Other Late News 


e Bib Corp., Lakeland, Fla., producer of fruit juices for babies, has 
named Blaine-Thompson Co., New York, to handle its advertising. 


e Newsweek has added three advertising salesmen to its international 
edition staff. Richard J. Orefice, formerly an assistant account execu- 
tive with O. S. Tyson Co., New York, has joined the New York staff; 
Stephen W. Carroll Jr., formerly advertising representative for the 
European edition of the New York Herald Tribune, has joined the 
Chicago staff, and Hans Fluijt, formerly an account executive with 
Erwin, Wasey & Co., London, has joined the European staff in Paris. 


e American Tobacco Co. reports the highest net income in the compa- 
ny’s history in 1956—$52,048,078 compared with $51,661,990 in °55. 
Sales were $1,082,522,617—-slightly below the alltime high of $1,090,- 
844,818 recorded in ’55. Paul M. Hahn, president, in his report to stock- 
holders, says, “It appears that the consumption of tobacco products, 
particularly cigarets, is no longer materially affected by the cancer 
reports of a year ago.” 


launching a continuing magazine campaign to promote Myers Jamaica 
rum as an all-year beverage. Ads will run in Coronet, Gourmet, News- 


stone is the agency. 


e Robert Otto & Co., New York, which ordinarily handles only export 
advertising, has been appointed to handle U. S. advertising for Tuborg 
beer. The appointment came direct from the Danish brewer. There was 
no former agency for Tuborg. 


e George W. Bradley, formerly with Maxon Inc. and Admiral Corp. 


as a senior account executive. 


WASHINGTON, Feb. 28—Spokes- 
men for the newspaper publishers 
warned the Senate commerce 
committee this week that serious 
shortages of newsprint are sure 
to occur in the next few years 
junless newsprint manufacturers 
take immediate steps to raise 
their expansion goals. 

Cranston Williams, general 
manager of the American News- 
paper Publishers Assn., said sup- 
plies in 1957 appear to be about 
|equal to demand. But he said his 
estimates of probable require- 
ments for 1960 indicate that pres- 
ent expansion goals of the mills 
will be about 500,000 tons too low. 

He appeared as the senators 
conducted a week-long hearing to 
|determine whether the federal 
government can act to encourage 
increased newsprint production. 
Sen. Charles Potter (R., Mich.), 
who played a prominent role in 
the hearing, suggested that special 
tax incentives might represent an 
important inducement. 


® He also indicated that the gov- 
ernment ought to encourage the 
development of more electric 
power in remote areas of Alaska 
that have been mentioned as pos- 
sible sites of new newsprint fa- 
cilities. 

Mr. Williams said ANPA fig- 
ures show the U. S. will consume 
7,150,000 tons of newsprint this 


| 
| 


101 


‘No Reserve’ Newsprint Capacity, 
ANPA’s Williams Warns Senators 


year, exactly balancing the ex- 
pected tonnage available. 

He said present expansion plans 
would provide 9,500,000 tons in 
| 1960, also exactly balancing ex- 
| pected demands. “There is no re- 
serve capacity,” he exclaimed. 
“Without reserve capacity, periods 
of shortage and spot markets at 
exorbitant prices can be expected 
in the future as in the past.” 

He said he appreciated the feel- 
ings of Canadian manufacturers 
who had been “burned” as a re- 
sult of the over-expanison of the 
1920s, but he said it was unfor- 
tunate their pessimism is being 
reflected in financial circles, with 
the result that the newsprint 
manufacturing industry is not 
rising to its opportunities. 


8 To offset this pessimism, he 
said, ANPA is preaching that 
newspapers are not a dying busi- 
ness. Despite tv, their circulation 
is up 10% and their advertising 
69% since World War II, he 
noted. 

Asserting that it is not right for 
this industry to have to depend on 
a situation where use is 102% of 
production, he said publishers feel 
the additional 500,000-ton increase 
in newsprint expansion goals 
would provide “some flexibility” 
to prevent the recurrent short- 
ages and fluctuations of spot mar- 
ket prices. - 


Sponsors Buy Early 
From ABC-TV’s New 
Fall Network Wares 


New York, March 1—This week 
ABC Television Network sold an- 
other new series, swiped a pro- 
gram from CBS and signed a 
replacement to fill Septemer va- 
ecancies on “Disneyland.” These 
moves capped a mounting tide of 
interest in what looks like a re- 
vitalized network. 

The new series—an O.S.S. film 
—reportedly will be backed by 
Mennen Co., through McCann- 
Erickson. The company probably 
will be willing to sell half of this 
series which starts in the fall. The 
old telecast is AT&T’s “Telephone 
Time,” which moves over from 
Columbia early next month. The | 


Why are advertisers buying 
ABC shows so far in advance 
while in other years they waited 
to see what NBC and CBS had to 
offer before taking a look at the 
third network? 


® Most industry sources attribute 
the sponsors’ changed attitude to 
two major factors: 

1. ABC has succeeded in solving 
some of its station problems, is 
offering improved clearances and 
expects to make still further im- 
provements in the fall. 

2. Many sponsors think they 
help their own bargaining position 
by strengthening the third net- 
work. 

ABC currently delivers an av- 
erage lineup of 119 stations to its 
sponsors and is promising to raise 
this to 130 by fall. 

Clearance improvement is ex- 


newcomers to “Disneyland” are|pecied to come from two direc- 
General Foods (Young & Rubi-| tions. The FCC is now moving to 
cam) and General Mills (agency | reallocate channels to give more 
not assigned yet). GF will take| competitive stations to such sta- 
over an alternate-week half-hour | tion-scarce markets as St. Louis. 
of this show when the American | Secondly, strong shows with box 
Dairy Assn. leaves in September. | office names such as Frank Sina- 


American Dairy is quitting “Dis- 
neyland” to look for a program 
that will attract a higher per- 
centage of adult viewers. 


® General Mills joins the sponsor 


\lineup of “Disneyland” in the fall | 


to fill a vacancy created by Derby 
Foods’ cutback to an alternate- 
week schedule. General Mills has 
| renewed for alternate weeks on the 
|“Lone Ranger” and “Wyatt Earp” 
|}and its “Mickey Mouse Club” seg- 
ments. Despite the two “Disney- 
|land” sales, there is another alter- 
|nate half-hour available on the 
film since American Motors also 
‘is leaving the show. 

| This year most of the new busi- 


|season has centered around ABC, 
|which has lined up several new 


week, Sports Illustrated and The New Yorker. Dowd, Redfield & John- | Properties and sold them to ad- 


vertisers. Mike Wallace, 
New York “Nightbeat” show has 
attracted a good deal of attention 
in advertising circles, will conduct 
the same kind of interview show 
\for Philip Morris on the network 
| Starting April 28. 


. 2 Slated for a fall start are Frank | 
International, has joined Gaynor Colman Prentis & Varley, New York, | Sinatra (Chesterfield); Pat Boone | widow, Emily B. Leeds, is treas- 


| (Chevrolet), and “Zorro” (7-Up). 


tra, who chose ABC over competi- 
tive bids from the other networks, 
get good clearances—even in cities 
served by dual affiliates. . 


CARL S. LEEDS 

New York, March 1—Carl S. 
Leeds, 43, president of the agency 
of that name, died yesterday at 
| Harkness Pavilion, Columbia- 
| Presbyterian Medical Center, after 
}an operation for cancer. Born in 
Cleveland, he was graduated from 
the Wharton School of the Univer- 
|sity of Pennsylvania. He then 
joined the advertising department 
| of Linder’s, Cleveland department 
| store. After World Wer II, during 
'which Mr. Leeds served in the 


e General Wine & Spirits Co., subsidiary of Seagram Distillers Co., is | 9°55 activity for the 1957-58 tv| Army, he came here and joined 


| A. DePinna Co., specialty store. 
|In 1946, he became advertising 


|manager of the MacGregor Co., 
whose | Cincinnati, and in 1950 he joined 


Flexees Inc., New York swimsuit 
manufacturer, in the same capaci- 
ty. 

Two years later he moved to 
Kanmak Mills, also as advertising 
|manager. In 1954, he organized 
the Carl S. Leeds Co. here. His 


| urer of the agency. 
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CHECK LIST of 
Advertising Ideas 


1. How to choose the best and 
J least expensive printing 
process is just one help this 
book gives. A 4-in-1 guide to the printing 
and promotion arts—encyclopedia of tech- 
niques, buying guide, postal guide, and 
type specimen book. Printing and Promo- 
tion Handbook. By D. Melcher, R. R. 
Bowker Co., and N. Larrick, Random 
House. 2nd Ed., 438 pp., illus., $7.00 
2. How to do more business 
[] with better packaging. 
Shows business problems 
packaging can solve, how to carry out a 
good packaging or repackaging program, 
new developments in packaging materials 
and methods, integration with advertising 
and promotion, pretesting, etc. The Selling 


Power of Packaging. By V. L. Fladager, 
D'Arcy Advertising Co., 144 pp., illus., 


$3.50 
3. How to find a good public 
” relations idea in a jiffy. 
Reference treasury describes 
500 public relations ideas right from actual 
practice; saves you time and trouble de- 
veloping good ideas. Book indexed so you 
can find ideas for particular objectives or 
to reach different groups—employees, share- 
holders, general public, etc. Public Rela- 
tions Ideas in Action. Ed. by A. H. Center, 
Motorola, Inc., 352 pp., $5.00 
4. New techniques of motiva- 
CJ tion research that improve 
advertising and marketing 
results are described in this book. Dis 
cusses methods, interviewing, projective 
testing, etc. Case histories show how find- 
ings were translated into advertising themes 
and merchandising campaigns. Motivation 


Research in Advertising and Marketing. 
By G. H. Smith, Rutgers U., 242 pp., $5.00 


5. How to improve your sales 
[| presentation is shown by a 
master sales trainer. Based 
on simple formula of what to say, what to 
do, and what to get the prospect to do. In- 
cludes hundreds of practical suggestions on 
simple, effective speech, how to use sales 
aids, etc. Making Your Sales Presentation 
Sell More. By Ed J. Hegarty, sales con- 
sultant. 307 pp., $4.95 
6. How to put “sell” into all 
J your business letters. Well- 
known manual tells how to 
write good sales letters, also improve all 
types of business correspondence. Step-by 
step instructions; many illustrative ex 
amples. Discusses buying motives, special 
letter problems, testing, letter-writing 
“don'ts,” etc. How to Write Better Business 


Letters. By E. A. Buckley, sales letter spe- 
cialist. 4th Ed., 280 pp., illus., $4.00 


7. How to write advertising 
J copy for good readership 
and sales impact, refresh 
ingly shown in this book. Covers all types 
of advertising writing. Includes practical 
information on visualization, headlines, 
sources of copy ideas, prechecking and 
testing copy, etc. Advertising Copy and 
Communications, By S. W. Dunn, U. of 
Wisconsin. 537 pp., 87 illus., $7.00 
8. How successful advertising 
a agencies are organized and 
operated, comprehensively 


reviewed in this book. Covers departmental | 


set-ups and interrelations; work of creative 
departments; new business functions; fi 
nancial problems; client relations, etc. Ad- 
vertising Agency Operations and Manage 
ment. By Roger Barton, Advertising 
Agency. 434 pp., illus., $6.00 


10 DAYS’ FREE TRIAL + MAIL COUPON 


McGraw-Hill Book Co., Dept. Age—3-4 

327 W. 4ist St., New York 346, N. Y. 

Send me book(s) encircled below for 10 days 

examination on approval. In 10 days I will remit 

for book(s) 1 keep, plus few cents for delivery 

costs, and return unwanted book(s) postpaid. (We 

pay delivery costs if remittance is sent with this 

coupon; same cxamination and 
1 2 3 4 5 

(Print) 

Name 


return privilege 


a ee 


Address 
City & Zone 
Company 


Position 
For prices & terms outside U.S. 
write McGraw-Hill Intl., N.Y.C 


Senate Unit to 
Hear FCC Before 
Toll TV Action 


(Continued from Page 3) 
to make up its mind. 
The report calls on the commis- 
sion to make a prompt decision on 
the legality of toll tv. If the com- 


| 


mission agrees toll tv is legal, it| @ 


says, then FCC should let sponsors 
go ahead with a two-year test in 
a representative number of mar- 
kets. 


During the past few days, com-| 


mittee members also have received 
a comprehensive analysis of their 
“confidential” report from CBS. 
The CBS document protests that 
the test proposed by the commit- 
tee’s staff would be “inconclusive 
and not reliable.” 

It warns that once the toll tv 
people and the public made sub- 
stantial investments in equipment 
for the test, Congress and FCC 
would be under terrific pressure to 
prevent any cutoff which might 
cause investors to suffer financial 
loss. 


® CBS was particularly doubtful 
about the committee’s proposal to 
limit toll tv test stations to material 
not ordinarily carried by free tv. 
CBS said most of the “box office” 
programs which the staff assigns 
to toll tv for the test are already 
on free tv. In any event, CBS says, 
it is doubtful that FCC has suffi- 
cient legal authority to limit the 
kinds of programs that could be 
offered by toll tv. . 


RCA Reports Sales 
of $1.1 Billion in 
’ +. . 
56; Earnings Dip 
New York, Feb. 27—Although 
Radio Corp. of America sales in 
56 reached a record $1,127,774,000 
—7% above 1955—earnings 
dropped to $40,031,000, after fed- 
eral taxes—from $47,525,000 in ’55. 
Explaining the decline in profits, 
David Sarnoff, RCA chairman, in 
an earlier year-end statement, said 
the drop was due mainly to higher 


NOBLE—Here is a display piece for 
Max Factor’s Roman Pink lipstick 
—a new color which will be in- 
troduced with a newspaper and 
magazine campaign starting in 
April. Doyle Dane Bernbach Inc., 
New York, is the agency. 


cost of materials and labor; to low- 
er prices on b&w tv sets and tubes 
in a highly competitive market, 
and to the net loss, after federal 
taxes, on all RCA color activities 
in 1956, of $6,900,000. 

Before taxes, net profit in 56 
came to $80,074,000, against $100,- 
107,000 in 1955. Earnings per share 


down from $3.16 in ’55. 
NBC-TV increased its network 
billing 22% in ’56 over the previ- 


tional advertisers during the year; 
36 sponsored regularly scheduled 
color programs. 

The sale of RCA color transmit- 
ting and studio equipment in- 


network color programming were 
completely RCA equipped. 


Boston U. Sets PR Course 

The first course of study in an 
American university devoted spe- 
cifically to the study of public re- 


| 
| lations in higher education will be | 


| conducted at Boston University by 
|Mrs. Eleanor R. Collier, for 28 
|} years director of BU’s bureau of 
| publicity, the university reports. 


TKTIRUE men make the BIG 
buying decisions 


While the little woman worried about which dress to pack, the 
TRUE man picked out the airline, picked up the tickets. 

Never overlook the buying power of the men who read 
TRUE (now 2,500,000 of ’em...and still growing). Selling 
to men? Then TRUE goes to the top of your list. 


America’s largest selling man's magazine TRUE 


of common stock were $2.65 in '56, | 


ous year, with a total of 251 na-| 


‘$225,000 Settlement 
Ends Suit Against 
Wichita Car Dealers 


WicuiTa, Feb. 26—An anti-trust 
suit brought by two local non- 
franchised automobile dealers 
against nearly all of the franchised 
dealers in this city was settled for 
$225,000 last week—just before the 
suit was to be tried. 

Danzansky & Dickey, attorneys 
for the plaintiffs in the suit—Don 
Schmid Motors and Johnnie Eagle 
Motor Co.—said the $225,000 was 
the largest out-of-court settlement 
in the history of this state. 

“Naturally, we are gratified that 
the damages done our clients have 
been partially compensated for,” 
the attorneys said. “We are also 
glad that the expense and bitter- 
ness of a protracted trial have been 
avoided.” 

In making the settlement, the 
defendants, which include 12 new 
car dealers and their dealer as- 
sociations, did not admit that they 
had committed any of the acts or 
practices charged in the complaint. 
The trial had been set to start yes- 
terday. 


®s Schmid and Eagle filed their 
| suit asking for more than $6,000,- 
000 damages about two and one- 
half years ago (AA, Aug. 16, ’54). 
The suit charged that the Wichita 
Automobile Dealers Assn. and the 
member dealers organized eco- 
nomic boycotts against newspapers 
and other advertising media which 
accepted new car ads from used 
car dealers. 

The complaint contended that 
\the dealer group and member 
|dealers applied pressure on news- 
| papers and other advertising media 
| to reject new car ads from Schmid 
|and Eagle. The suit named two 


rators, but not as defendants. 

The day after the suit was filed 

| (Aug. 13, 1954) the newspapers 
|again commenced taking new car 
advertising from the plaintiffs and 
/have continued to accept such ad- 
vertising since, according to the 
plaintiff’s lawyers. 

Schmid and Eagle said the over- 
supply of new cars enabled them to 
undersell franchised dealers, but 
added that they could not maintain 
this new car business without 
newspaper and radio advertising. e 


Biddle Names Tuttle VP 

Biddle Co., Bloomington, II1., has 
appointed Robert E. Tuttle a vp 
and assistant to the president in 
the Chicago office. Mr. Tuttle for- 
merly was a vp of National Adver- 
tising Co., a division of Minnesota 
Mining & Mfg. Co. 


Telepix Opens Branch 

Telepix Corp., Hollywood, has 
| opened a New York office at 420 
|Madison Ave., with Paul Fitzpat- 
rick, formerly production super- 
visor of J. Armstrong & Co., film 
producer, as its representative. 


_ 


AUSTIN RISING has been named vp 

of marketing services of the York 

division of Borg-Warner Corp., 

York, Pa., a new post. He formerly 

was director of consumer relations 
of Whirlpool-Seeger Corp. 


Advertising Age, March 4, 1957 
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THE COFFEE HUNGER OF MAN 


How and where it af began 
by town Renee 


HOW & WHERE—This page of Nestle 
Co.’s six-page Life ad tells of cof- 
fee’s beginnings. 


6-Page Nescafe 
Ad in ‘Life’ Is 
Coffee Treatise 


(Continued from Page 2) 
off recipes. 

Nestle also says that “because of 
the educational nature of the fea- 
ture, the ad has been distributed 
in advance to high schools and col- 
leges throughout the country as a 
subject for essays and classroom 
discussions.” 
| Mr. Riggs’ original paintings for 
|the ad will be hung in Nestle’s 
|American headquarters building, 
now under construction in White 

Plains. This building is expected to 
|be completed by the end of the 
| year. Nestle is a Swiss company. 


creased during the year. Many of | local newspapers—Wichita Beacon|® Long-term objective of the 
the 242 tv stations equipped for|and Wichita Eagle—as co-conspi-| Nescafe six-page Life unit is to 


|build a heritage for the company 
}in the coffee industry. Nestle has 
its roots in the milk and chocolate 
fields. It backed into the coffee 
business with Nescafe. As a re- 
|sult, according to some observers, 
‘the company’s instant coffees do 
|mot enjoy the same acceptance as 
| Maxwell House and Chase & San- 
| born, longtime roasters of the cof- 
fee bean. 

Although Nestle was one of the 
first off the mark with an instant, 
it quickly lost brand leadership. In 
1956, Nescafe is estimated to have 
had between 10% and 15% of the 
market, as against the hefty 40% 
share carved out by Maxwell 
House instant. - 


AA Errs on Guild, Bascom 
Share of Foremost Account 

ADVERTISING AGE erred in report- 
ing the billings of Guild, Bascom 
& Bonfigli in its Feb. 25 issue, by 
Saying that the loss of the $4,000,- 
000 Foremost Dairies account rep- 
resented half of the agency’s bill- 
ing. In fact, while GB&B had the 
largest portion of Foremost’s $4,- 
000,000 billing, its share was only 
$1,500,000, with the remainder di- 
vided among 14 other agencies. 
The account represented about 
15% of the agency’s billing. 


North America Companies 
Buys Spots on ‘Monitor’ 

North America Companies, Phil- 
adelphia, has purchased four five- 
minute spots on NBC Radio’s Fri- 
|day night “Monitor” show starting 
March 1. The contract is for 52 
weeks. N. W. Ayer & Son, Philadel- 
phia, is the agency. 


Mitchell Joins Henri, Hurst 
Sterling Mitchell, formerly an 
account supervisor of Critchfield & 
Co., Chicago, has joined the execu- 
tive staff of Henri, Hurst & Mc- 
| Donald, Chicago. Mr. Mitchell also 
j|has been advertising manager of 
Eureka-Williams Corp. and general 
manager of Clinton E. Frank Inc. 
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THE TIME READER*..as seen by 


Sof 


CONNOISSEUR 


SPORTSMAN 


ALUMNUS 


LEADER 


%* TIME offers the biggest concentrated audience of best customers 
and influential people in the United States today. Nevertheless, 
McKie exaggerates. Not all TIME readers have their faces carved 
in mountains. 


_ circulation 


2,100,000 
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Keep your eye on the 
young man going places. 


ote the furniture he picks for 


The enthusiasm of the young 
man-about-business and the. 
-man-about-campus can spark a 
record breaking sales trend. 
Ask the men who sell Ivy 
League suits, or the automobile 
manufacturer who advertises, 


PLAYBO' “has become. the large 
est selling urban men’s 


"men all the others copy. Want. 
to come along’? It's $3.850 per 7 
page, and the guarant 
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